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PRINTS 
TICKETS 
TO 8g Yu 


iT Q" 


WIDE 


Meter tickets 2” to 8'/," wide 
with Brodimatic Printing Counters 





Versatility of Brodimatic Printers greatly 
extends the efficiency and range of Brodie 
BiRotor Meters. Zero start printers handle 
tickets from 2” to 84%” wide, totalizer printers 
from 4” to 8&2” For automatic data 
processing systems, they handle a manifold 
form which includes a standard punch card. 
Because the Brodimatic prints horizontally, 


wide. 


the card is easy for the key-punch operator 
to read. 


Brodimatic Printers may be added to any 


of the many types of Brodimatic Counters. 
These counters have a well earned reputation 
for long-range wide-angle readability, rugged 
dependability, and low torque requirements 
to take full advantage of the full time accu- 
racy of BiRotor Meters. For the complete 
Printer 
Kquipment can put extra profit into your 
metering program, request Bulletin No. 659 
or contact the Brodie Metering Specialist 
as near as your phone. 


story on how Brodie Counter and 


RALPH N. BRODIE COMPANY .: san Leandro, California, U. $. A. 


CABLE ADDRESS BRODIC¢ 


DALLAS 7, TEXAS 


167 Parkhouse St 


SEATTLE 9, WASH 


MT. VERNON, N.Y, 
550 9th Ave. N 


So. Columbus Ave 


CHICAGO OFFICE 
1227 Circle Ave 


CALIF 


a Street 


LOS ANGELES 22 
Forest Park, III 5401 Sh 


REPRESENTATIVES WITH STOCKS AND SERVICE 


IN ALL PRINCIPAL CITIES 





FACILITIES 


0 10 20 30 4D 50 60 70 80 90 100 110 120 


Here’s a story on gasoline value 
to tell during Oil Progress Week 


Motorists today get more transportation per gallon... greater value for every dollar 
spent at a service station pump. Here are the facts to tell your customers: 


1930 .... One gallon of gasoline moved one ton of automobile 25 miles at 40 mph, 
TODAY ... One gallon moves one ton of automobile 43 miles at the same speed. 


1930 .... Gasoline cost* two-thirds of a cent to move one ton of automobile one mile. 
TODAY .. . Gasoline costs* half a cent to move one ton of automobile one mile. «tess tax 


Even when gasoline taxes are included, the cost 

per ton-mile today is six per cent less than it was From a study made for the 

in 1930, and this despite a 132%, increase in gaso- Oil Industry by 

line taxes in 28 years. ETHYL ins aed 
Isn’t it good business to remind your cus- COMPOUND 


~~ 


tomers of this better buy? 
omers of this better buy CORPORATION 


New York 17, N. Y. 
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BE SMART .. . Stop working for your pump nozzle. Get 


the nozzle that works for you. You don’t have to stand by idly 
holding the OPW Fil-O-Matic. While it fills the tank, you are free 
to service the car, sell extras—increase your profits. Saves time, 
labor, money. 


BE SAFE. . . When the tank is filled, the Fil-O-Matic 


shuts off automatically. No overflows, no gas stains on car body 
to clean off, no angry customers. Plastic scuff guard protects car 
finish. The OPW No. 1 meets all state and local regulations per- 
mitting the use of fully automatic shut-off nozzles. 


BE 5 URE. . . Severest laboratory tests and field service 


prove that OPW’s Fil-O-Matic is built to function reliably and 
safely under normal operating conditions. While your No. 1 de- 
livers gasoline, you can use “‘fill-up” time for customer attention 
time. 


Opw's NO. 1 


FULLY AUTOMATIC 
7 |S et O) i (ey 474 i — 


reY-Tuaalit- Mm Aolem (ome MA-Mauceoriaat-la 
service with one man! 


During rush hours, are you 
giving each of your customers 
complete service? More than 
half-a-million OPW Fil-0-Matics 
are at work today, freeing serv- 
ice station operators to sell 
extras and give complete two- 
man service with one man. Put 
OPW No. 1’s on your pumps. 
Start now to increase your sale 
of extras, to give every one of 
your customers the kind of 
service they want—the kind of 
service which is most profit- 
able for you. 





opw CORPORATION 


VALVES @ FITTINGS @ ASSEMBLIES 
for handling hazardous liquids 


2735 COLERAIN AVE. ¢ CINCINNATI 25, OHIO ¢ PHONE: Kirby 1-5400 
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National 
Petroleum NOW: croscois sor ccicre 


A full issue of ideas designed to 
put you ahead of tomorrow's competition 


GENERAL THE GREEN SECTION 
How modern is American industry ? page 7: Ahead of the News 
Modernization: $500-million challenge to marketers 7 ; 

Petroleum Indicators 

MANAGEMENT 


How new tax regulations can help you modernize 


Supply and Demand 


STATIONS 
How and when to modernize your service stations 
Prefab stations: How to figure payout 89 
BULK PLANTS AND TERMINALS 
How and when to modernize your storage plants 91 DEPARTMENTS 
Storage modernization: Five case studies 93 About Oil People . 
TRANSPORTATION Advertisers’ Index 


How and when to modernize your motor fieet 99 ties 
. Behind Our Headlines 


MERCHANDISING 
Forward look: Are you ready for tomorrow’s customer? 107 i 
‘ <a ‘ ° Classifie rtisi 
How brand identification standards are changing 109 sified Advertising 


Brief but Significant 


FUEL OIL Equipment 


What to do to modernize your fuel oil operation 113 Letters 

How to cut delivery costs 115 Meetings 

What microfilm can do for accounting efficiency a 

How to rate your office procedures j 
Regions 


J) ae 


What They’re Saying 


LUBRICATION 
Forward look: How the lube market is changing 
What the packaging revolution will bring 
Will moly grease catch on as chassis lube? 
RESEARCH 
How research can help you make modernizing decisions 129 
TIRES-BATTERIES-ACCESSORIES 


What the right tools can do for dealers’ TBA sales 
OIL MARKETS AND PRICES 


EQUIPMENT 
. , P Market 
How to buy equipment for maximum payout 
Station lights: How to get the most for your money 


outlook 20] 
Refinery/terminal prices. 204 
Crude oil prices 205 
AUTOMOTIVE yA 
Forward look: The outlook for future fuels Prices by tank wagon 206 
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NPN Staff 


8 
SALES VOLUME OBJECTIVES (SUMMARY) : UDGET OF CAPITAL EXPENDITURES FOR THE YEAR 


EXPENSE BUDGET 


; 
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An accurate cash forecast is invaluable to your busi- 


TAKE YOUR ness. It serves as a guide to expansion .. . and a 


warning of operating weaknesses. At your request, a 


PROBLEMS 7O ne DYPERTS. trained specialist will be glad to help analyze your 


accounting operation and make definite recommenda- 
tions. Additional experts are available to assist you 
Ye | i ¥ with other tough problems too. For instance, help 
you reduce loading time . . . help select the best man- 
° c * yo ¢ power available . . . help institute management pro- 
\ Tf yt iT ) er . Pa 4 1S] &, | cedures that make running a business easier—and 
more profitable. 
That's why it’s good business to do business with 
Mobil. The expert advice you get from our staff of 
specialists ... plus top-quality branded products add 
up to a real competitive advantage for you. 
Talk to your Mobil salesman today. He’s your direct 
line to the specialists. 


Tune in ‘“‘TRACKDOWN” every week, CBS-TV. 
See your local paper for time and station. 


YOU'RE MILES AHEAD WITH MOBIL! 


SOCONY MOBIL OIL COMPANY, INC,, and Afhliates: MAGNOLIA PETROLEUM COMPANY, GENERAL PETROLEUM CORPORATION 


NEW YORK 17, N. Y.—150 EB. 42nd St. ¢ CHICAGO 5, ILLINOIS—59 E. Van Buren St. » BALTIMORE 18, MARYLAND—1914 North Charles St. « MILWAUKEE 1, 

WISCONSIN—907 South First St. ¢e KANSAS CITY 138, MISSOURI—025 Grand Aves. « DETROIT 32, MICHIGAN—903 West Grand Blvd. « ST. LOUIS 8. MISSOURI 

4140 Lindell Bivd. « DALLAS 1, TEXAS—Magnolia Petroleum Co.. Magnolia Building «+ LOS ANGELES 54, CAL..—General Petroleum Corp., 612 8, Flower S8t., 
Bocony Mobili maintains many other conveniently located service offices to give you close and fast cooperation. 
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Behind Our Headlines 





Modernization and Smart Marketers 


— ISSUE OF NPN IS UNUSUAL in that nearly the 
entire magazine is devoted to a single theme: mod- 
ernization in oil marketing. Further, this is a case where 
there is something for nearly everyone in marketing. 

When we undertook the project, we weren’t sure how 
important it would be to marketers. After all, marketing 
has been expanding so spectacularly since World War II 
that it seems to typify modernity. As we explored the 
possibilities, we found that the smart marketers had been 
concerning themselves with modernization for some time 
So this became a most timely theme. 

Most of the majors had discovered a big potential in 
modernization of facilities. Consistently, the yardstick was 
whether modernization would result in bigger profits. 

Fortunately, most of the smart marketers were generous 
with their information. The feeling seems to be that if 
marketing facilities are improved, marketing in general 
will benefit from good public impressions. As a result, we 
got great quantities of information, much more than we 
could use. 

Throughout this issue you'll find information on how 
and when to modernize marketing facilities. This covers 
bulk plants and terminals, service stations and motor 
fleets. 

Also unusual is the fact that every McGraw-Hill maga- 
zine (all 34 of them) is devoting one issue to moderniza- 
tion this month or next—the first time that all magazines 
have participated in a joint effort. This was motivated by 
the belief that one of the big weaknesses in American 
economy is extensive obsolescence. For an eye-opener on 
this subject, see the pertinent report by our economics 
department, starting on page 74. 


Coons Reeece , Editon 
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Typical bulk plant at Flemington, N. J., has four Red Seal ticket-printing 
meters. High accuracy helps GLF’s 66 plants stay well within the industry- 
standard 42% overall loss factor. 


Meter-printed tickets help preserve fine relationship of trust between 
driver and patron. The 1500-gal. trucks have two 112” meters. 


GLF’s 120,000,000 Gallons a Year 


Metered TWICE through 6OO Red Seals 


Three service trucks, manned by skilled meter specialists, carry 
spare parts for all of GLF’s 600 Red Seals. The parts inventory 
is amazingly small and easy to manage. Each truck carries a 
50-gal. test can. The company also has a trailer-mounted 500- 
gal. prover. 


For 225 tank trucks and 66 bulk plants serving 70,000 farm 
patrons in New York, New Jersey and Pennsylvania, the Petro- 
leum Div. of Cooperative G.L.F. Exchange, Inc., has standard- 
ized on Neptune Red Seal Meters. 

What were the deciding factors? GLF officials studied their 
own meter records. They asked their servicemen .. . the men 
who test and repair the meters. Everywhere was evidence that 
Red Seal meters stay accurate with the least fuss and bother 
... and the lowest overall expense. 

Founded in 1920, GLF entered the petroleum business in 
1936. All products are filtered twice and metered three times 
... at terminals, bulk plants and trucks. Meter-printed tickets 
keep track of every gallon. 

This is just one more case history of the savings you too can 
make with Red Seal’s sustained accuracy and low maintenance. 
Ask the Neptune jobber in your area for details. 


NEPTUNE METER COMPANY 
19 WEST 5OTH STREET * NEW YORK 20, N. Y. 
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Branch Offices: ATLANTA * BOSTON * CHICAGO © DALLAS * DENVER * NO. KANSAS CITY, MO. 
LOS ANGELES ¢ LOUISVILLE * PORTLAND, ORE. * SAN FRANCISCO (Millbrae) 
tn Canada: Neptune Meters Ltd. ° 1430 Lakeshore Rd. ° Toronto 14, Ont. 











Low maintenance costs and good local service are the two big rea- 11 meters at Esso Standard Oil Company’s Waltham, Mass. 
sons Independent Gasoline & Oil Co., Rochester, N. Y., standardizes terminal are Red Seal Remote Control units, speeding load- 
on Red Seal meters for all new purchases. Independent bought ing of several trucks simultaneously. Busy meter often handles 
their first Red Seal 8 years ago, now have them on 22 tank trucks. 150,000 gallons per day. 


How others get a better measure of profit... 


€ 
Nine Red Seal meters in Mt. Vernon Bulk Plant of Cities Service with 
showed so little wear after 17 years it was decided to keep them on 


the job...converted to Print-O-Meters. Here’s solid proof that you 
can rely on your Red Seals to hold steady as a rock between tests. ep une 


Meters 


10 years’ personal experience with Red Seal meters 

an excellent record for accuracy with little trouble 

as the reason Ferguson Oil Company has standardized | 
on Red Seal Print-O-Meters for tank trucks and bulk plar 


“Big Four” for bulk plants and terminals are these 2’, 3’, 4 
and 6” Red Seals sized to give you the utmost in sustained 
accuracy and economy for any rate of flow, 20 to 1000 gpm 





Automotive 
products 
in cans... 


build customer satisfaction... 
build prestige for your brands! 





Today’s motorists expect to find their auto- 
motive products packaged in metal cans. 
They have favored these products with trust 
and brand loyalty, convinced of the quality 
protected within the container. 


Whether it’s motor oil, anti-freeze, rust- 
inhibitor, brake fluid, polishes or any one of 
dozens of other automotive specialties—cans 
keep your products clean, unadulterated. 
Motorists know the canned product is the 
better product. And by putting your prod- 
ucts in cans, you take advantage of this 
broad consumer acceptance. 


American Can Company pioneered the fa- 
miliar round can for motor oil . . . introduced 
the oil can opener . . . developed the popular 
Accu-Por can. Canco is the best source for 
the best containers .. . the kind your prod- 
uct deserves. 


ep American Can Company 
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Letters 


Modernization and Psychology 


Cost-saving studies are only part of the reason 


you should modernize your equipment, says Howard | 


Upton. Improved employe morale is important, too. 


To THE EDITOR: 

Oil handling equipment is rarely 
considered in terms of its psycho- 
logical value, but it should be. 

Consider, for example, the situa- 
tion presented by two different fuel 
oil truck drivers. One operates a 
truck rigged with equipment that 
delivers about 30 gal. a minute to 
a home fuel tank. The other operates 
a truck outfitted with modern, fast- 
fill equipment, capable of delivering 
100 gal. a minute, and the tanks have 
all been equipped with tight-fills. 

Obviously, the second driver is go- 
ing to make a much larger number 
of deliveries each day. Time studies 
show the cost savings of fast-fill 
equipment, but what they don’t show 
is the difference in attitude and mo- 
rale of the two drivers. One spends a 
large portion of his working day 
standing around — often in cold, 
wet weather waiting for tanks to 
fill. The other spends very little time 
on the ground. 

They are both in more or less con- 
stant contact with customers and 
potential customers. It is not difficult 
to visualize the difference good equip- 
ment could make in their attitudes. 

An oil marketer considering a 
capital investment for new equipment 
should not content himself with time- 
and-motion studies in making his deci- 
sion. Modern equipment can bring 
dignity and importance to a job and 
give an employe a new sense of con- 
fidence and worth. In the long run 
these factors may be even more signi- 
ficant than measurable dollars-and- 
cents cost savings. 

HowAarRD UPTON 
Executive Secretary, 
National Assn. of Oil 
Equipment Jobbers 
Tulsa, Okla. 


COMING IN 


Standardization of appearance 
factors in station modernization. 

From a sales and advertising view- 
point, similarity of branded stations 
is desirable so that all appear as part 
of the “family group.” 

Better facilities, working 
storage space and display are often 
required. The effect on the dealer of 
a better looking station does more to 
improve the service he renders than 
expanding the facility. Sales potential 
is better, too. 

A decision to modernize 
involves: (1) the relative location of 
building and yard facilities; (2) struc- 
tural soundness of existing building; 


areas, 


and | 
upgrading the facility are the basic | 





stations | 


(3) anticipated cost compared to an 
entirely new facility; and (4) location 


and potential. 

[here are many stations that would 
look better modernized, but to do the 
entire job at one time is impractical 
and costly. Few industries are as 
efficient as we have to be. What we 
put up has to pay out in cents per 
gallon. 

JOHNSON 
Dept. 


FRANK L., 
Marketing Engineering 
Socony 


New York, N. Y. 


Price-Selling Oil Heat 


much interested in the 
Way’ to Sell Price 
Buyers” in the September issue (p132). 
We are rather amazed 


We 
article 


were 
**New 


Mobil Oil Co. | 





with the suc- | 


cess story connected with it and have | 
not yet been able to fully accept this | 


selling. 


relations 


method of 

In actual 
tomer it would 
opposite stand from the present day 


the 


seem to be a 


with 
direct 


“@ Station canopies: When to use them 


e Commercial account bids: Next round 


NOVEMBER 
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e Heating oil demand: What's ahead 
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cus- | 


Superior quality forged body-® 
—precision machined 
Uniform wall thickness 
—no weak spots —>, 
Extra heavy reinforcing rim 


Larger diameter cam ears 
for longer service life 


Hi-Strength 
forged 
handles 


—greoter 
. safety and 


economy 
longer 
service 
Uniform heavy 
wall thickness 


no weak spots Pal ’ 

Superior quality forged body i 
—precision machined | 
accurate tolerances 


Recess retains gosket 
in coupler ond assures 
proper placement 


your best buy is 


EVER-TITE 
-the best quality 


quick couplings 


Bronze 
Aluminum 
Stainless 
Carbon 
Malleable 
Hastelloy 


You save time and 
money when you use 
EVER-TITE 
COUPLINGS, because 
you get speedy 
Adapter ondCoupler deliveries—no leaks. 
The tightness is 
predetermined in 
manufacture so you 
can be sure with 
EVER-TITE. 
The EVER-TITE 
trademark is a 
hallmark of 
dependability. 
EVER-TITES do the 
best job in the trans- 
fer of every type of 
product through 
hose or pipe. 
Get EVER-TITE and 
get the best. Ask your 
distributor now. 
EVER-TITE COUPLING CO. INC. 
254 West 54th Street 
New York 19, N. Y 


ka 


EVER-TITE 
Adapter 
and 
Coupler 


EVER-TITE 
Shank 
Hose 

» Coupling 


Dust Plug 


Dust Cap 
EVER-TITE Dust Protectors 


( 
, 





Letters 


thinking of most fuel people. Our 
main aim has been to make automatic 
oil heat completely automatic so that 
at no time would a customer find it 
necessary to telephone or notify his 
source of supply of needing fuel. 
We believe this type of selling 
would tend to open the door even 
wider for gas in spite of the low 
price 
ALVIN O. BICKNELI 
Alvin Hollis & Co. 
South Weymouth, Mass. 


PI feel that even with his cost kept 
to a minimum that it will be doubtful 
that very much, if any, profit will 
be realized ... 

Our philosophy has been to give 
the best quality of oil and the best 
burner service. Our business has 
grown because we have good service 
and one by one our competitors are 
being forced into including service 
in the fuel oil departments. 

We feel our method is the best 
for our area, but “hats off’ to people 


Save the cost of 
a pump house... 


with positive, self-priming 


20, 35, 50, 90, 200 G.P.M. 
SIZES — TOTALLY ENCLOSED 


These totally enclosed Viking Pumps, complete with 
stainless steel shafts and totally enclosed motors, 
can be installed outdoors without protection of 
no pump house needed. 


any kind... 


They are available with standard or relief valve 
pump head. Cast iron gear case is oil-tight and 


weather-tight. 


Furnished with either packing or mechanical seal, 
these rugged pumps are ideal for fast, clean load- 
ing and unloading of petroleum products up to 


15,000 SSU. 


For complete information, write for Catalog BR 


VIKING PUM 


Cedar Falls, lowa, U.S.A. 


COMPANY 


In Canada, it's ‘'ROTO-KING" 
Pumps 





with new ideas and not afraid of 
being leaders. 

CHARLES REINAUER 

Reinauer Bros. 

Rahway, N. J. 


Lubes & Madison Ave. 


mAs part of our API Lubrication 
Committee work, we have been ham- 
mering away at the lube oil sales 
problem trying to make all segments 
of marketing management conscious 
of it. Publications such as yours can 
be of help in this campaign so I was 
happy to see the two articles in July 
(“Ammunition for Lube Sales,” p91, 
and “No Bottom for Oil Ratios?,” 
p93). 

I suppose we will never be suc- 
cessful until some smart advertising 
agency can find a way of saying that 
it is the best motor oil ever but still 
must be changed to protect the car 
without feeling that this is double talk. 

HOWARD P. FERGUSON 

Manager, 

General Sales and Lube Oil Sales 
Standard Oil Co. (Ohio) 
Cleveland, Ohio 





NOZZLE 
PLUG 


Prevents Spillage 


For Nozzle Tubes 
from |!/,"" 
to 154" O.D. 


$1.95 ea. 


Dealer Inquiries 
Solicited 


RICHFILL NOZZLE PLUG CO. 


S. E. C. 39th & Market Sts. 
Philadelphia 4, Pa. 
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Hy EW THREADED-JOINT 
NEOPRENE-SEALED 


Control and Indicating Stations 


Explosion-proof, dust-ignition-proof, weather resis- 
tant and water-tight (NEMA 4),this new Condulet® 
EWC series affords safety greater than ever before for 
pilot lights, heavy-duty push-button stations, selector 


byte direct for descr 
r yand 


iterature pecifications, or 


iptive 


contact your Crouse-Hinds distributor 
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new safety 
in hazardous 
areas 


indoors or out! 


switches, or various combinations thereof in single, 
double or triple gangs. 

Designed expressly for Class I (Groups C and D) 
and Class II hazardous areas , the new series features 
a Feraloy® housing with threaded cover and threaded 
operating-shafts throughout. Cover, shaft housing and 
pilot light jewels are tightly sealed with Neoprene 
O-rings, effectively shutting out fumes, dusts, all water. 


CROUSE @ HINDS 


MAIN OFFICE AND FACTORY: SYRACUSE, NEW YORK 


@ CONDULET™ ELECTRICAL EQUIPMENT (Exple and Con ai) @ FLOO 
@ TRAFFIC CONTROL SYSTEMS © AIRPORT Lic 


DLIGHTING 
NG EQUIPMENT + 


These ad are sold exclusively through elect 
offices: ag 


R i, Va 





4. RULE, owner. 


CUSTOMERS LIKE THE F. 


THE POPULAR JACK RULE Standard 
Service Station in Waterloo, Iowa. 


Tam 


AST, EFFICIENT SERVICE and printed receipts they receive from this National System. 


“My Claltonal Cash-and-Charge System 


saves me *3,000 a year... 


pays for itself every 10 months.” jack Rule’s Standard Service Station, 


Waterloo, lowa 


“I’m in a good position to judge the 
performance of my new National Sys 
tem,” writes Jack Rule, owner of Jack 
Rule’s Standard Service, “because I had 
an earlier model in my station for the 
past 10 years, but I consider my present 
National to be one of the best invest- 
ments I ever made. I depend on my 
National to handle all bookkeeping re- 
quirements with maximum speed and 
efficiency. Since I am now relieved of 
so many details, I have more time to 
devote to other important work. 

“My new National Cash-and-Charge 
Posting System provides records of 
cash and charge transactions. As a re- 
sult of this special National feature, 
I’ve been able to get all monthly state- 
ments out on time—and in 7 hours less 
preparation time than was formerly re 


THE NATIONAL CASH REGISTER 


1039 OFFICES IN 121 COUNTRIES ¢ 


] , 


quired. In addition to providing better 
credit facilities for my customers, my 
National affords better credit control 
for my business because it posts all 
charges at the time of sale. This fea 
ture alone saves me $10.00 a day in lost 
charges. 

“On the basis of my experience, I 
recommend a National Cash-and- 
Charge Posting System to anyone in 
the service station business. Results 
show that my National System saves 
me $3,000 a year... pays for itself 


every 10 months.” 
Oe 


owner of Jack Rule’s 
Standard Service Station 


COMPANY, Dayton 9, Ohio 


HELPING BUSINESS SAVE MONEY 


Your service station, too, can enjoy the 
increased efficiency and economy made 
possible by a National System. Nation- 
als pay for themselves quickly through 
savings, then continue to return a reg- 
ular yearly profit. National’s world- 
wide service organization will protect 
this profit. Ask us about the National 
Maintenance Plan. (See the 

Yellow pages of your phone 77s) 
book.) * 
“TRADE MARK REG. U.S. PAT. OFF. 


CASH REGISTERS + ADDING MACHINES 
ACCOUNTING MACHINES 


wer paper (No Carson Require) 
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Money-Making Ideas 


so 
GULF 


wes ed 


$ BRIGHT LIGHTS mean more sales. But dealers often fear they also mean 
heavy light bills. Engineering surveys can clear this block quickly by proving 
that well-designed lights don’t necessarily require more electricity. One supplier 
“converted” a complaining dealer by taking him to a competing station with 
dimmer lights and a higher bill. (For a guide to figuring light costs, see page 172.) 


DOOR JAMB STICKERS don’t work 
hard enough—they’re often out of 
sight of motorists. A new version 
cures that. It has a 14-in. perforated 
tape at the bottom. Dealers can write 
in the mileage at which another oil 
change is due, and paste the tape on 
the dash near the speedometer. Mo- 
torists will have a constant reminder 
to change oil at the 1,000-mile interval. 


MODERN ADVERTISERS use every 
available medium. Many jobbers like 
the high-exposure potential of public 
transportation. They use signs on 
the sides and backs of buses and 
car cards inside buses and subways. 
Other possibilities include clocks and 
thermometers spotted at high-traffic 
corners and in banks and offices. 
Matchbooks distributed at newsstands 
and tobacco stores also rate highly 
in metropolitan areas. 


$ 
ey 
[TWO-WAY RADIO dispatching facil- 
ities—installed primarily for fuel oil 
trucks—have been found useful in 
another way by a jobber’ who 
markets gasoline through dealers. 
Some of his dealers have installed 
radio equipment on their road service 
trucks, so that on cold mornings 
when there’s a flood of calls from 
stalled customers, they can move the 
trucks quickly from one point to 
another by using the jobber’s two- 
way radio. For more about two-way 
radio, see Equipment section. 


> 


REST ROOMS can help stimulate 
sales. One station chain puts glass dis- 
play cabinets on its rest room walls. 
Inside the cabinets are items for sale 
in the showroom. It’s a good way to 
increase “impulse” sales customers 
might otherwise bypass 


$ 


YOU CAN make successful use of 
the “mystery man” technique at little 
cost by following the example of job- 
ber E. H. (Bus) Lohr of Columbus, 
Neb. 

He asks traveling salesmen to serve 
as his mystery men, paying them 
with $10 worth of coupons good at 
his service stations 

They check on dealers’ giving full 
service, cleaning windshields, filling 
radiators, checking oil and tires, sta- 
tion cleanliness and clean uniforms, 
and so on. The mystery man_ hands 
$5 to the dealer or attendant who 
does the whole job 

“IT have a mystery man on the road 
every month,” says Lohr. “As soon 
as one reveals his identity, I have 
to get a new one. And as soon as the 
mystery man has paid off, I get on 
the phone and call all my dealers to 
tell them who won the $5. 

“You should see the service pick 
up when that happens.” 


” 


D 


DEALERS IN COLDER AREAS are 
often called on to thaw out frozen 
door and trunk locks. A clean, harm 
less method: hold a heated bag of 
sand against the lock for a minute 
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KAMLOK 


QUICK COUPLERS 


> 
SLIPS ON 0/ HOLDS TIGHT 
Nat, 2 

NEVER FAILS 


CAM TIGHTENS 


he Fastest, Safest 
Gurest Coupling Known 


BRONZE » ALUMINUM * MONEL 
STAINLESS STEEL » SEMI-STEEL 


ALL STYLES OF ADAPTORS FIT 
IN ALL STYLES OF COUPLERS 
OF THE SAME SIZE. 
Perfectly tight, no-leak connection in seconds 
OPW Kamloks couple and uncouple instantly 
regardless of “hook-up”. 
Write for New Free Catalog F-10R 


OPW CORPORATION 


2735 COLERAIN AVENUE 
CINCINNATI 25, OHIO Kirby 1-5400 
VALVES « FITTINGS + ASSEMBLIES 
Por bandling hazardous liquid 











REFRESHMENT /2l0 


designed to house vending machines 


























18 FT. UNIT 


Make Your Vending Machine Operation More Profitable 


REFREGBMMENY Pade 





lo 
_ 








Oo 


U 




















Tv 


24 FT. UNIT 


MODERN METAL PRODUCTS COMPANY 
1798 +GREENSBORO, NORTH CAROLINA 


BOX 


12. FT, eas 


The Refreshment Patio is designed to place your vending 
machines in an attractive setting and protect them from 
the weather. It eliminates clutter, builds good will and 


provides better self-service. 


It will maintain its handsome appearance and give 
years of satisfactory service because it is made of 


steel with a baked on enamel finish. 


The Refreshment Patio is available in 6 foot 
sections in a choice of colors. Buy 6 - 12 - 18 - 24 
feet or any length you need. Easily erected. 


Write for full information, today 
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What They’re Saying 


Recession blues ... an 
upturn in auto sales? 
... spending next year 


€¢ The jobber has suffered along with 
the industry and business in general 
during the recession. This has been 
back of much of the pessimism in the 
jobber ranks. Instead of blaming the 
recession, many jobbers have put the 
full blame on the greedy policies of 
the suppliers and the trends towards 
economic concentration. . . . This is 
no time for the jobber to become 
panicky or get discouraged. He should 
plan to ride the tide of expanding 
business and cash in on the profits to 
be made.” South Carolina Oil Jobber 
News. 


CCI anticipate a marked increase in 
the level of automobile production 
with the start of the 1959 model year 
which should set off a chain reaction 
throughout the whole economy. 

It is not unreasonable to expect the 
industry will produce and sell 5,500,- 
000 passenger cars in the domestic 
market during 1959 ..., by 1965, 
8,000,000 units annually.” Harlow H. 
Curtice, then president, General Mo- 
tors Corp. 


€¢ What really, down deep, is your 
attitude toward the oil business, its 
future, and your future in it? If it 
isn’t good, your negative attitude is 
bound to reflect itself in the work of 
your people—your dealers, and the 
results they get.” William P. Marquam, 
manager of trade relations, Pure Oil 
Co. 


| 


NPN’s Saying-of-the-Month 





¢¢We are currently estimating that 
1959 will show a gain of 4%-5% in 
the domestic demand for oil prod- 
oe 

In the next decade it is estimated 
that the oil industry will invest some 
$77-billion in capital expenditures in 
the United States. This is almost 
twice as much as the industry’s cur- 
rent gross fixed assets. It’s a fantastic 
sum, and it underlines, more than 
anything else, why the industry must 
continue to earn reasonable profits 
so that its financial structure will be 
strong enough and flexible enough 
to accomplish these objectives.” 
J. G. Jimenez, vice president, Tide- 
water Oil Co 
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Quaker tank truck suction hose 
CAN’T CRACK OR COLLAPSE 
Stays flexible at low temperatures 


Here’s the hose you want for fast, free-flowing transfer 
between tank and truck—in any weather. Use it for all 
petroleum products and most solvents; for suction as well 
as discharge. 

This Quaker hose is non-collapsible, with small outside diam 
eter and exceptional flexibility. Strong steel spring wire 
reinforcement and high tensile braided rayon are combined 
for full, free flow in any position. Couplings can be grounded 
to this same wire to dissipate static electricity. The sturdy, 
neoprene compound cover stands up to oil, sunlight and 
abrasion. Available in lengths up to 50 feet. 


Get complete details on this popular Quaker hose from your 
local Quaker distributor. Or write Quaker Rubber Division 
H. K. Porter Company, Inc.; Phila., 24, Pa., or Pittsburg, Calif 


H.K.PorRTER Company. INC. 


QUAKER RUBBER DIVISION 


NEWS 














Rotary FP-II 


Superior Rotary Frame Lift 
design is proved again! 


Here’s good news for owners of Rotary FP-11 Frame 
Lifts . . . significant news for oil marketing executives 
planning new auto lift purchases 

We've checked specifications of the new 1959 makes, 
and the Rotary FP-11 Frame Lift will handle them all! 
No special adapters are needed . . . no adjustments of 
any type... no problems of pick-up arm spotting. 

Design of the FP-11 Frame Lift superstructure with 
its heavy steel runners provides ultimate strength in this 
type of lift to assure complete safety. ‘The sliding, rotat- 
ing pick-up arms afford the most precise spotting possi- 
ble, plus the necessary range to reach the manufacturers’ 
prescribed pick-up points on any make, including small 
foreign cars. 

For lubrication, tire and brake work, and underca 
repair jobs the FP-11 Frame Lift is fast, economical and 
safe. Its ability to handle 1959 model cars proves again 
the leadership of Rotary Lift Company in auto lift de- 
sign and manufacturing. 


BIGGER PICK-UP RANGE 


Dotted lines show area in which new, fast FP-11 Frame 
Lift pick-up arms can be positioned. Sliding, swiveling 
arms can be brought to within 3” of each other inboard 
or set 71” apart outboard. Fore-and-aft range is a big 


87”. Easy to position accurately! 


FP-I! Frame Lift 


ta Product of ROTARY LIFT COMPANY, Division of Dover Corporation, Memphis, Tenn., Chatham, Ontario 


(3) First name in oil-hydraulic 


auto lifts—passenger and freight elevators—industrial lifting devices. 
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Modernization from the Ground Up 


Looking over the site of Gulf Oil Corp.’s new sales district office building are 
(left to right) E. J. Golaz, Houston district manager; Madison Farnsworth, 
general manager of the Houston sales division, and W. R. Gallion, superinten- 
dent of the Candoo Construction Co. The one-story brick building will house 
the district's 40 employes. Gulf has either built, rebuilt, or modernized head 
offices in every district in its Southwest division in the past two years 


The Southwest: Booming Again 


MANY SOUTHWEST JOBBERS, for a sub-jobber in Hillsboro. 
perhaps prone to hold back for awhile e T. A. Harrell, Kingsville, Tex.; 
this year, are now expressing opti- Jack Britton, Dallas; Miller B. Pitts, 
mism in the fu- Sherman, Tex. These three are mod- 
ture by going ernizing bulk plants. Improvements 
ahead with build- include meters, loading arms, sight 
ing and rehabili- gages and storage tanks. ; 
tation plans on e Bush & Bailey, Jacksonville, 
bulk plants and Tex. This company bulldozed out an 
service stations. old station, has just put in its place a 
They’re doing 10-pump station completely 
this although in by canopies. 
many cases they : 
have been affected 
by adverse eco- 


covered 


e Humble Oil Co. since Septem- 


ber, 1957, has built four new bulk 
nomic conditions, By Marvin plants, purchased an existing one, and 


particularly retail a constructed 21 new 
price wars. Here are a few planners: in its western division (Texas Pan- 
e O. N. “Bob” Pederson, Kilgore, handle and New Mexico). The com- 
Tex. He’s moving his warehouse from pany plans to construct a new office 
Kilgore to a location midway between building in Houston 
Kilgore and Longview to supply the i 
two towns better. Also, he'll put in 
modern loading and storage facilities, 
build a new office building. His plans 


Reid 
Editor 


service stations 


e Gulf Oil Corp., in addition to 
modernizing all district offices (see 
picture), is building a new products 





include four new stations this year. 

e Howard Harlowe, Brownwood, 
Tex. He’s building a $100,000 bulk 
plant that will feature a modern ware 
house with auditorium space. 

e C. M. Bretz Oil Co., Cleburne, 
Tex. This jobber has opened a new 
combination bulk plant-service station 


terminal on the Houston Ship Canal 
A few months ago the company mod- 
ernized its Port Arthur, 
minal 


Tex., ter 


e The Texas Co. is building a new 
16-story office building in Houston 
next to its present 13-story structure. | 
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For Gasoline .. . Diesel . . . Kerosene, etc. 


‘aisedale 


47 


SUP on 


RUGGED 


© Built For Toughest Jobs 


ECONOMICAL 


© Meets Lowest Budget 


COMPACT 


© Fits Anywhere 


The Super ‘'200"’ gives you big pump perform 


ance at a budget price and in ‘‘budget” 


19 


space, too. Attractive compact 12” housing 


permits maximum installation flexibility 


directly on tanks, stands, walls, shelves, etc 
Powerful direct-drive pumping unit delivers 
14-15 GPM through accurate all-bronze meter 

with modern roller register. Check valve 
is built in, eliminating separate costly and 


inconvement foot valve 


ON EVERY COUNT 
versatility, performance 


quality, features 

and negligible 
the GASBOY ‘‘200 
best buy and 


maintenance ‘Ss your 


guarantee of customer 


satisfaction 





DEDICATED TO QUALITY AND SERVICE 


TRADE-MARK 


“SERIES JL 


ENGINEERED 
POPULAR 





TYPE of 


In spite of its low initial cost, WHITEWAY’S smart new 

ECONOMY pl 5 JET-LUME incorporates many of the fine features the 
’ u i petroleum industry expects fom EVERY WHITEWAY 

EFFICIENCY! | fixture, 

Its advanced swept-wing design bespeaks the future. 


And its sound, sturdy construction assures you of out- 
Low initial ‘cost, plus low maintenance standing performance thruout the years to come. 


cost, plus maximum efficiency. Jet-age 


wrap-around lenses light pumps, islands, JET-LUME is designed to use ALL popular types of 
wa. oct fluorescent lamps. Its handsome new -wrap-around lenses 

light new style pumps, islands, building fronts and fringe 
areas with unequaled efficiency. Time resistant, weather- 
proof aluminum construction keeps maintenance costs low. 


JET-LUME, the advanced new ECONOMY light for 
the fast-moving jet age of tomorrow is here today! Write 
for complete details and prices, NOW! 
Designed to accommodate ALL setter 


LIGHTS PUMPS, ISLANDS, BUILDING 
types of fluorescent lamps, SLI NE, ; & 
HI-OUTPUT, POWER GROOVE, VHO FRONTS d FRINGE 
and SHO for ISLAND and AREA light- r & : an 


ing. Name the output you want and we'll i : 
supply it! Available in single 4’, 6’ and 5 | 
8’ units and in longer lengths of 10’ or ea e 


more in 2’ increments. 











Functional py! wrap-around design 
with the look of the future, combined with 
WHITEWAY’S famous time and weather- 
resistant aluminum construction, make 
JET-LUME the buy of the year. Get the 
COMPLETE story, NOW! 





























DISTRIBUTED IN ALL MAJOR CITIES 


DEDICATED TO QUALITY AND SERVICE MEXICO & CUBA 


GENERAL OFFICES: Cincinnati Phone KI 1-3486. 
MANUFACTURING COMPANY CUDA A, Sls and‘, Concha No. 256, Hoven, 


1736 Dreman Ave., Cincinnati 23, Ohio Co. Ie, 810 N. St : ton St., EI Paso, 


PIONEERS IN FLUORESCENT OUTDOOR LIGHTING EQUIPMENT FOR PROGRESSIVE SERVICE STATIONS 
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Regions 


The Midwest 


Pipeline spurs expansion 
— Refinery modernized 
— New products plant 


THE FLOW of products through the 
Little Big Inch Pipeline has triggered 
a number of oil expansion plans in 
the Ohio area 
and the North- 
east. 

Associated with 
the opening of 
Texas Eastern 
Transmission 
Corp.’s $2 - mil- 
lion delivery ter- 
minal at Leba- 
non, Ohio, are 
these develop- 
ments: 

Phillips Petro- 
leum Co. is pushing into south- 
western Ohio through Davis Oil Co., 
former Shell jobber in Dayton. Phil- 
lips officials report negotiations are 
under way with numerous other job- 
bers in the region, including Cincin- 
nati and Columbus. 

Phillips is leasing near Lebanon 
more than 300,000 bbl. of newly 
completed products storage as well as 
truck loading facilities. 

Phillips is also stepping up _ its 
distribution of LPG in Ohio and the 
Northeast. 

The company’s initially leasing 
100,000 bbl. of LPG cavern storage 
at Texas Eastern’s Todhunter termi- 
nal, nine miles west of Lebanon. 

Socony Mobil Oil Co. has built 
its own delivery facility at the ter- 
minal. The company got the first ship- 
ment of product through the pipeline, 
50,000 bbl. of premium gasoline. 


Lewis Brigham 
Midwest Editor 


e The Texas Co. will start next 
month building three new units to 
produce high-octane gasoline blending 
stock at its Lawrenceville, Ill., re- 
finery. 

The plant will get a 26,000 b/d 
feed preparation unit, a 12,000 b/d 
hydrotreater, and a 12,000 b/d cata- 
lytic reformer. The units are sched- 
uled for completion late in 1959. 


e Standard Oil Co. (Indiana) is plan- 
ning to build a new products distri- 
tion terminal northwest of Chicago 
for gasoline, fuel oil and jet fuels. 
The company will also build a 23- 
mile underground pipeline to bring 
product to the new terminal from 
another product line that serves its 


FROM THE 
NORTHWEST 


A major 


timber 
operator 
reports 


Steve Wilson’s company hauls 
logs from mountainous Oregon 
timber stands—over crude 
roads with grades up to 18%. 


Mr. Wilson has 43 Ford 
trucks and tractors that haul 


nearly 300,000 board feet of 


logs and rough lumber a day. 


“T can’t think of a tougher 
job for a truck than my opera- 
tion,” says Steve Wilson. “I 
need trucks that can take pun- 


ishment and stay on the job. 
If a load of logs isn’t delivered 
on schedule, I can lose plenty.”’ 


The tractor in the picture is 
a 1958 Ford T-850. 


It is powered by a 534-cubic 
inch V-8 engine. Rear axle 
ratio is 6.69 to 1, wheelbase is 
192 inches. It is equipped with 
a 5-speed main transmission 
and a 4-speed auxiliary, and 
grosses 72-76,000 pounds. 


“Diesels used to walk right around us, but today it’s just the 
opposite. This big Ford climbs a 10% grade loaded at 11 miles 
an hour, compared to 6 mph for our previous truck.” 


ta ae 


President 


main Chicago terminal. Steve Wilson Company 
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with Polyfio. 





Dee Me 


aos 
1 Multi-purpose Inhibitor-d 


solves 


HEAT EXCHANGERS 
AND REBOILERS 


protected against fouling 


pressing problems 


A highly convenient all-around inhibitor-dispersant, 
UOP Polyflo 100 is also an effective stabilizer 
against thermal changes, color deterioration, sludge 
and deposit formation. 

An effective dispersant for distillate, residual and 
crude oils, Polyflo 100 also eliminates fouling and sludge 
formation in heat exchangers and storage tanks. 





No. 2 HEATING OIL DIESEL FUELS 
stabilized against color also effectively stabilized 


deterioration and sludge with Polyflo. 
deposition 


* TRADEMARK 


UNIVERSAL OIL 


Polyflo is but one of a variety of inhibitors and 
additives developed by UOP for petroleum 
refiners. Write our Products Department for 
detailed information on these products. Ask 
also about the services of our staff of treating 
field engineers, who will gladly work with 

you to solve specific problems. 


OIL STORAGE TANKS JET FUELS 

for distillate, residual and attain thermal stability 
crude oils—kept free of with Polyflo. 

tank bottoms, 


PRODUCTS COMPANY 


30 ALGONQUIN ROAD, DES PLAINES, ILLINOIS, U.S.A. 
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Regions 


The East 


Terminals for Texas Co. 
— Maine's modernizing 
— New office for Gulf 


THE TEXAS CO. is modernizing its 
distribution setup in two parts of its 
eastern seaboard market. 

It’s building 
three new pipe 
line terminals in 
Pennsylvania to 
take advantage 
of the Laurel 
Pipe Line that 
will link the 
Philadelphia _ re- 
finery area to 

mm Cleveland and the 

By a Midwest. It’s also 
Cornelius Brodersen COnverting a 
East Coast Editor barge terminal 
into a tanker port in Chelsea, Mass. 

Texaco’s pipeline terminals are be- 
ing built in Mechanicsburg, Duncans- 
ville, and near Williamsport. Storage 
capacity will total more than 13,550,- 
000 gal. for gasoline, fuel oil and 
kerosine. 

A little less than half the total 
storage—6,300,000 gal.—will go into 
the Mechanicsburg terminal. 

The Williamsport terminal will take 
in 25 acres. It'll have storage for 
4,200,000 gal. 

Texaco expects to have its new 
pipe line terminals in operation by 
next January. 

By July, Texaco expects to have 
the tanker terminal completed. Stor- 
age there will be a little more than 
the combined total of the three pipe 
line terminals, or 13,650,000 gal. 
Texaco says this is more than nine 
times the storage capacity of the old 
barge terminal. 

Texaco is also increasing its office 
space at Chelsea. 


e Maine heating oil men have gotten 
the state to modernize its Standards 
on burner installations. They can now 
put in 550-gal. capacity tanks; the 
limit was 275-gal. And gross capacity 
of enclosed supply tanks has been 
made 5,000-gal. higher: it’s now 10,- 
000 gal. in ordinary construction and 
15,000-gal. in buildings of fire-resis- 
tive material. 


e Top hands of Gulf Oil Corp. will 
call one floor of Canada House— 
Fifth Ave.’s newest office building— 
their New York home when they 
come to town on business. Main exe- 
cutive offices will still be in Pittsburgh. 
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FROM THE 
SOUTHWEST 


A major oil-field operator 


reports 


This 758 Ford F-850 runs all 
day ... but hardly moves at all. 


It belongs to the Stevenson 
Drilling Company of Houston, 
Texas. The truck goes only a 
few miles a day but its V-8 
engine runs all day long— 
powering (transmission PTO) 
a drill that’s searching for oil. 
The combination air-water drill 
makes 100-ft. deep “shot holes.” 
The oil company geophysicists 
detonate dynamite in these 
holes for seismograph record- 
ings that reveal the location of 
new oil deposits. 


‘‘We are really impressed 


with the way these new Ford 
Super Duty V-8’s are engi- 
neered,”’ says W. M. Stevenson. 
‘‘We normally drill on propane, 
through a truck’s carburetor 
throat, but the fuel costs of our 
Super Duty V-8 turned out to 
be so reasonable that we didn’t 
need to switch.” 


The Super Duty V-8 power 
plant in the Stevenson Com- 
pany’s F-850 displaces 401 
cubic inches. It has a 5-speed 
transmission and a two-speed 
rear axle ratio of 6.50/8.87 
to 1. Wheelbase is 175 inches, 
gross weight 23,000 lb. 


“We have used Fords since 1946. We like the availability of 
Ford replacement parts, their low cost and the excellent Ford 
service. | plan on buying Ford trucks 100% in the future.” 


ye 


President 
Stevenson Drilling Company 





Why permanentlp 





shed couplings ? 


Four good answers spell better service... bigger profits! 





A PERMANENTLY- 
ATTACHED 


COUPLINGS COST LESS. 
And because modern hose 
is so good... lasts so long 
. re-attachable couplings 
need replacement at about 


the same time hose does. 


F igpenensnt ECONOMY 
WITH PERMANENTLY- 
ATTACHED COUPLINGS. 
Hidden expenses 

time, paper work, packing, 
shipping, etc.—involved in 
reconditioning of re-attach- 


able couplings eliminated. 


A MACHINE- 
ATTACHMENT 


ASSURES A MORE PERFECT 
FIT. Permanently-attached 
couplings are machine- 
fitted by experts. You get 

a permanently fitted 


coupling every time. 


— 
COUPLINGS. 
Permanently-attached 
couplings form a firm grip 
with the hose... they won’t 
leak. The ferrule is locked 
to the shank of the coupling, 


preventing creepage. 


For fuel-oil hose... permanently-attached couplings by SCOVI L L 


For compl te spec ifications on 


fuel-oil hose couplings wr 


Scovill Manufacturing Co., 


Merchandise Division, 


88 Mill St., Waterbury 2 


Ask for Bulletin N: 
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Regions 


The Southeast 


Need a good refinery site? 
—This new report says 
Brunswick, Ga., will do 


A REFINERY at Brunswick, Ga., to 
serve North and South Carolina, 
Georgia, Florida, and possibly east- 
ern Tennessee 

and much of Ala- 

bama, “is feasible 

and would prove 

quite profitable.” 

This is the 

conclusion of 

Georgia Institute 

of, Technology’s 

Engineering Ex- 

periment Station. 

It’s the result of 

By Charles T. Dixon a survey made in 

Southeast Editor cooperation with 
interested refiners and local groups in 
the Brunswick area. 

The Carolinas-Georgia-Florida area 
is expected to need additional crude 
capacity of 340,000 b/d by 1965 and 
570,000 b/d by 1970, the survey 
shows. . 

With the development of proper 
water transportation and pipeline fa- 
cilities, the market area could be ex- 
tended to include parts of Tennessee 
and Alabama, according to the in- 
stitute. Potential of this area is ex- 
pected to be 450,000 to 500,000 b/d 
of crude by 1965 and 750,000 to 
800,000 b/d by 1970. 

The inland market would be served 
by a product pipeline to Macon, Ga., 
a terminal point for Southeastern and 
Plantation Pipe Lines. The coastal 
market would be served by tanker 
and barge. 

The survey says a Brunswick plant 
could compete in the North Atlantic 
states with refined South American 
and Mideast crude. 


The Far Northwest 


“ONE MORE IMPORTANT DIS- 
COVERY in Alaska will probably 
open the biggest boom of modern 
petroleum history,” says Michel T. 
Halbouty, Houston independent pro- 
ducer, after a three-week tour of the 
new state. 

Halbouty, who controls 1.25-mil- 
lion acres of leases in Alaska, says 
he'll probably become active there 
next spring. 
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FROM THE 


CENTRAL STATES 


A cement 


hauler reports 


Carl Harrison, Inc., is a limited 
common carrier of bulk cement 
operating out of Dearborn, 
Michigan. The Ford F-1100 
shown above is the biggest of 
the firm’s six Ford trucks. 


This F-1100 grosses 98- 
100,000 lb. pulling doubles. 
Payload is 64,000 Ib. (170 
barrels of cement). Company 
President Carl Harrison makes 
the point that the low curb 
weight of Ford trucks allows 
him to carry bigger payloads. 
“The curb weight of this Ford 


tractor is almost half a ton less 
than another make we have 
used on this job.” 


Carl Harrison’s shrewd ap- 
preciation of efficient, economi- 
cal equipment is further evi- 
denced by the fact that his 
bulk cement semi-trailers are 
custom-built to his own design. 


Additional specifications of 
this F-1100: 534-cu. in. Super 
Duty V-8, 5-speed transmis 
sion, 2-speed rear axle, 144-in. 
wheelbase. 


“And as far as power is concerned, this big Ford has really got it. 
She saves time on every trip, time that means money to us.” 


Cath 2¥ar2etIor/ 


President 
Carl Harrison, Inc 
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p today...planning for tomorrow 


" D-X SUNRAY 


Because D-X Sunray Motor Oils 
are now advertised in LIFE 


D-X Sunray’s impressive series of colorful ad- 
vertisements in LIFE Magazine dramatize D-X 
quality and performance in the age we live 
in — the space age! To LIFE’s million readers 
they mean new prestige for D-X Distributors 
and Dealers! New extra value for the D-X 
brand. New demand for premium-quality D-X 
Motor Oils. It’s the kind of advertising that 
makes a difference in your motor oil sales. 


Because D-X Boron has 
what makes the rockets go! 


D-X Sunray takes the difference in D-X Boron 
(the wonder-fuel element boron) and drama- 
tizes it with spectacular newspaper advertising. 
With a thrilling new half-hour network-quality 
TV drama in 44 markets. With saturation radio 
schedules! With poster advertising in nearly 
600 cities, and over 800 painted highway bul- 
letins! With a new hard-selling D-X farm ad- 
vertising program! 


It's advertising that’s smashing all previous 
D-X sales records. 


It can break records for you too. Write us now! 


D-X Sunray Oil Company (Subsidiary) 
Sunray Mid-Continent Oi! Company 
Tulsa, Oklahoma 
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Regions 


The Rockies 


One jobber loses no time 
— Petrolane buys Calor 
— Station face-lifting 


ONLY ONE HOUR of business time 
was lost by Skelly jobber Sam Ross 
of Denver, Colo., in completely re- 
building one of 
his retail outlets. 

While a new 
three-bay station 
was under con- 
struction, service 
continued at the 
old structure. 
When the new 
station was com- 
pleted, a bull- 
dozer moved in 
and leveled the 
old building and 
trucks whisked away the debris. Sixty 
minutes elapsed from bulldozer to 
business-as-usual, says Ross, president 
of Nicoll Bros. Oil Co. 


By Frank Pitman 
Rockies Editor 


e Petrolane Gas Service, Inc., li- 
quefied-petroleum gas marketer in 10 
western states, has acquired Calor Gas 
Service, Inc., and its subsidiary LP- 
gas companies. This adds 9-million 
gal. a year, about 15% of Petrolane’s 
present LPG sales. 


e Colorado Petroleum Products 
Co., Standard of Indiana jobber at 
Denver, has modernized two of its 
retail stations. The buildings were re- 
built and new lifts and overhead 
greasing equipment were installed. 

President George Dolezal says the 
company also put in 80,000 gal. of 
new oil storage at its bulk plant. 


e Frontier Jobber Clyde Ashby has 
bought a new Peterbuilt tractor with 
aluminum frame and cross members. 

Ashby, of Western Oil Supply Co., 
says the frame is constructed so the 
tractor, now used for pulling a trailer, 
may be adapted to support its own 
tank. This tank combined with a 
“pup” would raise the transport’s ca- 
pacity to 7,600 gal. Capacity of the 
present trailer is 5,900 gal. 


e Three Denver retail outlets of 
Merchants Oil Co., Phillips jobber, 
have been modernized this year. 

President George Calkins says the 
work included rebuilding of service 
station walls to permit installation of 
large sections of plate glass. 

All three stations got new frame 
contact lifts and overhead greasing 
equipment. 





FROM 


NEW ENGLAND 


A nationally operated 


dairy reports 


Mitk and dairy products 
make highly concentrated 
loads,”’ says Elnathan Mitchell, 
President of Mitchell Dairy. 
“We need a bigger, stronger 
tractor than usual for our gross 
of about 50,000 lb. We decided 
to try a new Ford Tilt.” 


Mitchell Dairy, an affiliate 
of The Borden Company, has 
headquarters in Bridgeport and 
serves almost the entire state 
of Connecticut. The dairy’s 
Ford C-1000 Tilt is on the job 
seven days a week, hauling 
canned and bottled milk from 


Bridgeport to outlying distri- 
bution plants. 


This big Ford operates both 
in heavy city traffic and on 
expressways. Comments of 
drivers: “She makes it really 
easy to handle trailers in tight 
areas”. . . ‘“There’s practically 
no shifting once she gets up to 
cruising speed’’. “Outpulls 
any tractor in the fleet.” 

Mitchell’s Ford C-1000 Tilt 
Cab tractor has a 477-cu. in. 
V-8, five-speed transmission, 
6.71/9.13 to 1 two-speed rear 
axle ratio, 99-inch wheelbase. 


“We bought this Ford Tilt Cab truck chiefly because of its maneuver- 
ability and its low curb weight—over 1,000 Ib. lighter than 
competitive tractors. That means our legal payload can go better 


Shad. lil? 


President 
The Mitchell Dairy Company 


than 30,000 Ib.” 
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exceeso \\\c-| AHH 


SELECTED FOR THE ROCKWELL 
TEST STATION 
AT PITTSBURGH 


Rockwell's indoor proving room is equipped with 


EXCEL-SO Calibrating Tank in service at world’s largest 
EXCEL-SO Calibrating Tanks for controlled metering 


meter and valve testing installation—Rockwell Test Station. 


In world wide service this famous 
EXCEL-SO product has proven 
itself as a scientific measuring 
instrument—not just an ordinary 
welded tank. It is designed and 
fabricated to meet the most exact- 


ing requirements—meter testing I f UJ | LS 


under laboratory conditions. In —— 
stationary, portable and high pres- C 0) mM p n n ¥ 
sure service it insures greatest _—$—— 
metering accuracy for petroleum 


products. Write Warner Lewis BOX 3096 e TULSA, OKLAHOMA 


Company for further information. 


DIVISION OF CORPORATION 


Representatives in all major cities. ln Canada: FRAM CANADA, LTD., Stratford, Ontario 
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Regions 


The West 


All majors modernizing 
— Some streamlining; 
— Others build anew 


MODERNIZATION programs 
abound on the West Coast. Here’s 
what some companies are doing: 


e Tidewater Oil Co.’s western di- 
vision has done more modernization 
in the past four years than in the 
previous 10 or 15. It modernizes 
about 20 stations a year. 

Rebuilding costs almost as much 
as putting up a new station: $38,000 
to $40,000 compared with $45,000 
to $46,000. The company tears down 
the existing building and replaces it 
with a modern unit, salvaging only 
pumps, tanks and pipes. 

The policy is to rebuild only the 
stations with the greatest potential. 
Reason: “You put a lot of money 
into the station, and business im- 
proves by only 5,000 to 10,000 gal. 
a month, which isn’t much com- 
pared with what a new station will 
bring in.” 

[he western division is building 85 
new stations this year, expects to 
build the same number next year. 

Modern loading racks are being 
installed in all large terminals and 
bulk plants: Seattle, Tacoma, Port- 
land, Sacramento, Stockton, Alameda, 
San Francisco, San Jose, Watsonville, 
San Pedro, Vernon and San Diego. 

This program has been in progress 
about three years. Some 12 racks 
have been completed and there are 
three to go. They handle clippers and 
large trucks, cost $250,000 each. 


e Union Oil Co. has 
all but one of its 18 terminals at a 
cost of $3- to $10-million each. Of 
the company’s 538 bulk plants, 100 
have been rebuilt at a cost of $50,000 
to $80,000 each 


modernized 


e Richfield Oil Co. is spending about 
the same for modernization this year 
Some 10% to 12% of mar- 
keting appropriations is used for re- 
building stations, each costing from 
$15,000 to $30,000 each. 


as last. 


e Shell Oil Co. since last year has 
undertaken a “semi-crash” program 
in San Francisco and modernized 25 
stations, is now modernizing the 26th. 
The program has paid off in 
greater gallonage. Example: the vol- 
ume of one station went from 20,000 
to 65,000 gal. a month. 
1958 «+ 
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FROM THE 


SOUTHEAST 


An over-the-road 


hauler reports 





Estes Express Lines, of Rich- 
mond, Va., owns a 1958 Ford 
C-1000 Extra Heavy Duty Tilt 
Cab model. This rig is on the 
job 20 hours a day, piling up 
ten thousand miles a month. 


Robey W. Estes, Vice Presi- 
dent and General Manager, 
calls the performance he’s get- 
ting from his new Ford ‘Tilt 
“outstanding.” 


“The economy of Ford’s 477- 
cubic inch V-8 compares very 
well with the 450-cubic inch 
sixes in our fleet,” he adds. 
“The Ford performs better and 


doesn’t use any more gas. We 
get over 5 miles per gallon, 
which is pretty good for our 
gross and our kind of hauling. 
The Ford also has a lot more 
power and speed. As one of the 
drivers told me—that Ford gets 
down the road mighty easy.” 


Estes Express’s big Ford is a 
1958 C-1000 tractor, with a 
477-cubic inch V-8 engine. It 
has a 99-inch wheelbase, a five- 
speed transmission and a two 
speed rear axle ratio of 6.14 
8.36 to 1. Gross weight runs 
from 52 to 56,800 Ib. 


“Ford’s Tilt Cab design gives us as much as 1800 pounds more 
payload than we could get with a conventional tractor. Drivers 
prefer the Tilt because of its comfort and maneuverability.” 


fobs 


oe Py 


Vice President and General Manager 


Estes Express Lines 





LOOK WHAT CONTINENTAL 
“F” STYLE CANS CAN DO 
FOR YOUR PRODUCT! 





1. SAVE SHELF SPACE! 2. LUSTROUS LITHOGRAPHY! 
Oblong shape of can allows more Superb Continental lithography 
units to be stocked per shelf foot, — the best in the industry — gives 
provides more attractive display, your product sparkling sales ap- 
greater sales opportunity! peal. Broad can surface means 
more room for your sales message! 


3. FAST AND EASY STACKING! 


Recessed bottom of “F” style can fits right 
into top of can below it. Stacking is no prob 
lem, display is attractive and secure. Give 
your product these powerful sales advan 
tages. Call Continental today. 





\ 
4. MORE SIZES... MORE SERVICE! 


Choose from the widest range of sizes, from 
four ounce to one gallon. Get outstanding 
Continental service, fast delivery from ship 
ping points all across the U. S. 

QUALITY 


CONTINENTAL 
CAN COMPANY 


Eastern Division: 100 East 42nd Street, New York 17 
Central Division. 135 South La Salle Street, Chicago 3 
Pacific Division: Russ Building, San Francisco 4 
Canadian Division: 5595 Pare Street, Montreal, Que 
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Associations | 


NCPR 


NATIONAL CONGRESS of Petro- 
leum Retailers is spear-heading a 
drive to change lessee-dealers into 
owner-operators. It has set up a com- 
mittee to help work out procedures 
for obtaining Small Business Admin- 
istration loans to dealers for the pur- 
chase of their stations. 

Dealers became eligible this year 
for SBA loans, but none has received 
one yet, says Phil Jehle, counsel to 
the Senate small business committee. 
NCPR’s new committee will consult 
with SBA to help get the loan program 
going. 

NCPR has decided to publish a 
monthly Newsletter of 4-8 pages as 
soon as 5,000 subscriptions have been 
received from individuals through 
affiliated associations. 


Intermountain 


THERE’S Room for a_ jobber- 
supplier liaison committee in the Utah 
Petroleum Council (the merged APIC- 
OIC group), the Intermountain Oil 
Jobbers Assn. believes. It passed a 
resolution asking the Council to set 
one up. 

If the plan works in Utah, the job- 
bers will ask for similar committees 
in the other intermountain states. 

The association is also plugging 
away at internal affairs—increasing 
membership and improving working 
communications within its five-state 
area. 

The executive secretary is going on 
a barnstorming campaign. The board 
is recommending an increase in its 
size now to ten members, two from 
each state; and to 25 when member- 
ship grows. 


South Carolina 


JOBBERS LOST their gasoline tax 
fight in July when 1¢ was diverted 
to the general fund for one year. Now 
they’re mustering forces so they won’t 
lose more ground. 

They want to make sure there’s no 
more diversion, especially if there’s 
a tax rate increase. The state needs 
money, and it’s likely the gasoline tax 
will be tagged for a hike. 

Branded meetings have become a 
feature of the conventions; this year 
one jobber commented there seemed 
to be as many suppliers as jobbers 
around. The big topic was, once 
again, what to do about price wars. 


FROM THE 
MIDDLE ATLANTIC 


STATES 
A dump truck 


operator reports 


~~ Saw weeneewws 
Sree rans 
pase ~ 


I operate all over New York 
State,’’ says owner-operator 
Wendell Wilbur, ‘“‘and loaded 
or empty my Ford can beat 
any dump on the job.” 


Mr. Wilbur’s big 1958 Ford 
T-850 has a 10-cu. yd. dump 
body, is powered by a 477-cubic 
inch V-8, grosses 50,000 Ib. It 
is equipped with 5-speed main 
transmission, 3-speed auxiliary, 
and has a 156-inch wheelbase. 


“T’m in this truck all day 
long,” says Mr. Wilbur, ‘‘and 


it’s the smoothest riding ten- 
wheeler I’ve ever driven. And 
talk about handling!—with 
power steering my rig handles 
easier than a lot of pickups. 


“This Ford’s curb weight is 
almost 4,000 pounds less than 
other comparable trucks. That 
means more money-making 
payload for me.” 


Mr. Wilbur has been a truck 
user for more than twenty-five 
years, and he’s been a Ford 
user just as long. 


“My Ford T-850 has real power—on the hills | can pull away 
from any truck around—I even leave big diesels behind.” 


Owner-Operator 


Ellenville, N.Y 
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Whatever the job... wherever you do it! 
Theres more to 


look for th fords 
extra heaves for $9 


Ford Extra Heavies have proved themselves on every kind of 
job—you can count on them for dependability and durability. And 
in 59, you get high performance at low Ford prices for brand-new 
reasons! New faster rear axle ratios, new higher capacity axles, and 
other important options make big-truck operation still thriftier in 
59 when you go Ford-ward. Send coupon for full information! 


NEW Tractor Equipment Package provides 
complete trailer air brake and electrical 
connections, meets [.C.C. requirements. 


NEW Faster Axle Ratios team up with 
Super Duty V-8’s for greater gas economy 
and reduced engine wear. For example, 
5.43/7.39 to 1 available in 1100 Series. 


NEW Ford Tilt Cab Tandems are available 
with three tandem-axle capacities: 28, 34, 
and 38,000 lb. Front axles to 15,000 lb. 
, Every Ford has 


w{ SAFETY GLASS 


in every window 


Tilt Cab Tandem Ford C-950 (above) 
has hydraulic loader with 
push-button remote control. 


NEW 2-Shoe Brake (parking) is standard 
for ’59 on all Ford Extra Heavies. Has 
50% greater stopping and holding power, 
requires 50% less effort to operate. 


Go FORD WARD for savings FORD TRUCKS 
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FREE—COMPLETE FACTS ON NEW EXTRA HEAVY DUTY TRUCKS 
Check Choice of Booklets and Return to: 
FORD Division of FORD MOTOR COMPANY 
P.O. Box 658, Dearborn, Michigan 


Extra Heavy Duty Conventional and Tilt Cab Trucks 
Up to 36,000-lb. GVW, 65,000-lb. GCW 
Tandem Axle Models 
Up to 51,000-lb. GVW, 75,000-lb. GCW 


BRAND-NEW TILT CAB TANDEM FORDS for °59 combine lawn Supply and Concrete, Akron, has 15,000-lb. 
the easier, more economical maintenance of tilts with front axle, 34,000-lb. rear. Carries up to 6,500 brick, 
high tandem-axle load capacities. Tilt design also compared to 5,000 on a conventional tandem. Has 
permits higher front axle loads, longer body on given  401-cu. in. V-8, 5-spd. main transmission, 3-spd. auxil- 
wheelbase. C-950 Tandem, above, operated by Fair- iary, 201-in. wb. GCW (with pup trailer) 72,000 lb. 


COST LESS ... less to own... less to run... last longer, too! 
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Paul H. Boyd, General Manager, Marketing, 


Wilshire Oil Co. of California says .. . 


“Wilshire Dealers really cash in on 
Dayton’s aggressive tire merchandising” 


All-New, All-Nylon 
Dayton Thorobred Blue Ribbon 


“Tire sales volume is rising at prac- 
tically every Wilshire station with 
the help of Dayton’s merchandising 
support. 

“Dayton’s liberal co-op advertis- 
ing program helps us sell the neigh- 
borhood Wilshire dealer as the place 
to buy the complete line of Dayton 
Thorobred Tires. 

“Plenty of high quality, eye-catch- 
ing identification in and around the 
station lets people know we’re in the 
tire business. And Dayton supplies 
a continuous stream of new merchan- 
dising material in their timely, sea- 
sonal Dis-Pla-Pacs. 


“To top off this activity, Dayton 
merchandising men hold sales 
clinics, meetings, etc., to teach our 
men how to sell tires . . . especially 
how to use Dayton’s Written Guar- 
antee to clinch the sale. 


“And because Dayton Tires are 
realistically priced, our dealers find 
they can compete with the “price” 
outfits, yet make a worthwhile profit 
on every sale.” 


To find out how you can cash in 
on the Dayton Franchise selling 
Thorobred Tires write The Dayton 
Rubber Company, Tire Division, 
Dayton 1, Ohio. 


A Complete Line of Passenger and Truck Tires 


Dayton Hubber 
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BEAT LUSTERLITE an 
skyrocketing | | , 


building costs 950 51525354 
WITH 























L U ST r ie L ‘ T F Conventional construction costs have zoomed 32-41 per cent 


4 since 1950... but LUSTERLITE Buildings now actually cost less! 
Porcelain Enameled You get deluxe appearance...fast erection... low-cost, no- 
Service Stations paint maintenance...permanent cleanliness —/ifetime porce- 
lain enamel, inside and outside...efficient operation...mov- 
ability if traffic patterns change. And you get these important 

features for 3.19% /ess than you could in 1950! 


The RED line is LUSTERLITE—the actual cost per square foot of your 
designs, executed in gleaming porcelain enamel. The BLUE lines repre- 


LOOK AT 
THE CHART 


sent three generally-accepted indexes of building cost—courtesy Engzs- 
neering News-Record. The chart tells the story—LUSTERLITE efficiency 
and acceptance have made it possible to cut costs...while other building 
has zoomed out of sight! 

So get the facts—all the facts. Check original cost...maintenance... 
efficiency...other important savings. For complete information, write 


WWSTERUTE 


PORCELAIN ENAMELED SERVICE STATIONS 


CHICAGO VITREOUS CORPORATION « CICERO 50, ILLINOIS 
A DIVISION OF THE EAGLE-PICHER COMPANY 
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1958 MODEL CARS 


IMPORTANCE OF LABORATORY OCTANE 
IN ROAD ANTIKNOCK PERFORMANCE 


HIGH REQUIREMENT CARS 
USING PREMIUM GASOLINE 


MODERATE REQUIREMENT CARS 
USING REGULAR GASOLINE 


RESEARCH 
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RELATIVE IMPORTANCE OF LABORATORY OCTANE NUMBERS -PER CENT 


DuPont helps refiners 
predict road octane numbers 
from laboratory data 


The antiknock quality of a gaso- 
line is ultimately determined by 
its performance in the consumer’s 
car. However, most gasoline anti- 
knock specifications are based on 
laboratory octane tests which of- 
ten do not indicate the true per- 
formance of a fuel in a car on the 
road, 

Work at the Du Pont Petroleum 
Laboratory has shown that the 
road antiknock performance of a 
gasoline can be estimated from a 
combination of the laboratory Re- 
search and Motor octane numbers. 
The correlations were developed 
with the aid of electronic com- 


34 


puters and are available to re- 
finers. Periodic revisions are made 
in the correlations to account for 
changes in engine design and fuel 
composition. 

While the correlation equations 
generally can not be used as a di- 
rect substitute for road octane 
ratings, they do serve as a valuable 


AEG. U5, PAT. OFF 


Better Things for Better Living 
- « « through Chemistry 
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guide to the refiner in blending 
motor fuel stocks to give best road 
antiknock performance at lowest 
cost. 

Why not contact your Du Pont 
Petroleum Chemicals Division 
sales representative for more in- 
formation on this time and money 
saving matter? 


Tetraethyl Lead 


and other 


Petroleum Additives 
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CASH IN BIG ON NEW WESTINGHOUSE 
“AIM FOR PROFITS” DEAL! 


CHANGE TO THE... 
SAFEST 


HEADLIGHTS 
AIMED HERE wee, ~ LIGHTING 


REVOLUTIONARY NEW LEV-L-LITE AIMER WESTINGHOUSE SAFE-T-BEAM™ 
¢ Complete aiming kit includes two aimers, two sets of HEADLAMP ASSORTMENT 
adapters, precision transit to compensate aimers for 
uneven floors! 
Takes care of all 2- and 4-headlamp systems! 
Checks headlamps vertically and horizontally without 
removing headlamp doors! 
Aims beams to accuracy of 4% inch at 25 feet! 
Checks headlamps faster than you can clean car windows! 
Meets S.A.E. requirements ! 


ALL FOR ONLY $43.95... on cost oraimrs ane 


12 Safe-T-Beam Headlamps come in free colorful 
merchandiser that contains five 5040S (6v.), three 
5400S (12v.) and two each 4001 and 4002 (12v.). 
Plus 2 free attention-getting banners that promote 
headlamp sales and aiming service. 


Westinghouse Aimer-Headiamp deal lets you service any car with sealed beams! 

Today’s powerful 4-headlamp systems make headlamp aiming more profitable than ever! And thanks to the big national 
promotion, motorists know it! Cash in on the big push with the aimer that handles all 2- and 4-headlamp systems on 
any car equipped with sealed beams! 


Here’s what you get: Here’s how your AFP-2 Aimer Pack can pay for itself in a hurry: 
Buy the complete AFP-2 Aimer Pack which includes: 1. Sell the 12 new headlamps in the deal $29.60 
$49.45 regular dealer price 2. Aim these 12 headlamps (avg. charge $1.50 per pr.) 9.00 

12 Safe-T-Beam headlamps.... 16.56 regular dealer price 3. Use the aimer only 4 more times 6.00 


$66.01 total regular price $44.60 
But you pay only............ $43.95* 4. Your aimer is now paid for .. . clear profit ahead. 


YOU SAVE x * Includes $10.00 allowance for old aimer. (Prices shown are suggested) 


REMEMBER, only Westinghouse Safe- 
T-Beam headlamps offer glare shielding 


on ail beams. Be sure to specify Ain YOU CAN BE SURE...iF Its \ \ esti nghouse 


Westinghouse on every lamp order. “crmsew™ 
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Be Ahead—Be Modern—Choose an ALL-NEW Tokheim 





MOST ADVANCED 


PUMPS IN THE 


INDUSTRY 


FAR AHEAD IN 


Oil men with an eye on the future and a feel for FEATURES THAT COUNT 


i= =) 
profits are choosing these new Tokheims in Ny 


increasing numbers. Never before has the introduction 
of new Tokheim pumps met with such enthusiastic 
buying response. But there is reason aplenty: bold new 


design, imaginative styling, new long-lived ONLY 48” HIGH and without dial 
lighting, Model 448 is low in cost 


materials, improved performance, low first cost, low and upkeep. Few painted surfaces. 


operation cost, low maintenance cost—lower, we 
believe than any comparable pump anywhere. You be the 
judge. Call your Tokheim representative today 


for a demonstration of these remarkable new dispensers. 
EASY ACCESS. Interior of the 


Write the factory for bulletins. new Tokheims is clean and acces- 
sible; aids installation and service. 


There is no substitute 
for TOKHEIM QUALITY! . 
TOKHEIM CORPORATION NEW METER. Accurate, easy to 


djust. Vital parts stainless steel 
DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT SINCE 1901 page lh aia aaaelies materials. 


FORT WAYNE, INDIANA 
OKHEIM Factory Branch: 475 Ninth Street, San Francisco 3, California 
Subsidiaries: Tokheim N.V., Leiden, Holland; Tokheim (International) A.G., 
GASOLINE PUMPS Lucerne, Switzerland; GenPro Inc., Shelbyville, Indiana 
In Canada: Tokheim-Reeder of Canada, Ltd., 205 Yonge St., Toronto, Ontario 





PUMPING UNIT. Rotary gear type. 
Highest suction. Combined with 
high-capacity Air Eliminator. 
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JOKHEIM 


Dream Pumps for the Jet Age 


VANGUARD MODEL 455 


with fluorescent lighting 
For remote control pumping systems 


INTERCEPTOR MODEL 4486 
without dial lighting 
Single or Twin 


INTERCEPTOR MODEL 452 


with fluorescent lighting 
Single or Twin 





Build like this...anywnhere, anytime at 


modest cost...without delay or red-tape 


Many companies have found a simple way to eliminate the 
costly, time-consuming work required to plan and build the 
facilities they needed in different parts of the country to 
serve the rapidly expanding oil industry. 

First, they standardized building design with Butler build- 
ing components. Then, they turned construction over to the 
nationwide network of Butler Builders. 

By utilizing the Butler Building System they were able to 
enjoy the many advantages this method of construction of- 
fers over traditional building methods. Economically mass- 
produced, pre-engineered Butler components eliminated 
routine engineering, time spent checking specifications 
against local building codes, costly custom-fabrication. 

The Butler Builders’ trained erection crews, working with 
precision-made, pre-punched, die-formed components were 
able to erect and finish building weeks—even months—sooner 

Spacious column-free interiors have superior ventilation, il- than traditional building methods would have permitted. 

lumination and temperature control characteristics. These Get the full story on how the Butler Building System and the Butler 

are just a few of the other advantages the Butler Building Builder organization can help you solve construction program prob- 

System offers. Note convenient mezzanine over offices. lems. Your Butler Builder is listed in the Yellow Pages of your phone 
\ book under “Buildings” or ‘Steel Buildings.’’ Or write direct. 


4 BUTLER MANUFACTURING COMPANY 
Ne, PRODWe™ 7454 East 13th Street, Kansas City 26, Missouri 


Manufacturers of Metal Building ° Equip t for Farmiag, Dry Cleaning, Oil Production and Transportation, Outdoor Advertising e Custom Fabrication 


Sales offices in Los Angeles and Richmond, Calif. * Houston, Tex. * Birmingham, Ala. * Atlanta, Ga. * Kansas City, Mo. * Minneapolis, Minn. ¢ Chicago, III. © Detroit, Mich. 
Cleveland, Ohio « Pittsburgh, Pa. * New York City and Syracuse, N.Y. * Boston, Mass. * Washington, D.C. © Burlington, Ontario, Canada 
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every time your fuel oil truck stops for delivery 
on its way again faster « — 


FAR LESS MAINTENANCE 


Components for an 
Ardmore Hydraulic 
System consist of 
Ardmore hydraulic 
drive motors, control 
valve and reel... 

to be used with your 
product pump and 
meter. Equipment 
such as hose, fittings 
and reservoir tank 
can be obtained 
from your regular 
supplier or from 
Ardmore. You are 
cordially invited to 
write for complete 
Ardmore Hydraulic 
System information, 
If possible, state 
make and model 
of product pump 
you use. 


; 


when you install an \ ardmore HYDRAULIC SYSTEM 


Ardmore Hose Reels 
for all types of 
installations 


Supplied in a complete 


range of sizes in choice of 


hydraulic, hand wind, ex- 
plosion-proof motor, elec- 
tric starter motor and air 
motor drives. Write for 
bulletin. 


and month after month will require 


-~. and cost less overall to operate 


for product pump and hose reel drive 


THESE ARE THE FACTS: 


With an Ardmore Hydraulic 
System 

e@ You'll increase speed of delivery 
as much as 30% for any given 
capacity product pump. 

e@ You'll protect truck engine and 
transmission from overload wear 
. .. Since entire hydraulic system 
operates at zero pressure until 
operating valve is engaged to 
drive product pump or reel. 

e@ Maintenance of the drive sys- 
tem is almost completely elim- 
inated ... since the system has 
nothing to wear and is inherently 
self lubricating. 

e Installation is surprisingly easy, 
since all connections are by hy- 
draulic hose lines instead of rigid 
mechanical components that must 
be exactly planned and fitted. 


e Transfer ‘of the system is easil 
completed from old to new truc 
chassis. 

Ardmore Hydraulic Systems for 
product pump drive are proved 
units . . . proved superior to 
mechanical systems on hundreds 
of installations. They permit use 
of hydraulic reel drive to give 
maximum safety in the handling 
of fuel oils and volatile liquids. 








engineered |t:: 
i 'S\for dependable quality, 
superior performance 


A 





it will be 


ARDMORE PRODUCTS * 1835 Shermer Road * Northbrook, Illinois * Telephone: CRestwood 2-5000 
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Loaded and ready to roll. One of their new Mack 
Diesel tractors heads out from Curran and Burton’s 
modern depot in Providence, R. I., on ihe first leg of its 
delivery route. Curran and Burton have proved that... 







Curran and Burton’s first 2 Mack 
Thermodyne® Diesel tractors, pur- 
chased in 1954, cut operating costs 
compared to gasoline-operated 
trucks. 

This particular saving, plus the 
Macks’ over-all operating econ- 
omy, persuaded Curran and Burton 
to increase the number of Mack 
Diesels in their fuel oil fleet. 

Curran and Burton, Inc., operate 
throughout Rhode Island, eastern 
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CURRAN BunTog 


savings extend 
oil distribution 


Connecticut, and up into southern 
Massachusetts. 

They are one of an increasing 
number of fuel oil distributors who 
have combined Diesel operation 
with larger unit capacity to achieve 
greater over-all economy. 

Whatever your requirements, 
Mack has a model—cab-over- 
engine or conventional—that will 
help reduce your operating costs. 
Your Mack branch or distributor 


will be glad to explain. Get in touch 
today. Mack Trucks, Inc., Plain- 
field, New Jersey. In Canada: Mack 
Trucks of Canada, Ltd. 


MACK 


first name for 


TRUCKS 













Bucksyes O1o* punch 


ends slow, messy fuel oil delivery 


0; This balanced type valve controls fuel flow 
at all pressures—opens effortlessly, closes without 
chatter. Its compact design delivers high capacity 
for faster delivery. The Buckeye No. 9361 valve 
construction eliminates “liquid pockets” after the 
valve has been closed, reducing excessive dripping. 
The No. 9361 is also available with internal check 
valve. Constructed of lightweight aluminum, the 
No. 9361 valve is easy to operate and maintain. 
The entire valve assembly, guard, and inside seal 
is removable without the use of special tools or 
equipment. Available in 144” to 114” sizes. 





(2) The Buckeye No. 8702F swivel, "With ex- 
clusive “O” ring seal and nylon bearings, extends’ 
the service life of fuel oil hose. No more kinks, 
twist, or damaging tensions on hose. The Buckeye 
swivel allows the hose and valve to turn independ- 
ently. Manufactured for 114,” and 114” sizes. 


| 
Complete details are available in the new BUCKEYE IRON & BRASS WORKS, Dept. N 
Buckeye Catalog. For your FREE copy write: Box 883, Dayton, Ohio 


Send me Buckeye’s Free catalog for details on the No. 9361 
3 Valve and the No. 8702F swivel 
a — 


BUCKEYE IRON & BRASS WORKS sateen ——- 
Dayton, Ohio 
Valves and Fittings for The Oil Industry 
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In the fierce heat and rugged terrain of 
Africa, explorer ‘‘Ace’’ Williams proved that 
Super Rayon Cord tires can withstand brutal 
punishment... and still give a real mileage 
bonus. After 19,000 grueling miles in the 
wild, roadless back country, his safari 
vehicles’ Super Rayon Cord tires were still 
good for thousands of extra miles. On the 
highways of America, too, Super Rayon Cord 
tires are daily proving their mileage superi- 
ority. In fact, scientific ‘‘on the road"’ tests 
show they outwear those made with the high 
priced cord by 14 to 26%! Little wonder tire 
dealers from coast to coast confidently 
recommend Super Rayon Cord tires above 
all others, regardless of price! 








for PROVED extra mileage... 


-- ALWAYS RECOMMEND CAREFREE 


SUPER RAYON CORD TIRES 


STRONG! Even smashing 
against granite blocks at 60 
m.p.h. didn't harm tires of 
Super Rayon Cord. Pound for 
pound stronger than steel 


QUIET! Super Rayon Cord 
tires are up to 33% quieter than 
those of the other cord...no 
annoying flat spots to cause 
“morning thump” 


HEAT RESISTANT! Even 
at the temperature where the 
other tire cord melts, Super 
Rayon retains over 50% of its 
original strength. 


All of which means thoroughly satisfied customers and greater.repeat business for you. 


SUPER RAYON TIRE CORD 


Premium Performance plus safe, smooth, quiet ride 


AMERICAN VISCOSE CORPORATION ® 350 Fifth Avenue, New York 1, N. Y. 


NATIONAI 
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PAY DIRT 


“FRAM INSPECT-O-SCOPE 
DOES THE TRICK,” says 


Ted Lach, Indianapolis Texaco 
dealer. ““Now we convince 
them that dirty air filter cart- 
ridges cause poor performance. 
It’s easy to sell them now.” 


“USING THE FRAM INSPECT-O-LIGHT 
AND DISPLAY sales jumped from one cartridge a 


month to over 30. Seeing is believing. Now we don’t 
get an argument,” says Chuck Schlemme, Tulsa Cities 
Service dealer. 


FRAM MAKES IT EASY for your dealers to rack up big sales and _ For full information, 


i 5 Wi , » fastes Sete theme te thn phemeanen Md write FRAM CORPORATION, 
earn high profits with one of the fastest growing items in the accessory field. Bio Vidence 16, Rhode Island 


The two inexpensive FRAM selling tools, pictured above, show cus- 


tomers quickly when filters are clogged and need replacing. 1. The FRAM 
Inspect-O-Scope* is a portable unit that is used to test a filter right at 
the car. 2. The FRAM Inspect-O-Light and Display* is both an attractive 


sales display and night light and also an effective cartridge tester. OIL+ AIR * FUEL* WATER 


FRAM’S continuing leadership in quality products and in profitable 
merchandising can work for your dealers. 


*Pat. Pending 
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SAFE-]-MATIC NOZZLE 


gives you NEW exclusive protective features 





— 


Protects the pump, the line, the customer’s car by exclusive shock eliminator. 
Fills tank, shuts off automatically—leaves attendant free to perform other services. 


Fully automatic 

Guaranteed to operate perfectly in 
every normal position. Automatic 
shut-off prevents gas flow unless spout 
is properly engaged in tank. 


Maximum volume of flow 

You have three volume controls: First 
notch delivers 4 to 6 G.P.M.; second 
notch, 7 to 9 G.P.M.; third notch de- 
livers approximately the capacity 
of the pump. 


Eliminates Pump Damage 

The pump won't be damaged if the 
car should roll or be driven away when 
the nozzle is in the tank filler. The 
McDonald Safe-T-Matic spout slips 
off or breaks at a pull of less than 
100 Ibs. 


Eliminates damage to car finish 
The streamlined body of McDonald’s 
Safe-T-Matic Hose Nozzle will not 
scratch the customer’s car. No rubber 
guard is required. 


OTHER ADVANTAGES OF THE SAFE-T-MATIC 


No field service required 

Each working assembly is replaced as 
a complete unit. Permanent packing 
guarantees against leaking throughout 
the life of the nozzle. Valves never 
require oil. 


Strong yet light 

McDonald’s Safe-T-Matic is sand cast 
and made of ALMAG 35, a new high- 
tensile aluminum alloy that’s as strong 
as bronze yet two thirds lighter. 


The new automatic McDonald Safe- 
T-Matic Hose Nozzle is normally fur- 
nished in 34-inch size; l-inch size also 
available. 





See the new 
McDonald Safe-T-Matic 
Hose Nozzle and other oil 
equipment in Booth No. 19, 
National Association Oil 
Equipment Jobbers Convention, 
October 15, 16, 17, 
Dallas, Texas 





Write today for complete 
specifications and prices. 











=) AY. MCDONALD MFG. CO. ousuaue sows 


Oil Equipment «+ 


Pumps ° 


Brass Goods «+ Drains 


NATIONAL 
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TEXACO x is 


proved the finest anti-freeze 


...another top-performing Texaco product! 


HERE’S WHY! Texaco PT Anti-Freeze is one 
more example of the fact that Texaco provides its 


Dealers with top-quality products. 


Texaco scientists developed and tested more than 
a thousand formulas before they were satisfied 
that PT is beyond doubt the finest anti-freeze sold. 
They proved that PT is the only anti-freeze that 
best protects all the different metals and rubber in 
cooling systems. 


Texaco backs up its Dealers with powerful, con 
tinuous advertising and promotion of its products 
national magazines, 
billboards, 


and Texaco Dealer services 
newspapers, TV and radio, 
displays. 


station 


It all adds up to this — Texaco Dealers keep a big 
edge over competition, and Texaco is a good com- 
pany to trade with. Ask any of the 43,000 Texaco 


Dealers throughout the U. S. A. and Canada. 


A SOLID FUTURE is one of the advantages of 
being a Texaco Distributor or Dealer. Proof: 683 
of our Distributors have been with us for 20 years Ill.; 
or more. Tex.; Indi 
Minneapoli 
N. Y 


Mass. ; 


or more; 20,096 Texaco Dealers 10 years 
There may be an opportunity for you. Get in 


touch with the nearest Texaco Division Office. York 17, 
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DIVISION OFFICES: 
Buffalo 5, 
Dallas 2, Tex 
anapoli 
}, Minn.; 
- Norfolk 2, Va.; § 


N. Y.; Butte, 
- Denver 3, Colo 


@ SAFE-T CHECKS 
@ SAFE-T CHECKS 
@ SAFE-T CHECKS 
@ SAFE-T CHECKS 
@ SAFE-T CHECKS 
@ SAFE-T CHECKS 
@ SAFE-T CHECKS 
@ SAFE-T CHECKS 


, Ind.; Los Ange 
New Orlean 


Now in this 


brand new package! 
- 


AGAINST FREEZE-UPS 
AGAINST BOIL-AWAY 
AGAINST EVAPORATION 
AGAINST FOAM 
AGAINST CORROSION 
AGAINST HOSE-ROT 
AGAINST RUST 
AGAINST DEPOSITS 


Atlanta, Ga.; Bost 
Mont.; Chicago 





THE PROFIT POINT) 











More than Forty Years of Leadership in Petroleum Refining 


NATIONAL PETROLEUM NEWS * October, 1958 





... In your plant 


A small Petrochemical unit can pay off in a big way. . 
and with a surprisingly modest investment. 


As every refiner knows, petroleum raw materials and refinery by-products yield 
valuable chemicals—a wide variety of petrochemicals for which there is a steadily 
growing demand. 


With a relatively modest addition to existing facilities it is possible to effect a 
substantial increase in the dollar value of your products. Many refiners are doing 
just that—while at the same time upgrading their regular run of conventional 
petroleum products. 


Find out more about the possibilities for your plant. Out of a broad fund of practical 
experience the UOP Petrochemical Process Department can bring you invaluable 
aid. In addition to furnishing detailed information on petrochemicals, they under- 
take special process and marketing studies which show you how to get into petro- 
chemicals with maximum profit potential at minimum risk. Write today! 


soot 
N 


* 














Technology IOP UNIVERSAL OIL PRODUCTS COMPANY 


30 Algonquin Road, Des Plaines, Illinois, U.S. A. 


® 
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New & SUBURBAN 
“built-in spotlight 











AS TCR I 
in spite of the other Car’s lights! 


BRACE YOURSELF! Here comes another who hasa'e dimmed hy NOW YOU CAN SEE ;,, sp 
He's 175 feet away Your vision of you de of the ro yh 


ite of the other car's highes — 
Riare, Then afte 


better than ever before 

, Decause you have new G-E St IBURBAN Headlamps. The “buite mM spotlight’ 

U pass, t Cakes precious seconde mur eVES tO rex t eect in the low beam projects more light along the night shoulder, helps keep 

the reduced light, and you still can't see the 1 aly ves om your side of the saad. Now you can spot that fallen box at ch 
lark 00- foot matk—which you couldn't see with your old headlamps! 


New G-E SUBURBAN Headlamps 
have a “built-in Spotlight” 
...1n the low beam! 


§ 


Peam as these new General 
Electric SUBURBAN Headlamps. And you need 
more light in the 


your ¢ 
theatre on a ¢ nay day 


No other 2-1 


Mach liebe om the lo, 


veadlamy Dudt-in spothghe eect 
vWhere yu 


puts more hight 
y need i tO make passing easier and 
safer, Helps you recover your vision more 
tow beam when meetin quickly when the other cat has passed 
oncoming car even if 


Have a pair of G-E SUBURBAN Hear 
installed and auned by you 


Mote and 


the othe alrive fim 
his lights and has thes 

\ 1) w General Fle 

Mograph: NS new eth ' 

Ye the « 1S optiwally 

Wbeot a fut Special tow-beom filament shield fets you 

@ within « ee better in foy, rain oF sno 

dered 5 o4+ Progress /s Qur Most /mportant Product s rin fog, rai w 

Mh 11» 

the seer 


Upper beam roux ves far ond wide for 
safer driving on Open road 
wie GENERAL @@ ELECTRIC 


flamps 
i ammed properly ur dealer Rarayeorsery 
ict station today! General Bi 
mives a Lamp Depr. L- 108, Nela Park, Cleveland 12.0 


Ow Deam hlament 


ectric Co, Miniature 
(eniered "he on 


r, 1958 
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HEADLAMPS with 
in the low beam! 


YOUR DEALERS’ CUSTOMERS WILL SEE BETTER 
AGAINST ONCOMING HEADLIGHTS! 


The “built-in spotlight” effect in the low beam projects much 
more light farther down the right side of the road. This 
helps the driver see through the light from oncoming head- 
lamps even though they may be aimed too high, or the other 
driver fails to dim. No present 2-headlamp system can give as 
much light in the low beam as new G-E SUBURBAN Headlamps! 


Nine out of ten customers need pairs of G-E SUBURBAN 
Headlamps for safer, easier, more comfortable seeing. 


Have a set installed on your own car and see for yourself 
the great difference they make. Encourage your dealers to 
do the same. After they've sold themselves on General 
Electric SUBURBAN Headlamps, selling customers will be 
easy. Be ready to take advantage of General Electric’s big 
Fall advertising campaign ... for extra sales and profits! 


New Lamps Available—4 in a Standard Package 
Dealers can now order new G-E SUBURBAN Headlamps in 
new colorful packages . . . four in a carton. They'll need a 
minimum of four 6-volt and four 12-volt lamps to get 


Here’s the opening gun of the biggest headlamp 
campaign in G-E history. Full page ads will run 
in October, November and December issues of 
SATURDAY EVENING POST, LOOK, SPORTS 
ILLUSTRATED, POPULAR MECHANICS, HOLI- 
DAY, MECHANIX ILLUSTRATED, PROGRES- 
SIVE FARMER and SUCCESSFUL FARMING. 
More than 166,000,000 people will read these maga- 
zines carrying G-E SUBURBAN Headlamp ads during 
this intensive campaign. Your best customers are sure 
to be among them. 


GE #6006-6 volt 
GE #6012-12 volt 


started. Each carton of four 6-volt lamps contains an eye 
catching 32” x 21” streamer. On the reverse side are all the 
selling facts and technical information they'll need to sell 
pairs of G-E SUBURBAN Headlamps. Tell your dealers 
order lamps today . . . and be ready to sell tomorrow 
General Electric Co., Miniature Lamp Dept., Nela Park 


Cleveland 12, Ohio. 


Progress /s Our Most Important Product 


GENERAL GQ ELECTRIC 
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Functionally styled . . . clean, uncluttered lines to compliment 


today’s station architecture. 


Visibility-engineered eye-level dial related to driver’s 


position in today’s lower automobiles. 


Bowser-built 


to assure dependability for longer, 


maintenance-free operation 


MARKETING DIVISION, FORT WAYNE, INDIANA 


CONSULT YOUR TELEPHONE DIRECTORY 


NATIONAI 


SALES AND 
SERVICE OFFICES 
Albany 
Atlanta 
Boston 
Buffalo 
Chicago 
Cleveland 
Dallas 
Detroit 

Fort Wayne 
Houston 
Kansas City 
los Angeles 
Milwaukee 
Minneapolis 
New Orleans 
New York 
Philadelphia 
Pittsburgh 

St. Louis 

San Francisco 
Seattle 

Tulsa 
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insures 
longer life 
for this 
0S&D hose 


A unique feature—the result of 
Gates specialized research — adds still 
more service to the already long life 
of Gates O S & D hose. 

This feature is Gates “Permeation 
Barrier"—a layer of special compound 
between the tube and the other rubber 
and fabric layers of the hose. 

As users well know —the key to long 
hose life is maximum adhesion between 
one component of the hose and the next. 

Permeation Barrier protects this in- 
ternal adhesion by reducing the damaging 
penetration of oil hydrocarbon molecules. 

That means more hours of actual 
service life...considerably fewer replace- 
ments...substantially lower hose costs. 


The Gates Rubber Company, Denver, Colorado 





“Permeation Barrier” 
protects these quality features 


COVERS are made of tough, resilient rub- 
ber stock which resists damage by aging, 
abrasion, weather and oil. 

TUBES are specially compounded to han- 
dle petroleum products without softening 
or swelling. 

REINFORCEMENT of spiral wound steel wire 
provides maximum strength and flexibility 
to the body of the hose. 

CARCASS of high tensile fabrics in multiple 
plies is engineered for full rated suction 
and discharge pressures. 

BUILT-IN FITTINGS are all static-bonded to 
discharge electricity before a dangerous 
charge can be built up. 





TPA 346 


sires 











. 





The Mark of SF, r Specialized Research — 


October, 1958 + NATIONAL PETROLEUM NEWS 














ROCKWELL oo and all 


ROTOCVCLE | 
METERS -— 


with New Crank Control things that 


The rotor in these meters is now controlled by a simple 
coordinated linkage. The new design does not alter the 
proven “‘floward”’ operating principle. It does enhance 
performance by providing the advantages of increased 
capacity, fewer parts, permanent timing and quiet oper- 
ation. These rotors are interchangeable with rotors in 
earlier model Rotocycle meters, 


No. 400 Rotocycle 

Shown with printing register. 
All other registers available. 
Made In cast iron or cast steel. 
Normal capacity range 80- 
400 gpm. 


No. 600 Rotocycle 


Shown with large reset regis- 
ter. All other registers avail- ‘ 
able. Made in cast iron or cast ee De, a 

steel. Normal capacity range >, Tee su | AIR ELIMINATORS 
120-600 gpm. \ Cy 





Rockwell air eliminators are engineered 
to remove all entrapped gases in the 
liquid before they reach the meter and 
adversely affect accuracy. In-line con- 
nections simplify installation. Unit 
assembly of all working parts eases 
routine maintenance. 


No. 1000 Rotocycle 

Shown with non-reset register. 
All other registers available. 
? Made in cast iron or cast steel. 
Normal capacity range 200- 


eta ROCKWELL 


PITTSBURGH 8, PA. Atlanta Boston Charlotte 
Chicago Dallas Denver Houston Los Angeles 
Midland, Tex. New Orleans New York 
N. Kansas City Philadelphia , Pittsburgh 
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these Rockwell Accessories 





your metering more profitable 


make your meters go—that improve measurement 


STRAINERS 


ANGLE STRAINER 


Both types of strainers prevent for- 
eign matter in liquid from damaging 
the meter. Both have large effective 
screening area and the economy of 
re-usable O-ring cover gaskets. 


Angle adaptors are used for ease of 
reading when meters are installed 
below ground, such as in airport pits. 


MANUFACTURING CO. 


San Francisco Seattle Shreveport Tulsa 


In Canada: Rockwell Manufacturing Company 
of Canada, Ltd., Poronto, Ontario 


October, 1958 * NATIONAL 


RATE LIMIT VALVES 


y 


~ 


ee 


These valves are designed for use at 
meter outlets to control maximum flow 
rates and thus prevent over-speeding. 
They also have utility in providing 
equal distribution of liquid through a 
line of meters. 


REGISTER 


EXTENSIONS 


Register extensions 
permit installing me- 
ters under the load- 
ing rack platform or 
underground. 





SWIVEL ADAPTORS 

ied (Not Illustrated ) 
These adaptors permit the meter reg- 
ister to be rotated through a 360° turn 
for easy reading from any angle. 


REMOTE REGISTRATION 
SYSTEMS 


RECEIVER 


This remote registration system 
permits centralized control over 
all metering operations. It trans- 
mits meter registration from a 
remote location, such as on a 
loading rack, directly to a receiv- 
ing register of the printing type 
by synchronous electrical impulse. 
The transmitter is mounted atop 
the meter at the point of measure- 
ment. Its matching receiver is 
mounted in a central control office. 


AUTOMATIC QUANTITY CONTROL VALVES 


PETROLEUM NEWS 


Multistage type, for smooth non- 
shock shut-off of predetermined 
volumes of liquid. An invaluable 
aid when topping off loads or 
processing with liquids. 





Report No. 4 on trends in service station lighting 


BEFORE 


Modernizing with dramatic new 
lights boosts gas and TBA sales 


A modern, well-lit service station attracts more custom- 
ers — helps increase sales of gasoline, oil, tires, batteries 
and accessories. These photographs illustrate how light- 
ing can be used dramatically in modernizing an older 
station, making it more attractive and inviting. 

The gracefully styled Revere Island Lighters used 
here give a pleasing, uncluttered look to this station. 
They provide high level, uniform lighting that attracts 
customers and makes it easy for attendants to service 


AFTER 


il 


their cars. Attendants can see under the hood without 
flashlights to check oil, battery, fan belts, water 
hoses, and other items, increasing the opportunity 
for accessory sales, 

Revere makes a complete line of outdoor lighting 
equipment for service stations. Modernizing with 
Revere lighting improves your competitive position 
makes your station more attractive and inviting and 
results in increased gallonage and TBA sales. 
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Revere service station components... 



































No. 462-114 Octagonal No. 462-214 Octagonal 
Tapered Rigid Pole Tapered Rigid Pole 


- 


No. 9700 Series Fluorescent 
island Lighter 


Octagonal pole equipped 
with bracket for mounting 
two Island Lighters 








No. 462-314 Octagonal 
Tapered Rigid Pole 


Revere Island Lighters use VHO or SHO 
fluorescent lamps to provide high intensity 
lighting for easy under-the-hood servicing of 
automobiles. Upswept design spreads light 
beyond islands to light the service area uni- _ 
formly, and gives the installation a dramatic, 
modern look. Anodized aluminum construc- 
tion assures utmost protection and lasting 
beauty. Transformers operate cooler and last 
longer because they are housed separately 
from the lamps, allowing free air circulation. 
Revere Island Lighters are available in 6 or 
8-foot lengths. 


Write for Revere’s Outdoor Lighting Equipment catalog 


OUTDOOR LIGHTING 


Revere Electric Mtg. Co. © 7420 Lehigh Ave. e Chicago 48, Ill. ¢« SPring 4-1200 
Available in Canada thru Curtis Lighting, Ltd., Leaside, Toronto, Ontario 


Octagonal pole equipped with 
bracket for mounting single 
Island Lighter, 14 feet in 
height. Has cast steel base 
1114 inches square, with 11% Octagonal pole equipped 
inch slotted holes which allow with arms for mounting three 
an 8-inch to 11-inch bolt circle Island Lighters 
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NEW! A lube oil additive 
gasoline engines — 






































New concept! 
Oronite “60” Series 
Additives 





for modern, high-power 
specifically designed for 
“stop and start” driving! 


As auto makers continually develop more critical, more 
powerful engines—as “stop and start” motoring becomes 
more a part of everyday driving—good performance from 
lubricating oils becomes an increasing problem. Foreseeing 
this trend, Oronite, with five years of research, thousands 
of laboratory tests, millions of miles of road operation, is 
proud to announce the FIRST lube oil additive designed to 
meet the more precise requirements of modern-day gasoline 
engines—and the engines of the future. 


Revolutionary new Oronite “60” Series additives are actu- 
ally a new approach to compounding motor oils. The mod- 
ern car engine is engineered to pour in fuel at high horse- 
power levels. Fuel is not completely burned at low “stop 
and go” driving temperatures causing gums and sludge to 





form. Present day compounded motor oils do not disperse 
these harmful foreign deposits as effectively as is now pos- 
sible. New Oronite “60” Series additives incorporate an 
ashless detergent component that virtually eliminates oil 
ring clogging, reduces cylinder and ring wear to a very 
minimum. The result is a marked improvement in engine 


life and service under all types of operating conditions. 


Oronite “60” Series additives can provide you an important 
“first” in marketing a superior compounded motor oil for 
the present and future—in compounding single, dual or 
multi-graded oils of outstanding performance. 


Get the complete story on Oronite “60” Series additives. 
Contact the Oronite office nearest you or write for technical 
bulletin giving complete proof of “60” Series’ capabilities. 


Send for technical bulletin Oronite 60 Series additives 


ORONITE CHEMICAL COMPANY 


A SUBSIDIARY OF CALIFORNIA CHEMICAL COMPANY 

EXECUTIVE OFFICES « 200 Bush Street, San Francisco 20, California 

SALES OFFICES « New York, Boston, Wilmington, Chicago, Cincinnati, Cleveland, Houston 
Tulsa, Los Angeles, San Francisco, Seattie 

EUROPEAN OFFICE « 36, Avenue William-Favre, Geneva, Switzerland 
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They May Look Alike... but they’re 














Replacement Ring-Gear Replacement Ring-Gear 
Made by Eaton—Axle Division Not Made by Eaton 


Only Genuine Eaton Axle Service Parts are Identical 
to the Original Production Components 





Even Eaton Axle parts may wear out and require MORE THAN TWO MILLION 
replacement. When this happens it is important that 


repairs be made with Genuine Eaton Axle Service 
Parts. They are identical to the original production 
components in design, metallurgy, heat treatment, 
and quality of finish—made to run together with the 
other axle parts. Eaton replacement parts are held 
to the rigid quality standards established for axle 
components and will deliver the same dependable, 
low-cost kind of service. So when, after thousands 
of miles of trouble-free operation, it may become 
necessary to replace worn parts in an Eaton Axle, 


it’s most economical to make these replacements 
with Genuine Eaton Axle Service Parts. IN TRUCKS TODAY 


AXLE DIVISION 
E ATOR oocccctenne Commans 
CLEVELAND, OHIO 








@) PRODUCTS: Engine Valves « Tappets « Hydraulic Valve Lifters « Valve Seat Inserts « Jet Engine Parts *« Hydraulic Pumps 
Motor Truck Axles » Permanent Mold Gray Iron Castings » Forgings * Heater-Defroster Units « Automotive Air Conditioners 
Fastening Devices « Cold Drawn Steel « Stampings « Gears « Leaf and Coil Springs « Dynamatic Drives, Brakes, Dynamometers 
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. 


since Marlow introduced the gear-increaser, Selfpriming, 
centrifugal truck pump to the Petroleum Industry in March, 1949. 


Choice of 2 horizontal or 2 vertical 2 
ports for both suction and discharge 
simplifies piping and installation 


No check valves in pump 

suction reduces moving Be 7 ' 

parts and maintenance i Be tim. Long-life, self-lubricating, self 

problems to a minimum , \4 adjusting ‘‘Remite’’ mechani- 
cal shaft seal eliminates leaks 
and dripping oil 


Removable cover plate 5 4 1 Heavy-duty gear box with 
provides easy access to “f | helical-cut gears running in a 
pump casing for inspec- " 4 4 bath of oil reduces noise to 
tion without disturbing ’ é 4 a whisper 

pipe connections i ‘ 


Gear box may be changed in field 
from standard 6 o'clock position 
to either 3 o'clock or 9 o'clock 
to facilitate alignment with PTO 


Rugged close-grained, cast-iron con shaft during installation 


struction means long life under the 
most difficult conditions 


Standard mounting fits 5/2" to 

6” saddie without the use of Rugged ball bearing construc 

adaptors or ‘‘trick mounts.”’ tion provides for long, trouble 
free pumping life 


Only Marlow offers you all these features... PLUS — 





1 Low initial cost for this type of pump. throughout the enti 


re life of the unit PUMPS 


2 Capacity range from 20 to 75 G.P.M 4 Patented diffuser-priming system per 


Pump has ability to handle deliveries mits the pump to reprime itself auto 


just as fast as companion equipment will matically DIVISION OF 


permit. Input speed is 500 to 700 R.P.M ee eee —" BELL g COSSETT C0 


ae No metal-to-metal contact within the »/16"... height 127 ... width 10! 
pump itself eliminates wear and makes ... make mounting easy. Input shaft di Midland Park, N. J 


possible peak operating efficiency mension 114”, Morton Grove, Illinois * Longview, Texas 
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PLYMOUTH 


reasons why its 
essential for every gasoline 
retailer to stock and sell... 


All five Chrysler Corporation cars use Auto-Lite Resistor Spark 


Plugs with Power Tip as original equipment. These plugs should be 





replaced with identical plugs if top performance is expected! 





Power Tip was specially designed to meet the 
extreme demands of higher-horsepower, higher- 
compression engines in Chrysler Corporation 
cars. The Resistor built into these plugs is 
an important part of the ignition circuit. 
Auto-Lite Resistor Spark Plugs with Power 
Tip provide maximum power and long plug 
life, suppress radio interference, and keep these 
engines “fired up” at all speeds! 


Only 7 Power Tip numbers cover nearly all 
overhead-valve V-8 engines (and most 6-cylin- 
der overhead-valve engines ) in all these cars: 
Buick, Cadillac, Chevrolet, Chrysler, De Soto, 
Dodge, Edsel, Ford, Hudson, Nash, Imperial, 
Lincoln, Mercury, Oldsmobile, Studebaker, 
Packard, Plymouth, Pontiac, Rambler. 


THE ELECTRIC AUTO-LITE COMPANY e@ TOLEDO 1, OHIO 


AUTO-LITE MAKES A COMPLETE LINE OF SPARK PLUGS INCLUDING STANDARD, 
RESISTOR, MARINE AND SMALL-ENGINE, AIRCRAFT, DIESEL-STARTING AND TRANSPORT. 





DE SOTO CHRYSLER IMPERIAL 


TO-LITE 


RESISTOR SPARK PLUGS WITH 


POWER TIP 


EVERY DAY MORE DEALERS ARE INSTALLING 
POWER TIP TO BE SURE OF SATISFIED CUSTOMERS 


Smart dealers know they can depend on Auto-Lite Spark Plugs 
with Power Tip to protect their most valuable asset .. . customer 
satisfaction. That’s because Power Tip “fires up’”’ today’s over- 
head-valve engines at all speeds. 

Many dealers are standardizing on Power Tip for all overhead- 
valve engines because it takes the “guesswork” out of spark 
plug selection. Install Auto-Lite Spark Plugs with Power Tip 
and be sure of completely satisfying your customers. 

Ask for the new, simplified wail chart that shows the one 
Power Tip number that's best for each of America's 19 makes 
of passenger Cars. 

















NOW 
PETELCO 


Brings You the Big 


a 
* 





Designed Exclusively 
as a V-lite 


Nine foot pole shown with V-2 mounted 
parallel to island. Angle of the V-2 is 25 


Twelve foot pole with V-2 mounted at 
15 angle 


Af 


_ is 
aaa c 



















PERIMETER LIGHTING 


AT ITS VERY BEST WITH THE NEW 


PETELCO V-1 


This new light is designed to provide even, high intensity lighting with an 
unusual circular light pattern. Because this new Petelco V-1 lite has been designed 


for area and perimeter lighting, the unit itself is thinner, stronger and adds a grace- 
ful beauty to any station — both day and nighttime. 


THERE ARE PETELCO V-1’s TO FIT EVERY REQUIREMENT 
Petelco V-1 units are made in 6 or 8 foot sections with 2, 3 or 4 Power Groove, 
VHO, SHO, or HO lamps. Poles of 16’ and 18’ are available. Standard mounting 
angle is 15° — 714° and 25° angles available. Construction, finish and all mechanical 
specifications are identical to V-2 luminaries described on opposite page. 





cl 


ne, 


ETELCO ... 


2700 Roosevelt Road, Broadview, Illinois 








Losing bets 
are winning 


business 
for Ray Reville 


Ray Reville’s offer: A free oil change if he forgets to 


check the oil. Customers try to catch him—and spend money. 


Rey used a time-tested promotion idea—a free oil 
change if he forgets to check the oil. And now, 
months later, it’s still bringing in business. 

He figured this would do a three-way job: Bring 
in the customers—insure better service—and, of 
course, sell more motor oil. 

On the first day, customers flocked in. Hoods 
were flying up all over the lot. Ray and his men 


64 


/ 


know their business—and they made sure to get 
under the hood of every car serviced. The 9-man 
crew ended the afternoon with a perfect score. So 
far so good. 


Came the evening rush. And the boss himself 
pulled the boner . . . but a profitable one. The lucky 
customer? A traveling salesman who makes dozens 
of calls in the Maple Heights, Ohio, neighborhood 
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each week. His gleeful recounting turned out to be the best 
publicity Ray could ask for. Many customers made a 
mental note to return soon. Said one: “‘T’ll try you guys 
again next week. You can’t win ’em all!” 


Maybe not. But win or lose, every,time Ray “bets his 
business” —it pays off to the tune of additional customers. 
And it’s a tough job catching Ray short in any phase of the 
service station business. 
Ray attended training sessions at the Shell Advanced 
Retail Training Center. Here he laid the groundwork for 
the opening of Ray’s Shell Service—back in May, 1955. And A Shull Mecdaialtiing Wamieuite 
it was a grand opening—backed by plenty of Shell sales and tive and Ray review sales objectives 
engineering know-how. for the next month. 
Ray thinks so much of the Shell Training Program that 
he makes sure one or more of his 9-man crew covers every 
training session in the area. He doesn’t want to miss any 
new sales and merchandising tips. 


One of the tips picked up is the list of Shellubrication 
instructions pasted on every clipboard. This list includes 
such reminders as: “‘Guide the customer onto the lift (make 
it easy for him to feel he’s a good driver) . .. Use fender covers 
to keep both you and the car clean . . . Oil all door hinges 
—and tell customer you’ve given him that extra service.” 
The combination of fine service and thorough Shellubrica- 
tion accounts for Ray’s 250 Shellubrication regulars. 

Today Ray’s station averages about 40,000 gallons of 
gasoline a month—and TBA sales have risen to $1,885.00 a 
month. This has been built up in the face of vigorous sur- 
rounding competition. 

The service program mapped out with the help of Shell 
salesmen and the Shell merchandising aids help Ray boost 
profits higher than ever. Ray does what he calls “house- 
work”’—house-to-house solicitation for new customers. He 
also gains good will by cleaning the windshields of cars 
parked in the nearby shopping center. A note calling the 
driver’s attention to this courtesy invites him to get more of 
the same special treatment at Ray’s Shell Service. 

Ray Reville now runs a big and profitable business 
servicing cars from 6 AM to 11 PM every day. As Ray 
points out, the sure bet in his business is Shel/—the Shell 
products and the Shell training programs take out so much 
of the gamble. 





Reville and one of his men map out 


their house-to-house campaign. 


Lots of this at Ray’s. His offer makes 
customers motor-oil-minded when 
they drive in. 


It pays to be a Shell Dealer 


—and your nearest Shell office will be glad to show you why. 
Ask for the District Manager. 
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/ AGAINST LEAKAG 
{SUBSTITUTION °r DILUTIO: 


QUALITY AND _ 
QUANTITY 


The Great Seal of Industry 


AMERICAN FLANGE & MANUFACTURING CO. INC., 30 ROCKEFELLER PLAZA, NEW YORK 20, N. Y. 
CHICAGO, ILL. - LINDEN, N. J. + NILES, OHIO 


Tri-Sure Products Limited, St. Catharines, Ontario, Canada 
Tri-Sure S/A Industria e Comércio, Sao Bernardo Do Campo, Estado de Sao Paulo, Brazil 
American Flange & Manufacturing Co. Inc., Villawood, N. S. W., Australia 
Compafiia Mexicana Tri-Sure S. A., Naucalpan, E. de Mexico, Mexico 
B. Van Leer N. V., Stadhouderskade 6, Amsterdam, Holland 
Van Leer Industries, Ltd., Seymour House, 17 Waterloo Place, Pall Mall S. W. 1, London, England 
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Ahead oft the News 


IN WASHINGTON 





More Federal ‘Gas’ Tax?—A decision is expected in 
the next few weeks on whether the administration will 
seek higher federal gasoline taxes. Budget director 
Maurice H. Stans is looking for an extra $1-billion a 
year to pump into a special trust fund earmarked for 
the interstate highway program, now running over 
budget because of rising costs. The administration is 
considering a tax boost to 4¢-5¢ a gal. from the cur- 
rent 3¢. 
@ 

Imports Headwinds—The administration is running 
into opposition to its new oil imports proposal based 
on refinery runs. Some opponents say established im- 
porters with big overseas investments should get a 
larger share of allocations. The proposed plan would 
limit all imports of crude and unfinished oils east of 
the Rockies to 826,300 b/d. Tentative starting date is 
Jan. 1. 


a 
‘Price-Fix’ Ruling—A ruling on the FTC charge of 
price fixing and discrimination by Pure Oil may be 
handed down the end of this month. Hearing examiner 
Robert L. Piper concluded arguments early last month, 
but has three other cases ahead. Pure is accused of 
working out an agreement with some of its dealers in 
Alabama to peg gasoline prices 1¢ above private brand 
postings. 
= 

Billboard Ban Announcement — The Department of 
Commerce will soon announce its decision on a pro- 
posed set of standards regulating billboards along the 
federal highway system. Deadline for filing briefs was 
September 26. The standards have been vigorously 
opposed by outdoor advertising circles as “prohibitory 
and not regulatory.” Ad men point out, however, that 
even if the standards are adopted without change, it 
will take at least 13 years—the time required to finish 
new roads—for them to take full effect. 


AROUND THE COUNTRY 





Dealer Turnover—The smaller the station volume, the 
greater the dealer turnover, says a study by API market- 
ing division’s service station advisory committee. In 
the first six months of 1958, dealer turnover rate 
(based on 84,317 lessee stations) was 20% at outlets 
selling less than 100,000 gal. a year, 12% at stations 
selling 100,000 to 200,000 gal., and less than 7% at 
those selling more than 200,000 gal. Other findings: 

e Turnover at no-bay and one-bay stations was 
lower than at multi-bay stations. 

e More than half the turnover was among dealers 
who had operated less than one year at station where 
the termination occurred. 

e More than half the turnover was among dealers 
who had less than one year’s experience. 
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Fourth Quarter Demand Forecast—A sharp upturn in 
demand for all types of oil products the last three 
months of this year is forecast by the Bureau of Mines. 
Estimated demand will average 9,595,000 b/d, almost 
5% higher than year-earlier period, says the bureau. 
This is based on expectation of an industrial upturn 
and colder weather. 
« 


Inflation: How Much of a Threat?—The 85th Congress 
set up a clear pattern of higher federal spending (and 
continued high taxes) for several years to come. This 
will mean some creeping inflation, says the McGraw- 
Hill economics department, but nothing rampant, since 
prices are expected to remain within bounds. Reasons: 
ample supplies, strong competition, price-conscious 
buyers. 
+ 


Warning: Credit Card Snafu—-The U.S. government’s 
new plastic credit card may not fit your imprinters. 
Richfield of California reports that the new 3'2"x2” 
card, issued by GSA for use by motor pool vehicles, 
is too large for Richfield imprinters; it can be used, 
but care must be taken not to break the card or smudge 
the imprint. GSA issued the card to reduce the number 
of cards motor pool drivers must carry. Government 
officials say they hadn’t heard of difficulties, and that 
oil companies were consulted in an effort to produce 
a standard size to fit all imprinters. Suggestion: check 
the new card in your imprinters; if it’s too large, con- 
sult with GSA on ways to handle the problem. 
es 


Margin Elimination—Look for the traditional system 
of jobber margins to be replaced by a new concept. 
“Tailored pricing” will replace margins eventually, 
says J. G. (Doc) Jordan, Shell marketing vice presi- 
dent. Blaming chronic price disturbances on protected 
margins, Jordan urges that studies be made with the 
object of adapting pricing to class of trade and type of 
service on the basis of new methods and cost of distri- 
bution. 
a 


Showdown at Chicago—Field reports indicate that job- 
bers going to the National Oil Jobbers Council meeting 
are more incensed than ever over the turmoil in com- 
mercial consumer business. Even some of the so-called 
“conservative” jobbers are said to be so disturbed they 
favor punitive action against supplying companies. The 
tone of the Chicago meeting in November reportedly 
will be set in major reports by president Miles M. 
Mills and general counsel Otis H. Ellis. Then it’ll be 
up to the committeemen, presumably the economic 
concentration committee, to formulate a course of 
action. This is expected to center on the advisability 
of requesting Congressional intervention. 


More Ahead of the News 


67 





Ahead of the News 


Change in NCPR?—There’s talk that a change in the 
high command of the National Congress of Petroleum 
Retailers is being contemplated. Reported object: to 
overcome the deep antagonism felt by some top major 
oil company marketing officials. Cash Hawley, long- 
time NCPR president who has aroused bitter reaction 
among some majors, may make this his last term, 
according to speculation. A prospective successor is 
said to be Houston dealer H. C. (Cheedy) Parrish, 
NCPR first vice president. 





Anti-Bypass Move—Local ordinances restricting big 
underground storage may crop up in some Southwestern 
cities. Small agents are backing such restrictions to 
forestall being bypassed by direct deliveries, says a 
supplier in the area. 


Simpler Tuneup Training—Shell Oil Co. is working 
out a simplified tuneup training program, built around 
the oscilloscope (NPN—Nov °57, p92). Ignition parts 
suppliers are cooperating in developing material. A 
trial step is underway in Detroit—a tuneup workshop 
jointly sponsored by United Motors Service and Shell. 
Shell’s aim is a nationwide course in tuneup, easy 
enough for dealers to grasp quickly. Shell is a prime 
mover in the revival of interest in tuneup at stations. 


New Indiana Jobber Program—Look for a strong 
10-point “action program” to be adopted at Indiana 
Independent Petroleum Assn.’s annual convention this 
month. Some members make no bones about their 
belief that National Oil Jobbers Council has been 
“shadow boxing” with basic jobber problems. They 
say NOJC is not active enough, and feel private 
branders are not.getting sufficient representation. A 
proposal to drop out of NOJC was tabled at a recent 
board of directéf§ meeting. Association spokesmen 
doubt the group will secede, but say Indiana jobbers 
will speak for themselves in the future. 


Dealer Recruiting Tool—Other suppliers are expected 
to join Gulf and Sinclair in offering this formula to 
get new young dealers: Put them on salaried basis, 
then create a set-aside fund by putting so much per 
gallon in trust. When the fund is large enough to 
buy inventories, the operator is offered the station on 
a lessee basis. 


Here’s a Switch—Ex-private brander Russell Williams, 
Jr., is a major-brand jobber now—at a time when 
many major jobbers are talking about the advantages 
of private brands. Williams is taking over Philzona 
Petroleum Co., Phillips 66 jobber in Phoenix, with 
over a dozen high-volume stations. Philzona was started 
two years ago by John Phillips, rancher and grandson 
of Phillips Petroleum’s founder. Williams, along with 
his brother Gene, headed Gaseteria, Inc., Indianapolis, 
before its sale to Standard Oil Co. (N. J.) last spring. 


Gulf’s ‘Matching Force’—Gulf Oil probably will draw 
fire from organized labor following its call for “a 
matching force” to oppose “labor’s political power.” 
In a major policy move, Gulf’s management will take 
a more active interest in practical politics and urges 
its 161,000 stockholders, employes and dealers to do 
the same. The object, says Gulf, is to preserve free 
enterprise from “predatory gangsterism and crackpot 
socialism . . . expanding under labor’s Congressional 
benevolence.” 


Label Plan: Yes or No?—Distribution division of Oil- 
Heat Institute is asking its 3,500 members to vote 
on an OHI label plan to certify burner installations. 
Poll begins this month. 


Service Station on Wheels—American Petrofina is plan- 
ning to test a mobile gasoline dispensing unit offering 
the motorist everything but lubrication and washing 
facilities. Plans are to use it as an additional island 
for rush hour traffic, as a temporary station while a 
station is under construction, and as a mobile station 
for spot use. It'll be a two-pumper (total capacity 300 
gal.) and be powered by an electric engine for safety. 
Name: Fina A La Carte. 


Lube Followup Advances—Controlomat, leading direct 
mail firm in the lube followup field, is going nationwide. 
The company has signed contracts with Shell’s West 
Coast and Canadian offices; it now operates in all 
Shell divisions. Tidewater’s West Coast division has 
just signed with Controlomat; East Coast headquarters 
are “talking it over.” Esso uses Controlomat in New 
York and may expand the service. One other West 
Coast major and two in the East are negotiating with 
the company. Controlomat offers dealers an automatic 
mailing system for lube reminder cards and special 
promotion announcements. 


IN THE LABS 





Burner Research Drive—A plan aimed at speeding 
up development of an oil burner inexpensive enough 
to compete with natural gas is taking shape in the 
American Petroleum Institute. The oil heating research 
subcommittee of the API’s fuel oil committee has 
suggested employing a consultant to find out what’s 
being done in oil company and other labs. He’d set a 
priority on existing projects and coordinate develop- 
ment efforts. The plan is still a ways from adoption: 
it has a number of parent groups to go through before 
it gets to the API board of directors. 


IN DETROIT 





225-HP “Economy” Engine—That’s what Pontiac’s 
coming out with in its 1959 line. The model’s in tune 
with Detroit’s new economy pitch. Officials say owners 
will save 10% in fuel economy and 10% in buying 
regular instead of premium gasoline. 
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MONTHLY PETROLEUM STATISTICS 


Primary Stocks (Last Day) Sept. 1958* 
Finished and unfinished gasoline (thous. bbl.) 

Distillate fuel oil (thous. bbl.) 

Kerosine (thous, bbl.) 

Residual fuel oil (thous. bbl.) . 


Crude oil—B. of M. (thous. bbl.) . 


Refinery Activity 
Crude runs to stills (thous. bbl. daily) 
Foreign crude included (thous. bbl. daily) 
% of refinery capacity operated 


Refinery Output 
Gasoline (thous. bbl. daily) 
Kerosine (thous. bbl. daily) 
Distillate fuel oil (thous. bbl. daily) .. 
Residual fuel oil (thous. bbl. daily) . 


Crude Supply 
U. S. crude oil production (thous. bbl. daily) 
Crude oil imports (thous. bbl. daily) 


*Through Sept. 12 
Source of Data: API Weekly Reports, except 1957, Bureau of Mines. 


MONTHLY MARKET TRENDS 


Latest Month 
7,485 (June) 
22.05 (Sept.) 
4,860 (April) 

673 (March) 
310 (July) 
51 (July) 
7,442 (July) 
1,791 (June) 
48 (June) 
1,407 (July) 


Exports of crude and refined products (thous. bbl.) 
Average station gasoline price, ex tax (¢ per gal.) .. 
Gasoline consumption (million gal.) 

Service station permits (number) 

Passenger cars—domestic shipments (thous.) 
Trucks and buses—domestic shipments (thous.) . . 
Automotive replacement tire shipments (thous.) . . 
Replacement battery shipments (thous.) 

Oil burner shipments (thous.) 

Service station sales (all commodities) million-$ . . 
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Petroleum Indicators 





NPN PRICE AVERAGES* 
Refinery /Terminal 


Gasoline 
(regular) 
Kerosine 
Distillate 
Residual 
4 principal 
products 
Lube oil 
Crude at 
well ($ 
per bbi.) 


(¢ per gal.) 
Sept. 
1958+ 


12.07 
11.02 
9.53 
4.79 


1 
1 


9.45 


21.53 2 


3.02 


Aug. 
1958 


2.05 
0.93 
9.40 
4.79 


9.42 
1.53 


3.02 


Sept. 
1957 


12.54 
11.19 
9.73 
5.85 


10.04 
24.17 


3.10 


*Weighted average price, principal 
markets. Crude prices middle of 
month, not monthly average. 

tThrough Sept. 12. 


Aug. 1958 
173,764 
139,432 

28,693 
67,322 
247,093 


7,796 
1,023 
84.8 


3,986 
258 
1,694 
986 


6,857 
8,965 


Previous Month 
8,660 
22.18 
4,466 

531 
342 
71 
7,182 
1,454 
41 
1,331 


Sept. 1957 
180,688 
173,269 

36,382 
58,727 
280,469 


7,920 
1,061 
88.7 





Supply and Demand 


Petroleum Wax: Lively Centenarian 


As wax demand booms, some see 
supply shortage before 1965 





Petroleum wax—the earliest oil company specialty 
coming back into its own. It’s making 
a tidy business for many concerns today: visual 
evidences of this revival are the attractive candle 
stores in modern shopping centers and the candle 
hobby kits advertised in the home magazines. 

Wax has been used for making candles since the 
start of the petroleum industry, almost 100 years 
ago. The first Pennsylvania refiners found this use 
a commercial means of disposing of waste product 
that settled from their crude oil on the sucker rods 
in the producing wells and in their crude storage 
tanks. New uses, however—the largest being the 
impregnating of paper and packaging materials— 
have long eclipsed the use of wax in candle mak- 
ing in point of volume. 

Demand for wax at U. S. refineries has grown 
steadily, especially in the past two decades, al- 
though dwarfed in volume by the consumption of 
the major petroleum products. In 1937 domestic 
and export sales were just over 500-million Ibs. 
By 1947 they had doubled to more than 1-billion 
Ibs. In 1957 they were more than 1.5-billion Ibs., 
a gain of 52% in the past 10 years. This repre- 
sents a value of nearly $110-million, in terms of 
crude scale wax sold by wax producers before fur- 
ther processing or manufacturing into finished prod- 
ucts. A billion-pound demand for a single product 
is a large volume market in the chemical field. 

The rate of growth of petroleum wax demand, 
particularly in the last decade, has far outstripped 
that of the allied refinery product, lubricating oils 
(see chart). Lube oil is the source of the largest 
portion of the petroleum wax produced today. 
While total U. S. plants increased 52% from 1947 
to 1957, total use of lubricating oils and greases 
increased only about 9%, reaching a volume of 
2.3-billion gal. in 1957. 


The disparity in the rate of growth in produc- 
tion of petroleum wax and that of lubricating oils 
is causing some concern to authorities in the wax 
field. By 1965 these authorities predict an increase 
of 80% in the use of wax for paper and packag- 
ing, its largest volume market. On the other hand, 
they estimate that wax production by present con- 
ventional refining methods will increase only 25% 
in that period, and that supply shortage may de- 
velop before 1965, 

Refiners could increase their wax output, were 
it feasible, by giving more emphasis to de-waxing 
certain crude oils and selected distillation cuts, as 
well as by increasing the efficiency of their present 
wax recovery methods. There are about 30 wax 
producers in the United States today, 25 of which 
are petroleum refining companies. 


How Wax Demand Is Growing 
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There are other kinds of waxes than the paraffin 
and microcrystalline waxes recovered from petro- 
leum. They include synthetic and animal and vege- 
table waxes, some of which are imported. All told, 
these are a very small proportion of the total wax 
supply in this country. 

The largest single market for petroleum wax— 
and the fastest-growing—is for waxed paper and 
packaging. This alone used more than 1-billion Ibs. 
in 1957, about 85% of the total demand. 

Candle manufacturing now takes only about 5% 
of the total demand for the petroleum waxes; at 
one time it was the principal market. There are 
75 U. S. candle makers, none of which are oil 
companies. 

The largest proportion of candles manufactured 
are for religious uses. But the demand for fancy 
candles (for home and decorative uses) is growing, 
and sales of these items are being pushed through 
special retail outlets and mail order houses. 

A very small part of petroleum wax demand 
comes from the manufacturers of carbon paper, 
inks, explosives, polishes, rubber goods, matches, 
fruit and vegetable coatings, and other items. 

Future developments in wrappings and packag- 
oe ee ee en ee 
troleum specialty product. 
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Nearly everybody hears Sinclair Commercials 











10,000 Sinclair Radio 
Announcements every week 


Winning New Customers for Sinclair Dealers 


There are good reasons why Sinclair Dealers are doing better than ever. 

For example: Sinclair radio advertising is heard more often and more consistently than any 
other oil company commercials — radio and TV combined. Every week, 10,000 Sinclair 
radio announcements are heard on over 900 radio stations. Colorful sales promotion 

and point-of-sale back up this heavy bombardment of advertising. The result is — 

more new customers, more new business for Sinclair Dealers. 






To become a Sinclair Dealer, get in touch with 
your Sinclair Representative; or write 

Sinclair Refining Company, aaa 
600 Fifth Avenue, New York 20, i aeesauinee coe 
New York. Ask, too, about the 

Sinclair TBA franchise, 
featuring Goodyear, the 
greatest name in rubber. 


‘a 
L] 


SINCLAIR 
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National Petroleum News 


Commercial Accounts 


Jobbers must share the blame 
for low prices, says a major 


A STUDY by Continental Oil Co. showed 33 
recent cases where Colorado jobbers obtained 
commercial account business by underbidding 
major companies, Harry Kennedy told the Colo- 
rado Petroleum Marketers Assn. at its fall con- 
vention. 

Kennedy, senior vice president of Conoco, says 
the study shows bids ranging as far as 7.3¢ under 
going tank wagon prices. He made his disclosure 
to support the complaint that jobbers are often as 
responsible as majors for low commercial prices. 

Kennedy’s report came during an open panel 
discussion at the Colorado meeting. The panel also 
included E. H. Lyon, manager of Phillips Petro- 
leum Co.’s sales department, and jobbers Paul 
Brady and Herb Rapp. It was moderated by Frank 
Breese, editor of NATIONAL PETROLEUM News. 

Phillips’ Lyon declared that while jobbers are 
concerned about the commercial account situation 
(NPN—Sept, p116), suppliers are probably even 
more concerned. He doesn’t know the answer, 
Lyon said: “It’s a problem we evoluted into, and 
we have got to work out of it.” 

Phillips now does more than 80% of its branded 
gasoline volume through jobbers, Lyon reported, 
compared to 61% ten years ago. 


ne Le oe 


e@ New Head for PAC: 
American Petroleum 
Institute’s Committee 
on Public Affairs is 
still jelling (NPN — 
July, p81; Aug, p115). 
Latest move: election 
of Texaco public re- 
lations chief Kerryn 
King as chairman. He 
succeeds Socony Mo- 
bil’s Thomas W. 
Phelps, who resigned 
the post on becoming manager of Socony’s eco- 
nomics department in August. King’s election 
follows hard on his promotion from general man- 
ager to vice president of The Texas Co.’s industrial 
and public relations department—making him the 
industry’s second PR department head to gain 
vice-presidential status.* King, 41 this month, 
joined Texaco in 1953 as PR director. 


Kerryn King 


*The first: Shell Oil Co.’s Harold Curtis, who won his 
VP spurs in 1955. 
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Cosden pipeline } 
connects West Texas 
refiners with 
Midwest morkets )— 


| 
| 


e@ Changing Market Patterns: Southwest refiners 
are breaking into new distribution areas (above). 

A 47-mile pipeline, scheduled for November 
completion, will link Cosden Petroleum Corp.'s 
Trust Pipeline with the Great Lakes, Badger and 
Texas Eastern systems. The new line, to be oper- 
ated by Cosden as a common carrier, will also be 
available to American Petrofina, Continental Oil, 
and Bell Oil & Gas. Along with Cosden, these com- 
panies all have refineries in the West Texas area 

Cosden hopes to move at least 100,000 bbl. a 
month of its own products to Midwest markets, 
selling to jobbers on an unbranded basis. Petrofina 
plans to ship about 40,000 bbl. a month. 

In the East, Tennessee Gas Transmission has 
entered an exchange-of-stock deal with Hartol 
Petroleum, a big non-branded wholesaler (market 
area shown above in red). Observers speculate that 
IGT will use Hartol as an East Coast marketing 
outlet for its subsidiary Bay Petroleum Co., which 
has a 24,000-b/d refinery in Chalmette, La. TG1 
reportedly has coast-to-coast marketing plans 


e Threat to the National Economy: U.S. business 
plant and equipment is two-thirds pre-Korea, half 
pre-VJ-Day. That’s what the McGraw-Hill Depart 
ment of Economics finds in a new survey of the 
age of manufacturing capacity In major industries 
Obsolescence is causing a waste of labor and mate 
rials running into billion-dollar figures, says the 
Department, and it poses a serious threat to U.S 
economic health. To meet the needs of the next 
ten years, industry must go all out to modernize 
its equipment, the Department warns. It puts the 
price tag for necessary improvements in all indus 
tries at $95-billion. 

For details of the new survey—and oil market 
ing’s $500-million modernization challenge—sec 
the following pages 








14 








HY) How Modern 


HE U. S. A. IS STARTING a new period of eco- 
nomic growth, as we leave behind the reces- 
sion of 1958. This new period presents a challenge 
to the nation, to the business community and above 
all to the individual company—to grow at a profit. 
By now it is clear that growth is the normal way 
of life for the U. S. economy. Since 








A report by 1947, our national product has 

the been growing at a rate of 3.7% 

a year. And no recession, even the 

McGraw-Hill latest and most publicized, has in- 

a terrupted the trend for long. Now 
the economy is growing again. 

Department But the conditions of growth are 








far different from those that pre- 
vailed in the years 1947 to 1957. 


Today, growth in the economy does not mean 
pressure on capacity, for most industrial firms. It 
does not mean easy profits. Rather, this is growth 
under highly competitive conditions, with profits 
dependent on a firm’s ability to hold down costs. 
Is our plant and equipment modern enough to do 
the job? 


A New Survey 


To find the answers to this question, the Mc- 
Graw-Hill Department of Economics has just com- 
pleted a special survey of business needs for mod- 
ernization. The survey shows it would cost $95- 
billion to replace today’s obsolete equipment (see 
page 77). And this is a priority job, if business is 
to get costs down for the years ahead. 

This tremendous need for modernization presents 
a challenge to the U. S. A. as a nation. The Com- 
munist powers are making a strong and disciplined 
effort to demonstrate that they can out-produce us 

-that they can “plow us under” in a contest of 
industrial strength. 


It is a challenge to American business. Our peo- 
ple expect a continuously rising standard of living. 
Our workers expect wage increases. And often their 
demands mean price inflation—unless we can 
achieve sharp gains in output. The public demands 
higher national income without inflation. This is 
the challenge to business as a whole. 


It is a challenge to the individual firm. Growth 
in the economy no longer means an automatic rise 
in sales and profits for any particular company. 
There are no shortages; industrial capacity is 
ample. So to participate in growth, the individual 
firm must achieve better quality or lower costs 
than its competitors. Otherwise, there will be no 
profit in growth and no success story for the com- 
pany. 


Is business prepared today for these challenges? 
The answer, from our study, is clearly “no.” The 
production and distribution facilities of the U. S. A. 
are not efficient enough to ensure our continuing 
superiority over the Communist world, to match 
every wage increase with higher productivity, to do 
business in a competitive economy at satisfactory 
profit to the individual firm. 

This statement sounds shocking at a time when 
much industrial capacity is idle and the recession 
just behind us is being blamed on a surplus of 
capital goods. But the facts speak for themselves. 
Here is the record on the past decade of investment 
in new plant and equipment, and here is our new 
study of the job that still remains to be done. 


Decade of Expansion* 


Since 1947, private business in the U. S. A. has 
invested $291-billion in new plant and equipment. 
Our manufacturing capacity has increased about 
80% ; electric power capacity, 145%; capacity for 
basic raw materials, 55%. The distribution and 
service industries have increased floor space by 
roughly 50% in the decade. In 1957 alone, busi- 
ness spent $37-billion on new plants and equipment 
—more than the combined expenditure in all of 
Western Europe plus Canada. 

But all of this expenditure has not made our 
facilities as modern as supposed, or as modern as 
we need. Of the $291-billion invested by business 
since 1947, roughly $157-billion has been for ex- 
pansion of capacity. Only $134-billion has been 
spent to replace old facilities with better more 
modern equipment. And in recent years, this invest- 
ment has not purchased as much new equipment as 
the dollar figures suggest, because prices of capital 
goods have climbed. 

Our postwar capital investment has repaired the 
worst of the obsolescence accumulated during the 
depression and war years. But huge amounts of 
old equipment are still in use, as shown by the 
table at right. This is based on a survey of the age 
of manufacturing capacity in several hundred 
companies, representing all of the major manu- 
facturing industries. Almost 50% of our present 
capacity was installed before or during World War 
II. More than 65% was installed before Korea. Ex- 
pert studies of the major non-manufacturing indus- 
tries show that the age of equipment in those in- 
dustries is even greater. 

Thus, of all business plant and equipment, less 

* Figures on “Decade of Expansion” are for the years 1947- 


1957 inclusive, except where specific reference is made to 
preliminary data for 1958. 
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Is American Industry? 


than one-third is modern in the sense of “new” 
since 1950; two-thirds is pre-Korea. 

This over-all figure is confirmed by a check on 
specific industries: 

e Nearly two-thirds of our metal-working equip- 
ment was installed over 10 years ago, according to 
preliminary results of American Machinist's 1958 
census. 

e Over 65% of the freight cars on our railroads 
are more than 10 years old. 

e Less than half the capacity to process chemi- 
cals, rubber or petroleum is new since 1950— 
a period that has seen rapid development in such 
equipment as automatic controls for these process 
industries. 

These examples take on a dollars-and-cents mean- 
ing when we recognize that the latest machine tools 
are about 40% more productive than 1948 models, 
and that a combination of new freight cars and 
modern freight yard equipment can reduce operat- 
ing costs up to 50%. New instruments that auto- 
matically direct the flow of a chemical (or other 
raw material) process can often reduce processing 
costs enough to pay back the cost of the instru- 
ments in one year. The savings cannot be made in 
older plants. By using obsolete facilities, our in- 
dustries accept a waste in labor and materials that 
totals many billions of dollars per year. 


Why Productivity Must Rise 


The U.S.A. can ill afford this waste. In the 
economic struggle between the free world and 
Communist world, our margin of superiority de- 
pends on the efficiency of our productive facilities. 

For the growth of our own economy, we will need 
a sharp rise in productive efficiency. During the 
next ten years, American business must provide 
the goods and services required for a population 
that will increase by 32-million. And the increased 
population will expect higher living standards 
Furthermore, the population in 10 years will in- 
clude a higher proportion of dependent persons 
children and retired people—and a smaller pro- 
portion of working-age men. Thus, with a rela- 
tively smaller labor force, industry must provide 
more goods for more consumers. 

At the same time, industry must strive to hold 
the line against rising costs. In an economy with a 
tight labor supply, we cannot count on restraint in 
wage demands, however desirable such a develop- 
ment might be. In the past 10 years, hourly wage 
rates have increased over 5% per year, nearly 
twice as fast as output per man hour. And this 
disparity may well continue—causing still more 
1958 * NATIONAI 
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McGraw-Hill’'s Survey of Modernization Needs 


Conducted by the McGraw-Hili 
Department of Economics in August, 1958 


AGE OF 
MANUFACTURING 
CAPACITY 
% INSTALLED 


12/'45- 
12/50 


12/'50- 
Industry: 12/'45 12/'S7 

lron and Steel .......... 47% 37% 

Nonferrous Metals ...... 47 40 

Machinery .............. 41 38 

Electrical Machinery .... 34 48 

Autos, Trucks and Parts .. 42 47 

Transportation Equipment 

(aircraft, ships, railroad 

equipment) ae 59 

Other Metalworking .... 54 

Chemicals . . ee 30 23 

Paper and Pulp ........ 49 17 

WO Pics bed tes ae 9 

Stone, Clay and Glass 46 20 

Petroleum Refining ... 45 26 

Food and Beverages .... 58 19 

Textiles ... ; 59 18 

Misc. Manufacturing . 5! 21 

ALL MANUFACTURING’ 48 19 


Pre- 


cost To 

REPLACE 
OBSOLETE 
FACILITIES 


(add 
000) 


$2,855 


1,022 
3,224 
1,917 
2,204 


854 
2,351 
3,070 
2,655 

600 
1,840 
1,499 
3,443 
1,00) 
6,236 


34,771 


‘Includes petroleum refinery companies listed under “petrole- 


um industry” in table on page 7 


inflation—unless we 
productivity. 


make more rapid gains in 


We can make these rapid gains— il industry goes 
all out to modernize its equipment. Output per 
manhour (in manufacturing) only 
2.5% per year since 1951. But this compares with 
gains of 4% a year in 1947-1950, and over 5% 
in the 1920's. Today the machines and techniques 
are available for us to equal, or exceed, these 
records—to raise output per man hour at 
5% per year. This is a job that can, and indeed 
must, be done to growth in the 
without inflation 


has increased 


least 


assure economy 


The Job Ahead 


The dimensions of this opportunity are shown 
by the table on this page. In its survey on the need 
for modernization, the McGraw-Hill Department 


* This estimate is based on technical developments reported 
»9y McGraw-Hill editors and current price trends for capital 
It is consistent with the plans for modernization ex 
penditures in 1958-61 reported by companies in a McGraw-Hill 
April, 1958 


goods 


survey conducted in 





PLAN ‘59 


The Modernization Job Ahead: $95-Billion 


The ‘McGraw-Hill Department of Economics asked 
a wide sample of manufacturing companies, and 
experts in other industries, “What would be the cost 
to replace all obsolete facilities with the best new 
plant and equipment?” Here is a summary of the 
estimates. (Details start on page 75.) 


.. .$34.3-billion 
5.3 


Manufacturing and mining 
Petroleum industry .... ‘a 
Transportation and communications |. 

Electric and gas utilities  ....... 12.0 
Finance, trade and services + oe 


——s 


Total: All Business $95.0-billion 


(Begins on page 74) 

of Economics asked a wide sample of manufactur- 
ing companies how much it would cost to replace 
all their out-dated facilities with the best new 
equipment available. The department also inter- 
viewed experts in each of the non-manufacturing 
industries to find answers to this question. The an- 
swers add up to a staggering bill for new plant 
and equipment. 

Modernization of over-age facilities—replacing 
only what is really obsolete, by today’s production 
standards—would require a total capital investment 
of $95-billion, or nearly $20-billion per year for the 
next five years. 

Furthermore, new production techniques will 
soon make today’s plants obsolete, in many cases 
Thus, to keep pace with technical advance from 
1958 on will require continuing expenditures of 
$8-billion to $10-billion per year for moderniza- 
tion.” 

Ihe total expenditure to wipe out the backlog 
of obsolete facilities, and keep up with continuing 
technical advance between now and 1963, would 
be at least $135-billion 

Ihe U. S. A. has never spent such a sum on 
the modernization of industrial facilities. Capital 
expenditures of boom dimension have, in the past, 
been associated only with the urgent expansion of 
capacity. Some forecasters are now saying that be- 
cause industrial capacity is adequate, the next jew 
years will be a period of low capital investment. 
The figures on page 75 make clear that this would 
be a national calamity. The opportunity is there 
and the challenge—to invest records amounts of 
capital in the modernization of plant and equip- 
ment 


A National Problem 

This also is a challenge to the U. S. A. as a na- 
tion. For 100 years, this nation has been looked to 
as the model of economic development by the rest 


The Sino-Soviet Economic Offensive in the Less Developed 
Countries U.S. Department of State, May, 1958 


‘Kor the first time, we face 


of the world. For the first time, we face a serious 
challenge by another nation and another economic 
system that claims to be better. In a carefully 
documented 1|11-page study released in May, the 
U. S. State Department declared that “the most 
serious threat” to the U. S. A. today is the drive 
for economic supremacy by the Soviet Union.* 
Although a much smaller nation industrially than 
the U.S. A., the U.S. S. R. is today increasing its 
national output at a rate of 7% per year and its 
output per man hour by 4% per year. 

The U. S. A. does not have to match these 
specific figures, which represent the results of 
forced labor in a country just starting to develop 
industrially. In the contest to win uncommitted 
nations, the statistics are not likely to be quoted 
exactly, in any case. But our over-all growth in 
national output and living standards must be so 
impressive as to leave no question of superiority. 
Our factories must be showplaces of modernization 
to the foreign visitor, which will leave him unable 
to say “I saw much better” in Britain, or West 
Germany, or Russia. 

This is the challenge to the nation—a political 
challenge to be sure. But it coincides with the 
challenge to the business community and the in- 
dividual firm. And the way to meet it is the same: 
by thorough and rapid modernization of our plant 
and equipment—not by the slow and steady pace 
of recent years, but at an accelerated rate that 
reflects the greater pressure for output at lower cost. 


Obstacles to be Overcome 


We must face up to the fact that real obstacles— 
both technical and financial—stand in the way of 
faster modernization. Some companies do not have 
the technical “know-how” required for the latest 
production techniques. Many more lack the finan- 
cial resources. How can we overcome such obsta- 
cles, and speed up the replacement of old facilities? 

In the course of its study, the Department of 
Economics obtained comments on these questions 
from many executives. One of the problems, as 
we noted above, has been the urgent pressure to 
expand capacity during most of the postwar period. 
In giving their attention to this problem, companies 
have sometimes overlooked the chance to mod- 
ernize older plants. 

In some cases, equipment has been kept in place 
because it was satisfactory, and the users were 
not aware of still newer designs. Some equipment 
users believe that equipment makers are not suf- 
ficiently aggressive in designing and demonstrating 
new models. 

The biggest obstacle—and one that presents a 
persistent problem—is the shortage of funds in 
many companies that need and want to modernize. 
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For all corporations, the cash flow from retained 
earnings and depreciation has increased by more 
than $5-billion from 1953 to 1958. But a number 
of key industries have failed to keep pace with the 
general trend. These include some of the areas 
where the need for modernization is most urgent: 
the railroads, large sections of the textile industry, 
some mining industries and many small to medium- 
size companies in manufacturing generally. The 
problem of these industries and companies has 
grown more acute in 1958—-since their profits have 
declined much more than the average for all busi- 
ness. 

Any plan to step up the pace of modernization 
generally must deal with the special situation in 
these problem areas. Depressed industries and 
companies need outside help if they are to mod- 
ernize. Such help would include a stronger flow of 
technical information and advice (and occasionally, 
venture capital) from the more prosperous, inven- 
tive industries—as well as advice from equipment 
suppliers and distributors, industrial publishers and 
consultants. There is also a public responsibility 
to help in the problem areas—not with handouts 
of government money, but with technical assistance 
and help in finding private capital (like the efforts 
now being pursued by the Small Business Admin- 
istration). 

Certainly we should lose no time in reforming 
those provisions of the federal tax laws that now 
impede investment in modern equipment by hard- 
pressed firms—especially the outmoded and unfair 
restrictions on rates of depreciation for tax pur- 
poses. At present, the tax regulations require that 
depreciation be computed over relatively long 
periods of “useful life” for most types of equipment 
And this is a primary reason for the lag in mod- 
ernization. Machinery generally becomes obsolete 
long before the expiration of its “useful life” as 
specified in tax regulations. But it is difficult for 
companies—especially small companies—to set 
aside cash for rapid replacement, unless the full 
amount to be set aside is exempt from income tax. 
Canada and most European nations allow more 
rapid depreciation for tax purposes than does the 
United States. 

A combination of self-help with technical help, 
and a fair break from the tax laws, would do 
much to reverse the spreading tide of obsolescence 
in depressed industries and in many small com- 
panies. 


PLAN ‘59 


It is this combination that McGraw-Hill advo- 
cates as PLAN ’59, to help business modernize 
now for growth and profits. This is what it will take 
to make a start in 1959 on the $95-billion job of 
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a serious challenge by...another economic system” 


How Modernization Pays Off 

Profits on modernization—like all business profits— 
have come down since 1955. However, modernization, 
in contrast to new capacity, still offers a relatively 
quick return on investment. Here are companies’ an- 
swers to the question: “In cases where you are actually 
replacing old facilities with new plant and equipment 
in 1958—how soon do you expect these replacement 
expenditures to pay off?” 


% OF COMPANIES ANSWERING 


industry 
fron and Steel 56% 1% 
Nonferrous Metals .... 29 71 0 
Machinery 12 56 12 
Electrical Machinery .... 29 57 7 
Autos, Trucks and Parts 40 
Transportation Equipment 
(aircraft, ships, railroad 
equipment) 
Other Metalworking .... 
Chemicals 
Paper and Pulp ........ 
Rubber 
Stone, Clay and Glass . . 
Petroleum Refining 
Food and Beverages .... 


Misc, Manufacturing .... 
ALL MANUFACTURING® 18 


modernization, disclosed by the study we have just 
completed: 

1. A better flow of technical information on 
where and how to modernize business plants and 
equipment. 

2. Careful review by the individual company 
of its own opportunities to modernize at a profit 
then action to replace obsolete facilities. 

3. Reform of the tax laws, to allow more realis- 
tic deductions for depreciation, and permit more 
companies to finance adequate modernization pro- 
grams from this source of funds 

Much of this program is already underway. The 
34 McGraw-Hill publications, and many suppliers 
and distributors of industrial equipment, have 
stepped up their information programs to start 
the modernization drive. Preliminary plans of 
manufacturing companies show a strong emphasis 
on capital spending for this purpose. In August, 
Congress passed a bill providing limited tax 
relief for small business (see page 83). 

But the real task of modernization still lies 
ahead. It is the greatest challenge—and the greatest 
opportunity—confronting American business as 
we move forward in 1959. a 





1-2 yrs. 3-S yrs. 6-8 yrs. 9-yrs. 


$500-Million Challenge 


@ Oil marketing has modernized continuously since World War II, yet there’s 
a new and compelling need for even more modernization. Marketers today face 
an era of abundance that puts greater emphasis on yield—on getting more pro- 
ductivity from existing facilities. 


Today’s modernization opportunities would add up to an investment of 
well over $500-million. Biggest potential lies in stations (estimated roughly at 
$400-million), storage plants ($85-million) and motor fleets ($21-million). 


In the present period of cautious budgeting, a bold attack on these problem 
areas means a stronger position in tomorrow’s market. For majors, the payoff 
will come in a healthier marketing organization. For distributors, it will come 
in the form of an assured future. 


But where does the money come from’? New government regulations will help 
(see page 83 for details). Management know-how can come up with other 
answers (see page 88); for many, leasing may be the answer to the cash-flow 
problem. 


Here’s a rundown of modernization opportunities in marketing: 


@ OPERATIONS: Dollar for dollar, modernization of existing service stations 
is the cheapest way to increase sales, if conditions are right. A $5,000 remodeling 
job may get the same results as a $25,000 rebuild, a $25,000 rebuild may do as well 
as a new $45,000 station. An estimated 40,000 stations today are candidates for 
minor (under $10,000) or major modernization. But many variables affect in- 
dividual modernizing decisions (see pages 84-89 for specifics). 

In storage and transportation, the need is to convert “aging” facilities to meet 
the latest technological standards (see pages 91-97 and 99-102). 


@ MERCHANDISING: A new breed of customer is evolving and new service con- 
cepts must be developed for him (pages 107-108). Brand identification must be 
strengthened and adapted to changing market conditions (pages 109-111). 
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For Oil Marketers 


@ FUEL OIL: With competition stiffening, modernization for greater efficiency 
and lower cost levels is a must for every fuel oil operation. Hottest thing in 
the field today is the tight-fill connection, and the more powerful pumps and 
bigger equipment that work with it to speed deliveries (pages 113-117). In rec- 
ord-keeping, microfilm offers numerous advantages (page 118). Streamlined 
accounting procedures are a vital efficiency measure (page 120). 


@ LUBRICATION: While marketers continue to develop new oils for the auto- 
motive trade, dynamic expansion opportunities are opening up in industry and 
farming (pages 123-124). Big changes in packaging and handling are around 
the corner, and it’s time to get ready for them (pages 125-126). An entirely new 


type of grease has already made its entry in the auto chassis lube field (page 127). 


@ RESEARCH: Along with today’s increased emphasis on scientific marketing, 
there’s a new accent on market and operations research. Management decisions 
are depending more and more on facts developed by research (page 129). And 
applied research provides insights into areas like tomorrow’s fuels (page 196). 


@ TIRES-BATTERIES-ACCESSORIES: Only 20% of service station dealers are doing 
a real selling job in TBA. The answer, for the other 80% : modernizing facilities. 
Without such tools as up-to-date tire changers and battery testers, tire and battery 
volume is impossible (for a full list of necessary tools, see pages 135-137). 


@ EQUIPMENT: Modernization begins and ends with the right equipment- 
equipment purchased to provide the greatest ratio of return to absolute invest- 
ment. In oil marketing, there’s a broad choice of equipment designed for maxi- 
mum efficiency (pages 166-169). To compute payout on it, see page 170. 


Special articles on modernization start on page 83 
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“FILL’ER UP AND CHECK THE OIL, PLEASE” 


THE BRIGHTER SIDE... 


Super service is what you give, and super service is what _ - ASHLAND OIL & 

you get... when you are supplied by Ashland Oil & - REFINING COMPANY 
Refining Company. Being the nation’s largest inde-_ : 
pendent supplier of petroleum products, Ashland Oil 
understands and honors your independence. Here are =: _ALTON, ILL, 528 Henry Street—BUFFALO, N. Y., 800 
just a few of the benefits from a working agreement : Ellicott Square—CHICAGO, ILL., 6 N. Michigan Avenue 


with us: . —CINCINNATI, 0., 1402 Federal Reserve Bank Bidg.— 


Home Office: Ashland, Kentucky 


es You get to do your job without interference. ; CLARKSVILLE, IND., 214 Center Street—CLEVELAND, O., 


° = . Standard Bidg.—DETROIT, MICH., Dearborn P. 0. Box 
@ You get effective merchandising plans and selling tools. oer 
6025—EVANSVILLE, IND., 2500 Broadway—FINDLAY, 


© You get products of the highest quality . . . developed 
and test-proved by Ashland’s outstanding technical 
and engineering staff. 


0., P. 0. Box 210—FREEDOM, PA.—LOUISVILLE, KY., 
1202S. Third Street—NASHVILLE, TENN., 5E. MainStreet 
—PADUCAH, KY.—PITTSBURGH, PA., 711 Shields Bldg. 
For complete information on how Ashland’s independ- 
ent marketer sales program can benefit you . . . write, 
wire or call us today! 





Jand = 
PRODUCTS 


The Independent Supplier (t independents 
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Brief But Significant 


Modern plants get the business . . . co-ops 


gaining .. . putting college profs to work 


>A poll of 367 manufacturers by 
Dun & Bradstreet found that about 
three-fourths, with about 5% of equip- 
ment outmoded, have been operating 
at 95% or more of peak produc- 
tion. On the other hand, some 95 
manufacturers with more than 20% 
of equipment outmoded have been 
operating at only 65%. 
SIGNIFICANCE: Up-to-date organizations 
get the most business when industry is 
operating near capacity. 


Total demand fell 4.8% while do- 
mestic demand rose 0.36% for the 
first six months of 1958 compared to 
the same period in 1957, reports the 
Bureau of Mines. Domestic demand 
stacked up this way: gasoline 
—0.14%, kerosine +-8.07%, distil- 
lates +-3.88% and residuals —8.68%. 


SIGNIFICANCE: Domestic demand was 
below the 1%-2% increase predicted. 


>D-X Sunray is offering group in- 
surance plan to 12,000 marketers; 
Esso Standard hopes to have group 
plan for 80,000 marketers by Jan. 1. 


SIGNIFICANCE: D-X and Esso are tenth 
and eleventh big companies to start 
group insurance (NPN—April, p120). 


Richfield Oil Corp, has appointed 

public relations reps in four West 

Coast cities. They'll be responsible for 

mapping out programs to get Rich- 

field personnel on all levels more ac- 

tively involved in community affairs. 
SIGNIFICANCE: Richfield believes good 
community relations mean good busi- 
ness. 


Stock in 117 Billups Petroleum 
Co. stations in the Southeast went on 
the public market for the first time 
this summer. Three Billups brothers 
and their families reportedly retain 
control of 24% of voting stock in 
the new company, called Billups East- 
ern Petroleum Corp. (For back- 


ground, see NPN—Dec °57, p98). 


SIGNIFICANCE: Practical effect of the 
offering is to give the Billups family 
cash in an amount close to 70% of the 
value of the operation concerned, with- 
out loss of management control. 


Farmer cooperatives sold about 
$494-million in oil products in fiscal 
1956—6% more than the year be- 
fore, reports the Department of Agri- 
culture. The report covers 2,739 co- 
cperatives. 

SIGNIFICANCE: Farm co-ops continue 

to gain strength in the marketplace. 


Humble Oil & Refining Co. had 
18 college professors on its payroll 
during the summer, including one in 
marketing. The profs worked as con- 
sultants on specific projects. It’s the 
third year Humble has done this. 


SIGNIFICANCE: Humble believes the 
program directly benefits the company 
and gives the profs broader industrial 
experience for their teaching jobs. 


Oil companies own 49.5% of the 
U. S. tank ship fleet; non-oil com- 
panies own 22.3% and the govern- 
ment 28.2%. Figures came from Sun 


Oil Co.’s annual tanker report. 


SIGNIFICANCE: Oil companies own a 
slightly larger per cent than a year 
ago, reversing a downward trend 
apparent since 1952. 


Rep. Wright Patman (D., Tex.) is 
planning to push an old warhorse 
again next year—his bill to allow pri- 
vate antitrust suits against Companies 
“using unreasonably low prices to hurt 
competitors.” 
SIGNIFICANCE: Chances are against Pat- 
man. He didn’t fare well with the bill 
this year, and he’s at odds with other 
members of his House committee. 


> Merger of Hancock Oil and Signal 
Oil & Gas will be finalized before the 
end of the year, on the basis of one 
share of Signal common for each of 
some 3.6-million outstanding Hancock 
common shares. Signal would be sur 
viving corporation, with 
about $500-million 


assets” ol 


SIGNIFICANCE: Merger would enable 
Signal to enter Los Angeles area, where 
it has no stations. Hancock owns or 
controls 425 branded stations in Cali- 
fornia; Signal does annual gallonage of 
106-million on Coast, primarily through 
Regal brand stations, 
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Personalized pumps are the new 
est twist at American Petrofina-built 
stations in the Southwest. Designed by 
Gilbert & Barker Mfg. Co., the 
pumps have a Fina shield incorpor 
ated in the dial face, and feature a 
mirrored lower panel, chrome-plated 
to tie in with the Fina “Supreme 
trade mark 


SIGNIFICANCE: Fina’s radical move ac- 
cents a renewed trend to stronger 
brand identification (page 109). 


& Jack Littke Rock dealer 
has been appointed state coordinator 
for petroleum dealer training by the 
Arkansas State Department of Edu 


cation. He'll organize station manage 


Davis, 


ment ‘courses modeled after a_ pilot 
project in Pine Bluff 


SIGNIFICANCE: Davis is the country’s 
first full-time DE coordinator. 


> Alter 
debenture offer in June 


$150-million 
Standard Oil 
Co. of California put the issue on 


postponing a 


the market last month with a rate of 

48% and a price of 99 
SIGNIFICANCE: That meant a yield of 
4.40% to investors holding to maturity, 
and an interest cost of 4.435% to 
Standard. The issue was snapped up. 


Continental Oil iS 
groundwork for a 


laying — the 
super” dealer ad 
visory council—one that can sit down 
with top management and discuss deal 
S entire 


About 


year ago, Conoco set up elective deal 


cr problems for the company 
28-state marketing territory 


er councils on the district level, and 
followed with divisional and then rr 
cional councils 
SIGNIFICANCE: Because of the success 
of the program, a “super” council is 
the logical next step, says Conoco. 





DO TUBE 


TUBELESS TIRE REPAIR JOBS BETTER 
AND FASTER WITH SCHRADER | 


FIX FLATS RIGHT WITH SCHRADER PRODUCTS 


Use new Schrader FIX FLATS Patches 
and Rivets! Tube or tubeless ... the simple 


one-two-three procedures are on the box. 
Anyone can do it right and fast. But that’s 
just a part of the job! Remember to seal in 


the air with genuine Schrader Caps and 


the 


¥ 


Cores. And it’s good practice to change the 
tubeless tire valve whenever you repair or 
replace a tubeless tire. 

Your supplier has quality Schrader Prod- 
ucts. Get those products you need to give 
the best flat-fixing service: 


NEW ‘PULL THRU’ SCHRADER COMPRES- 


SION RIVETS will repair punctures caused 


NEW SELF-VULCANIZING PATCHES give a real 
cured-on repair from a cold type patch. No 


a2 4 
Ce 
UL 1 ap 


INVENTORY SAVER VALVE REPLACEMENT 
PACKAGES to handle any original equipment 


heat, smoke or vulcanizer. Tube or tubeless 
time saver, a layers of rubber laminated 
for extra strength. 


tubeless vaive installation. Complete vaive 

lineup for repairing every tube or tubeless 

tire now rolling. PLUS CAPS AND CORES that 
| are standard the world over. 


by nails and round objects. Seal perma- 
nently 3 ways. Best tubeless repair on the 
market. No heat, buffing, or special tools. 


A. SCHRADER’S SON * BROOKLYN 38, N. Y. 
Division of Scovill Manufacturing Company, Incorporated 


FIRST NAME IN TIRE VALVES 
| FOR ORIGINAL EQUIPMENT AND REPLACEMENT 


] 
| 


eo divissonot SCOVELL 
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How the New Tax Laws 


Can Help You Modernize 


MANAGEMENT 


You can deduct for tax purposes up to nearly 37% of some 


modernization investments the first year. Money should be 


PLAN’S9 


easier to borrow now because of Congress's encouragement 


to investors. And maybe you've got a retroactive tax refund coming 


NEW TAX LAWS make it easier for you to mod- 
ernize. They were designed as anti-recession meas- 
ures and are expected to save businessmen $300- 
million each year. 

Five significant provisions may apply directly to 
you: 

e Machinery and equipment is easier to buy now 
as the result of a new allowance for faster deprecia- 
tion write-offs. On such investments made after 
Dec. 31, 1957, you can deduct for tax purposes 
the first year 20% of the cost up to $10,000 
($20,000 for joint returns) plus the regular yearly 
depreciation percentage on the remaining 80%. 

You can’t use the rule with buildings and en- 
ventories; only with new operating machinery or 
other “tangible” property with a useful life of six 
years or more. 

Suppose you buy a loading rack for $10,000 
and depreciate it over a period of 10 years. Under 
the new regulations, you can deduct $2,800 this 
year for tax purposes. Here’s how it figures out: 
You deduct 20% of the investment—that’s $2,000 
—plus the regular 10% of the remaining $8,000 
—that’s $800. In the next nine years, of course, 
you deduct $800 annually until the entire $10,000 
investment is written off. 

The most you could possibly deduct the first 
year is 36.6%. This would be the case if you 
bought a piece of machinery or equipment that 
vould be depreciated in as short a period as six 
By MARK EMOND 
Staff Writer 
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years. Probably the least you would deduct the 
first year is 25%. This would be the case if the 
depreciation period was as long as 20 years 

e If you don’t have the ready cash to modernize, 
chances are you'll find it easier to borrow now. 
To encourage investment in small business, Con- 
gress liberalized tax deductions for investment 
losses. In some cases, new regulations increase to 
$25,000—$50,000 for joint returns—the present 
$1,000 limitation on ordinary loss deduction from 
stock losses. 

e Maybe you've got a retroactive tax refund 
coming to help your modernization plans. A new 
tax revision allows an operating loss to be carried 
back three years instead of two 

e Money you may have planned to use for 
estate taxes is released now and could possibly be 
spent for modernization. If you're an owner of a 
closely held business and had been faced with the 
crushing prospect of paying off estate taxes in 15 
months, you’ve won a reprieve. Under a new pro 
vision, you now have 10 years to pay the tax 
This means you won't be forced to liquidate the 
business, under certain circumstances, to get enough 
money to pay the estate tax. You will, however 
have to pay 4% on the unpaid balance 

e If you lease machinery, trucks and other 
equipment, a new excise tax provision ensures 
that you don’t have to pay higher tax on them 
than you'd have p-"4 if you'd bought them outright. 
This could have the effect of bringing down the 
leasing cost of a piece of modernization equip 
ment 





BEFORE: Salesroom was squeezed by opposing bays, lot 
was cramped, pump island was too close to station building. 


AFTER: Bay is added (right), building lines streamlined. 


Salesroom is expanded, lot widened, island is relocated. 


How and When to Modernize 


Your Service Stations 


' OW MANY of your stations are headed for the 
scrap heap in the next five years? How many 
can you salvage by modernizing or rebuilding? 

Your future business success could depend on 
the answers to those questions. 

“Modernization of existing facilities is the best 
marketing investment an oil company can make,” 
says a top man in one major company. 

For sharp marketers, station modernization is a 
recurring theme. Year after year, stations reach a 
twilight zone of marginal productivity. They must 
be upgraded or shucked. 

But stiffening competition and more new outlets 
make modernizing all the more vital today. Each 
passing week makes it increasingly important—and 
tougher. 


Why Should You Modernize? 


Age and competition force you to modernize to 
hold your place in a growing market. 

In the case of older stations, obsolete facilities 
are the chief targets. Worn-out equipment must be 
replaced, appearance improved, and cramped bays 
and islands expanded. 

Newer stations may also need face-lifting. If 


By RICHARD C. SCHROEDER 
Stal} Writer 


there’s a brand new station going up across the 
street, your station needs a new look too. 

There’s no solid proof that modernizing or com- 
plete rebuilding will directly raise gallonage. 

A major company studied volume at 90 stations 
overhauled during a five-year period. Average gal- 
lonage per station was up 40%. But, says an 
official, “the gains sure as hell weren’t consistent.” 

Most marketers don’t look for increases that big. 
Their aim, they say, is to prevent a sure loss of 
gallonage to updated competition. 

Modernizing may indirectly increase both vol- 
ume and income at your stations. 

Offensively, a modern station will attract a 
sharper dealer than a run-down location. 

Defensively, modernizing can help cut dealer 
turnover. A dealer satisfied with his station and 
facilities is a poor target for pirating. 

Upgrading stations will enable you to collect a 
more realistic rental on your properties. And it 
means that dealers, through more efficient opera- 
tions, will be in a better position to pay it. 

Advertising and public relations dictate con- 
stant modernization. A station is an ever-present 
symbol of your brands and products; a good-look- 
ing outlet helps create a favorable picture in the 
customer’s mind. One dog can ruin the reputation 
of many good locations. 

Finally, a modernization job gives you the 
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BEFORE: Lot was hopelessly cramped, building style was 
in vogue 25 years ago. Site needs major rebuilding 





+ 
Be Pa ‘Ae cae D4: i 
WE abt. wee ae eg te 
AFTER: a in rear an been bought, torn down. New 
building stands at rear of lot, islands are relocated 


STATIONS 


Station modernization may be the best marketing investment your 


company can make today. If you know the ground rules, you can get 


the jump on free-spending competition—at half the price 


chance to make stations conform to a single design 
scheme. A variety of colors, faces and layouts may 
seem creative, but they confuse the customer. 


When Should You Modernize? 

A sick station is the marketer’s headache. A 
station needs modernization when its sickness is 
“functional”—built into its facilities and equipment. 

These are symptoms of a sick station: 
® ¢ Gallonage declining in a steady market; 

e Gallonage staying steady in an expanding 
market; 

e Competitors building or modernizing in the 
immediate area so that the station suffers by com- 
parison. 

“Healthy” stations may also need improvement. 


® Additional investment in a station may some- 
times bring a direct increase in gallonage and in- 
come. A growing neighborhood is one example. A 
stable, sharp dealer who needs more room to in- 
crease his already thriving trade is another. 

The average station marked for major improve- 
ments is 20 years old. The bulk of marketers’ mod- 
ernization money is now going for major rebuilds. 

Twenty years is also the average amortization 
period for stations. After that, there’s no tax write- 
off for depreciation. 

Minor improvements—lighting, for instance 


October, 1958 * NATIONAL PETROLEUM NEWS 


may come at shorter intervals. But age can be 
misleading. It varies with local situations and from 
company to company. 

Shell Oil Co. says the average age of stations it 
overhauls is 10 years. Another company takes a 
different approach. It pinpoints stations doing less 
than 75,000 gal. per year with two dealer turnovers 
within the year. These are marked for “action” 
rebuilding or elimination. 

Marketers use the same yardstick in considering 
modernization as in choosing new sites: 

e Is the lot big enough to handle increased 
traffic and facilities? 

e Is it the right shape for new tanks, pumps, 
islands, building and equipment? 

e If not, can additional land be bought? 

e Is the neighborhood big enough and healthy 
enough to support the station and competitors? 

e Do local 
provements? 


ordinances permit planned im- 
e Does the location have easy access? 
e It is readily visible? 
e Is there a compatible traffic pattern—in 
terms of speed limits, traffic lights, lane dividers? 
e Is the 
built? 


e If there’s no competition, 


neighborhood already heavily over- 


what’s wrong? 


e Are dealer and lease arrangements stable 





PLan’SS 


(Begins on page 84) 


enough to warrant additional investment? 

e Is the neighborhood likely to improve, re- 
main static, or go downhill in the future? 

Sometimes, it’s better to drop a station—-sell it, 
or let the lease run out—than to modernize. 

Obviously, if the station is cramped and you 
can’t buy more land, it’s better to pull out. Simi- 
larly, if the neighborhood potential is declining, 
it’s smart to eliminate the station. 

Even some healthy, profitable stations should be 


STATION CHECKLIST 


Why modernize? 


["] Market position slipping 
[] Dealer morale low 

("] Hodge-podge of designs 
["] Rents too low 


When to Do It 


[-] Gallonage declining in stable market 
[-] Gallonage steady in rising market 
[-] Competition building or modernizing 
["] Growth potential not fully tapped 


What to Do 


[] Buy more land 

[-) Expand drives and islands 

["] Streamline station building 

["] Relocate building 

["] Lengthen bays, add bays 

["] Add office, storage, sales room 


[-] Improve lighting 

[~] Install new building skin 

[-] Remodel interior, especially rest rooms 
["] Install low pumps, bigger tanks 

["] Pave driveway 

(—] Install vending machines and shelters 
["] Install TBA driveway display area 

["] Install plastic interior-lighted signs 

[] Add air-conditioning, hot water 


How to Finance 


[] Capital budget 

(_] Special fund 

[-] Current expenses 

["] Long leases for jobbers 
[-] Loans for jobbers 

(_) Third-party investments 


sold rather than modernized. Where the real estate 
value has swelled out of proportion to the income 
potential of service station operation, the sale price 
can build several new stations, each of which may 
do just as well. 

One major company recently disposed of a sta- 
tion in Atlanta doing 15,000 gal. a month. Over the 
years, the land value had risen to $250,000. “We 
sold it,” says an official, “to put some of that 
lazy capital back into the kitty.” 

Marketers agree there is a surplus of “lazy capi- 
tal” locations still in operation. One complains, 
“Theoretically, we'll sell an overpriced lot. Prac- 
tically, we have a hell of a time getting field people 
to give up any station with decent gallonage.” 


What Should You Modernize? 


There’s no formula or “package” for moderniz- 
ing your stations. Each location has its own needs. 

Strictly speaking, major rebuild is a drastic mod- 
ernization job. There’s more of that going on than 
ever before. 

The scope of modernization varies from demoli- 
tion and complete rebuild of the station to paint- 
ing and papering rest rooms, The cost varies just as 
widely. 

Apart from land costs, major rebuild will run 
nearly as much as a new station. The average 
figure, marketers say, is between $20,000 and 
$35,000. Minor improvements average between 
$7,500 and $10,000. 

For budget purposes, some companies classify 
all improvements under $10,000 as “minor” and 
all over that as “major.” 


Major improvements include these items: 


e Purchase of additional land. 


e Streamlining of station lines. Where a building 
is hopeless, it’s torn down and a new structure goes 
up. Often, the basic structure is usable. In the 
East, peaked roofs of old station “houses” have 
frequently been flattened out. But Shell favors con- 
version to a sloped roof for the modern touch, 
and one school now holds that the “box” station is 
outmoded and unimaginative. 

Shell adds pylons to older stations to make 
them conform to the new S-type design. Cities 
Service also uses pylons. 

Canopies, long a favorite in the West and South- 
west, seem to be enjoying a comeback in the South 
and East. Future conversions may involve canopy 
additions or the use of specially designed island 
covers. 

e Relocation of building. This is frequently 
necessary when additional land is bought. 

e Improvement of pump islands. A major ex- 
pense if the islands are relocated and new tanks, 
pumps and curb cuts installed. 

e Improvement of bays. Several majors have 
lengthened the lube bays in their basic station de- 
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signs two feet to accommodate today’s longer cars. 
Addition of bays is also a major expense. 

e Building additions. A key part of many 
modernizations is construction of more sales and 
storage room and the addition of a private office 
for the dealer. Bigger plate glass windows in the 
salesroom frequently help appearance—and sales, 


Minor improvements include these items: 


e Improved lighting. Perimeter, island and 
facade lighting are possibilities. A new develop- 
ment is an interior-lighted plastic face for the sta- 
tion front. (For the complete lighting story, see 
NPN—July, p. 97, and page 178 of this issue.) 

e New building skin. Porcelain enamel is the 
standby covering for stations, but plastic (see next 
column) could make inroads. 

e Interior remodeling. Rest rooms are a prime 
target. One company, troubled by a rash of 
scribbled obscenities on rest room walls, found that 
motorists seldom scribbled on wall paper. 

e Better merchandise display facilitics in the 
salesroom should also be a modernization aim. 

e New pumps. The advent of 48-in. pumps 
means new streamlining opportunities at the island. 
Pump globes, visigages and electrical circuits are 
disappearing. Widening of pump islands is a pos- 
sibility. Conoco and General Petroleum are experi- 
menting with 4-ft. instead of 30-in. islands. 

e New tanks. Transport storage is a must for 
economical operation. 

e New signs. Recent growth of plastic interior- 
lighted station signs is an aid to better merchandis- 
ing. Companies are also experimenting with re- 
volving signs and other types of motion. 

e Driveway improvements. Fully paved station 
yards are cleaner, easier to maintain. Vending ma- 
chines, shelters and TBA displays are ideally lo 
cated on the driveway. 


e Plumbing improvements. Includes air-condi- 
tioning in hot climates for rest rooms and office, 
hot water heaters for rest rooms and wash bays. 


e Equipment. Mostly on dealer account. Needs 
include remote grease storage, overhead remote 
equipment for transmission fluid, tire changers, re- 
pair equipment, brake equipment, and tuneup tools 


How to Finance Modernization 

Funds available for modernization have risen 
sharply in the last decade. They'll go even higher 
as good new station sites become still more scarce. 

One major has spent nearly $15-million on sta- 
tion modernization since the end of World War 
II. Another has laid out $2-million a year for the 
past five years. 

The value of planned improvement, rather than 
the cost, now seems to be the yardstick. 

One company had a long-standing rule against 
paying rents higher than $750 per month per sta- 


(Continued on page 88) 
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STATIONS 


New Ideas in 
Station Modernization 


@ A PLEXIGLAS SKIN makes this’ 10-year-old 
Houston station a marketing pionee 


It’s the first all-Plexiglas-wall service station in the 
U.S., says Mual Industries, Inc., the fabricators 

Plexiglas, a translucent plastic, has been widely 
used in oil marketing for interior-lighted signs, pump 
globes, lighting fixtures and letters. Atlantic Refining 
has one station with an interior-lighted plexiglas face 
(NPN—Mar °57, plO1). But up to now, no one has 
successfully used it as a building covering 

The plastic skin, called Lumi-Face, was developed 
jointly by Mual, Rohm & Haas and Dryden Rubber 
Division of Sheller Mfg. Co. Mual says the entire 
installation cost $3,000, including $600 for the special 
Texaco-type canopy 

Plexiglas coverings, says J. W. Allen, Mual presi 
dent, can be put on stations for $150 less than an 
equivalent porcelain enamel skin. Plexiglas has these 
other advantages, too, Allen says 

e Greater flexibility 

e Less chipping and marring 

e Better reflection 

e Easier construction 

Lumi-Face can be put on by carpenters with no 
special training. Its shipped to the site in oversized 
sheets and can be cut with an ordinary power saw 
Costly engineering drawings are avoided. The entire 
construction on the station skin took a two-man crew 
one week 

Allen is ready to start another Lumi-Face installa 
tion. This one will have lights embedded in the wall 
Ihe entire station will glow at night. He expects to 
complete the job by the end of the year 


In addition, Allen is negotiating a contract for 500 
Lumi-Face stations with a major oil company. Other 
Southwest marketers are eyeing the installation. A 
marketing engineer says, “If Allen can come up with 
a lighted skin that’s cheap and won't create mainte 


nance problems, he'll have something 


Ihe Houston station is pris itely owned. Texaco ha 
not yet adopted the idea. But Allen is 
nationwide dealer network. Hi 
metal building that will use 


angling for a 

developing a prefab 
Lumi-Face walls and 
canopy. He hopes this “economy building” will catch 


on trom coast to coast 











(Begins on page 84) 

tion. Recently, it took over an upgraded outlet at 
$1,500 per month. The station does over 90,000 
gal. a month on which the company collects 2¢ per 
gal. rental from its dealer. That’s $1,800—a gross 
profit of $300 on rent alone. 

Many companies budget modernization as a cap- 
ital expense, but exceptions are numerous. 

One company, short on capital funds, budgets 
even major improvements as “current expense.” 
“You can build a station around a doorknob, if 
you know how,” says an official. 

Another company is cutting down the number 
of company-owned stations and increasing the num- 
ber of third-party lease stations. As part of its 
plan, the company is offering multi-station leases 
in selected cities to outside investors. 

One major has set up a $30-million “revolving 
marketing fund.” Its purpose is to lend money to 
third-party owners for development and improve- 


New Ideas in 
Station Modernization 


@ LOW COST and high visibility are twin features 
of this bright-colored plastic sunbonnet designed for 
a group of Georgia retail outlets. 

The designers, Bull & Kenney of Atlanta, say it’s a 
natural for low-cost modernization (a rough estimate 
puts material costs at $1,200-$1,500). It can be seen 
at long distances and doubles as a modified island 
canopy and a huge brand mark. 

The sunbonnet stretches over pump islands on a 
tubular steel frame, anchored to concrete buttresses 
The plastic is supported by a net of airplane cable. 

As the motorist approaches the station, the bonnet 
seems to change shape—an additional attention-getter. 
It’s reportedly fire-proof and able to withstand near- 
tornado winds. 


The design is standardized. It can be produced in 


company shops and transported to the site. The only 


field work is laying the concrete buttresses. 

Dimensions are 48 ft. from tip to tip and 43 ft. 
between buttresses. The bonnet is 20 ft. high at the 
tips and 14 ft. at the center 








ment of stations. Currently, officials are consider- 
ing increasing the revolving fund. 

Jobbers increasingly hold the key to moderniza- 
tion of stations. 

Many suppliers are trying, as one puts it, “to 
modernize on someone else’s money.” The growth 
of third-party leases and reduction in the number 
of company-owned stations is a symptom. 

In most cases, jobbers stand to benefit most 
from this shift. They’re in a good position to know 
where and when to modernize because they’re 
close to local competitive situations. Better jobber 
stations would raise marketing standards across the 
board. One simple example: transport storage at 
jobber stations would significantly reduce costs of 
jobber distribution. 

But Jobbers are hard-pressed for capital to 
modernize. New ways to help them must be found. 

It’s common practice for supplying companies 
to offer long leases on modernized stations. Armed 
with a twenty-year agreement, most jobbers can 
get a substantial improvement loan from a local 
bank. 

Another device used is to so-called “second- 
party lease.” The jobber-owner leases his station 
to his supplier for a fixed amount. The supplier 
in turn re-leases the station to the jobber for the 
same amount. The jobber then can use the sup- 
plier’s lease as a guarantee for a bank loan. 

Most companies also offer technical assistance 

engineering and architectural advice—to jobbers 
planning improvements. This cuts the jobber’s out- 
lay and also guarantees uniformity of station de- 
sign to the supplier. 

Jobbers say that even long leases and technical 
assistance aren’t enough. 

A Midwest jobber spokesman argues that lease 
guarantees are okay for one or two modernization 
jobs, but they break down when improvements are 
planned for a chain of jobber-owned outlets. Banks 
just won't lend that much money, no matter how 
strong the guarantees. 

Moreover, he says, jobbers can’t possibly obtain 
loans for both modernization and new station build- 
ing. In practical terms, jobbers make a choice be- 
tween the two and suffer either way. 

The solution, says an association official, is for 
suppliers to treat jobbers’ stations as their own. 
own. 

Suppliers should survey individual jobbers, he 
says, to find out what the actual modernization 
needs are. They should then arrange a line of 
credit for the jobber—perhaps through large cen- 
tral institutions like insurance companies. Such 
loans would be negotiated and guaranteed by the 
supplying companies. 

This plan, says the official, would benefit large 
numbers of jobbers and still let the company keep 
large amounts of capital “at work” in exploration 
and production of crude. And it would give a 
stability and uniformity to jobber financing that 
local banks can’t possibly offer. 
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How to Figure Prefab Payout 


bd STATIONS 





but less to operate 





@All-steel porcelain enamel stations generally cost more to buy 


®Here’s how you can figure out how long it takes for prefab to 
pay for itself out of maintenance savings 





THERE ARE PLACES where it costs no more 
to put up an all-steel prefab station, with porcelain 
enamel finish inside and out, than it does to build 
one of the better grade masonry stations. More 
often, though, the prefab price runs higher. As a 
result prefabs are often bought solely for their 
better appearance. 

Lately oil marketers are showing more interest 
in prefabs for a different reason—the maintenance- 
free features of all-steel porcelain enamel. 

How maintenance savings build up year by year 
is shown in a table prepared by Chicago Vitreous 
Corp., a prefab manufacturer. If you take a case 
where it costs $2,000 extra to build an all-steel 
porcelain station, and capital investment is to be 
spread over a 20-year period, the extra $2,000 
causes an added depreciation charge of $100 a 
year. Out of this there’s a real but hidden saving 
of $52 a year equal to the 52% tax that would 
otherwise be paid on the $100 as corporate income. 

The maintenance cost on a_ well-maintained 
masonry building probably will run at least $400 
a year more than on a prefab. But this expense 
is entirely tax deductible; so you figure that if you 
hadn't spent the $400 on maintenance, you would 
have had to pay 52% (or $208) of it in tax on 
income. Thus the true extra cost is $208 less than 
$400, or $192. 

This means that each year a painted masonry 
station costs $192 more to maintain than an all- 
steel porcelain station. At the same time the prefab 
earns a $52-a-year depreciation credit. To find the 
break-even point, you make a comparison by 
deducting $52 each year from the $2,000 invest- 
ment. Simultaneously you add $192 each year 
to the total maintenance savings. When the two 
figures are equal, the investment has paid out, as 
shown in this table: 


Depre- Extra Depre- Extra 
ciation Mainte- ciation Mainte- 
Year Saving nance Year Saving nance 
First $1,948 $192 Fifth 1,740 960 
. Sixth 1,688 1,152 
Second 1,896 384 Seventh 1,636 1,344 
Third 1,844 576 Fighth 1,584 1,536 


Fourth 1,792 768 Ninth 1,532 1,728 


In the eighth year one set of totals equals the 
other. Thereafter the low-maintenance station con- 
tinues to pile up maintenance savings of $192 a 
year plus $52 a year depreciation credit, total 


October, 1958 * NATIONAL PETROLEUM NEWS 


$244, or a 12.2% a year return on the $2,000 
investment for the balance of station life. 

The payout calculations take no account of the 
added pulling power of the all-porcelain station. 
It has a clean, attractive appearance that helps 
build volume and attract better dealers. There’s 
a good chance, too, that the all-porcelain job will 
have a useful economic life beyond that of its 
masonry counterpart. 

For other typical cost differences, depreciation 
periods and maintenance savings, the payout is 
shown in these tables: 


15-Year Depreciation 
Break-even point and annual rate 
of return on investment of: 
$1,000 $2,000 $3,000 


$200 7.65 yrs. 12.10 yrs. 15.00 yrs 
13.07 % ¢ 8.27 % 6.67 % 


Annual maintenance 
savings of: 


$400 4.41 yrs 10.14 yrs 
22.67 % % 987% 
$600 3.10 vrs 5.60 yrs 7.65 yrs 


32.27 % 17.87 % 13.07 % 


$800 2.39 yrs 4.41 yrs 6.15 yrs 
41.87 % 22.67 % 16.27 ¢ 


20-Year Depreciation 


Break-even point and annual rate 
of return on investment of: 


$1,000 $2,000 $3,000 


$200 8.20 yrs 13.51 yrs 17.24 yrs 
12.20 % 1.40 % 5.80 ¢ 


Annual maintenance 
savings of: 


$400 4.59 yrs 8.20 yrs 11.11 yrs 
21.80 % 12.20 % 9 00 ¢ 
$600 3.18 yrs 5.88 yrs 8.20 yrs 


31.40 % 17.00 % 12.20 ¢ 


$800 2.44 yrs 4.59 yrs 6.49 y1 
41.00 % 21.80 ¢ 15.40 


30-Year Depreciation 


Break-even point and annual rate 
of return on investment of: 


$1,000 $2,000 $3,000 


$200 8.82 yrs. 15.31 yrs. 20.27 yt 
11.33 ' 6.53! 1.93 


Annual maintenance 
savings of: 


$400 Rk yrs RR? yrs 17.30 ve 
11.33 ¢ | 


$600 328 v1 6.20 vrs. 882 ve 
16.13 % 


$800 y 4.78 yrs 
20.93 % 





| 


Planning Combination Bulk Plant-Service Stations? 


Red Jacket “OVE “FLO ™ rerrorson* 


will give you Big Savings 


Five Models with Capacities to 260 GPM... 


When you combine the economies and 
operating advantages of underground bulk 
storage with the low installation and main- 
tenance costs of Red Jacket ‘‘BIG-FLO” 
Submersible Petroleum Pumps, you can 
count on big overall savings. Five models of 
these efficient pumps are engineered for bulk 
petroleum handling. Available in sizes from 
one to five horsepower with capacities to 
260 gallons per minute, total heads to 110 
feet—and all models are listed by Under- 
writers’ Laboratories, Inc. 

Red Jacket ‘“BIG-FLO” Submersible Pe- 
troleum Pumps cut installation costs since 
they eliminate such equipment as foot or 
check valves, suction piping and fittings to 


bottom of tank, gate valve on pump dis- 
charge, and concrete base for pump and 
motor. They save maintenance costs since 
they are lubricated by the petroleum prod- 
uct pumped, and direct drive eliminates wear 
on drive connection parts. These advantages, 
together with out-of-the-way and out-of-the- 
weather location, lack of vibration and vapor 
lock, make them virtually trouble-free. 


These pumps include the advanced engi- 
neering features of Red Jacket ‘‘ Extracta” 
pumps which pioneered extractible submer- 
sible remote pumps for service stations. For 
complete information about Red Jacket 
““BIG-FLO” Pumps, contact your nearest 
representative or write us direct. 


R. M. “Mac"’ Crowder, 5719 W. Hanover St., Dallas, Texas * Henry D. Fairlie, 76 Beaver St., New York 5, New York « 


R. L. Faubion, $r., 2525 S. W. Blvd., Kansas City, Missouri « Joe R. Mooney, 3162 Chartres St., New Orleans 17, La. 


« E. P. “Ted” Mueller, 784 Jersey St., Denver 20, Colorado « R. E. Sanderson, 222 11th St., San Francisco 3, Calif. » (oe. \ 
A. R. Sedgebeer & G. W. Mullin, 2711 So. Hill St., Los Angeles, Calif. « A. L. Sobey, 624 So. Michigan Ave., Chicago 5, pumping 

lilinois ® Lee Vaughn, 3111 N. 34th Place, Phoenix, Ariz. « C. E. ‘Red’ Weaver, 4223 Cincinnati-Brookville Road, equipment / 
Hamilton, Ohio » John F. Young, 6800 Kelly St., Pittsburgh 8, Pa. « E. “‘Al’’ Zahl, 1516 So. Sth St., Minneapolis, Minn. , 4 


RED JACKET Manufacturing Company 


_ , , PETROLEUM EQUIPMENT DIVISION © Box 270, Davenport, lowa,,...,..65565 
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How and When to Modernize 


Your Storage Facilities 


BULK PLANTS 


AND TERMINALS 


Storage doesn't age by years: it grows old 


as volume rises, as market areas expand, as competitors 


PLAN’S9S 


modernize, and as new money-saving methods come along. 


Here's how to check up on your own facilities 


yo EQUIPMENT may be getting “old” even 

if it’s relatively new. And if so, chances are you 
aren't making the profits you should be. Ask your- 
self these questions and see if you’re missing some 
bets: 

Are you power loading? Gravity loading takes time 
flow rate depends on head in the tank and tank 
height. Major-company specialists say you’re lucky 
to get close to 100 gpm some of the time. Power 
loading can put your plant in the 500-gpm class 
and higher. Majors now load at 800-1,200 gpm 
to cut costs, and rates may go even higher. 


Are you loading as fast as you should be? Your present 
speeds can be upped by bigger capacity pumps, 
larger diameter pipes, larger capacity meters. At 
100 gpm, it takes 30 minutes to load a 3,000-gal 
truck, plus time to make ground connections, open 
hatches, pick up tickets, pull down the loading arm, 
get proper loading papers. Move to 200 gpm and 
you save 15 minutes; to 500 gpm and you save 
24 minutes. 


ee you still splash loading? If you are, you are wasting 
product through evaporation, creating a_ safety 
hazard. Change to submerged or deep-loading arms 
Saves loading time because there’s no foaming 
you don’t take time to “top off.” If you handle 
only one product, bottom loading may be for you 
(NPN—Appril, p 112) 

are you using remote-controlled meters? Here, too, you 
can cut loading time. The loader can do part of 


the driver’s work by getting the meter set and the 
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ticket ready while the driver goes to the rack. You 
cut product loss this way because your loader can 
control all loading operations. He can shut off flow 


in an emergency, so you get safety as well 


Are you using a public address system? [t's no longe! 

® necessary to have drivers walk into the office to 
find out what they're picking up and what spout 
to use. With a PA system, you can guide them to 
the right spot 


Are you using pneumatic tubes? With this and PA, you 
can make sure the driver stays with his truck. All 
questions can be answered over the PA; all paper 
can be delivered by the tubes 


Are you using the right rack layout? Many majors favor 

® island racks for terminals. Your loader, working 
from a dog house, can supervise all loading work 
without leaving the rack. Race track starting gat 
type racks fit well into plants where loading ts done 
by your own drivers 

How is your yard laid out? It should be a drive-through 
or drive-around yard. One major prefers drive 
arounds for square plots and drive-throughs fot 
long, narrow plots. Your layout should avoid bach 
and-turn bottleneck 


Are you using high-pressure steam on heavy-oil lines? 
Convert to low pressure and cut down overhead 
If you’re using steam pumps vitch to electri 
pumps to save more money 


(Continued on next page) 





(Begins on page 91!) 


Are you using electronic grounding? With remote-con- 
trolled loading, your loader needs positive proof 
that the ground has been hooked up before he 
starts the pumps. Electronic grounding will give him 
a signal by an electric light. He may not always be 
able to see a cable and clamp attached because of 
distance to the rack or position of trucks, 


Do you have enough tankage? A single barge or tanker 
terminal, some majors say, should have enough 
storage to take full delivery of the largest barge or 
tanker to tie up to the dock. If you’re going to 
build a new terminal, remember that barges and 
tankers will be much bigger in five or ten years. 
Other majors feel barge-tanker delivery split among 
two or more terminals is cheaper than building 
storage at each point to accept full deliveries. 

Pipeline terminal storage capacity can be gaged 
on the frequency of tenders. Bulk plant capacity 
depends on throughput, frequency and size of de- 
liveries. Generally, in cold-weather areas capacity 
will be greater because deliveries may be slowed by 
bad driving conditions. If you have too much 
tankage, it’s cost you money in inventory, evapora- 
tion losses, additives. “Every tank you put up,” 
says a major, “boosts your inventory by 50% of 
the tank’s capacity.” 


STORAGE CHECKLIST 


Your plant is ready for tomorrow's competition if 
it has these features (details start on page 91): 


] Power loading at 500 gpm or more. 

| Submerged or deep-loading arms and/or 
bottom loading. 
Remote-controlled meters. 
PA system for plant traffic control. 

| Pneumatic tubes for communication. 
Drive-through or drive-around yard layout. 
Low-pressure steam and electric pumps on 
heavy oil lines. 
Electronic grounding at loading areas. 
Enough tankage to take bigger deliveries 
in the future. 


High-efficiency evaporation control. 
Automatic tank gaging. 


Filters and lines to curb contamination. 
Extra land for future tankage. 


A long, low warehouse with | sq. ft. for 
every |2 gal. of stored product. 
Palletization if lube oil volume exceeds 
100,000 gal. a year. 


Are you controlling evaporation? Majors generally use 

@ lifter or floating roofs in all but heavy snow areas; 
there they use vapor domes. If you have small- 
diameter tanks, plastic blankets (NPN—Aug, p104) 
may fit your needs. 

Tanks can be painted pastel colors (a light color 
on the upper two thirds, a darker hue on the lower 
one third) to lower the temperature of the vapor 
space in the tank. 


Are you using automatic remote or ground-reading 

® gages? The trend is away from sticking the tank 
daily; it takes too much time, and opening gage 
hatches loses product by evaporation. 


Are you controlling product contamination? You can 
do it by extending input and output lines toward 
the center of the tank and then pointing the ends 
of the lines upward. With high-velocity pumping 
speeds, there’s less chance turning up the tank 
bottom this way. Some have more than one outlet 
on input lines. Color coding of lines and valves 
helps, too. 


Are you using swinging arms inside of tanks? It’s 
another way of assuring product quality. Product 
taken off near the top of the liquid level doesn’t 
churn up the bottom. One major is testing floating 
swinging arms to eliminate time spent in adjusting 
the arms to the liquid level. 


Are you using filters? They help in removing foreign 
® matter from your products. 


Do you have enough land for your plant? Majors say a 
good rule of thumb is to buy at least 50% more 
land than you have immediate use for. Buy more if 
the price is right. This extra 50% can more than 
double your present capacity because it will all be 
for tanks. 


Is your warehouse big enough? One major says a good 
rule to follow is to allow 1 sq. ft. for every 12 gal. 
of stored product. It’s cheaper to build a low, long 
warehouse than a high, short one. 


Are you looking ahead to pallets? A major says pallets 
pay out when lube oil volume hits 100,000 gal. a 
year. In planning ahead consider floor-ceiling mini- 
mum clearances: at least 12 ft. for small ware- 
houses, 14-16 ft. for bigger ones. You can stack 
goods three or four tiers high, but four-tiers, says 
one company, can make checking inventory diffi- 
cult, can cost time getting goods up and down, can 
force open packaged goods in lower tiers because 
of extra weight. And you need a larger capacity 
(at least 4,000 Ib.) fork-lift truck for four tiers. 
Consider reinforcing the floor to carry the extra 
weight of goods in tiers. You don’t need a base- 
ment in a warehouse, so build it on fill. 


Are you putting off replacements or improvements be- 
@ cause you are planning to build a new plant at some 


future date? Don’t, says a major; it’s false economy. 
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PLANT MODERNIZATION: FIVE CASE STUDIES 


BULK PLANTS 


AND TERMINALS 


f 


PLan’SO 


Redesigning a Yard for More Efficiency 


SPEED IS A MUST at any wholesale oil terminal. 
The quicker a truck moves through the yard, the 
more business the terminal can handle—increasing 
throughput and profit. 

On this premise, Metropolitan Petroleum Corp. 
streamlined loading operations at its East River, 
Bronx, N.Y., terminal. The yard was moved three 
blocks from where it had stood since the terminal 
opened in 1939, and laid out for increased traffic 
efficiency. Loading speeds were also increased. 


BEFORE: The terminal—one of 20 Metropolitan 
plants in the Greater New York area—started 
out with a centrally located four-bay rack. As 
business grew, more bays were needed and were 
put wherever there was room. Some space in the 
yard was taken up by buildings. Eventually 19 
bays were scattered around the yard and 10 more 
were across the street. Drivers and plant personnel 
frequently had to go from office to trucks to ac- 
counting department in order to check records, 
write tickets or sign receipts. A formal traffic pat- 
tern was out of the question. Loading speeds were 
about 300 gpm. 


AFTER: In an uncluttered 400x130-ft. area, Met- 
ropolitan put up a 28-bay loading rack designed 
for a straight-through traffic pattern. Twelve bays 
load No. 2 and No. 4; the rest load bunker. Load- 
ing rate for bunker is 500 gpm; for other grades, 
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600 gpm. The yard is adjacent to Metropolitan’s 
13-million-gal. storage capacity. 

A. glass-walled dispatcher’s office at one side 
of the yard is the nerve center that controls all 
loading and metering. Dispatchers can see the en- 
tire rack, and can open or close valves at No. 2 
and No. 4 bays by printing in or printing out tickets 
in registers for those bays. Bays for bunker are 
on an unmetered control valve setup. 

Changing to remote metering was simple. Metro- 
politan adapted its 3-in. Neptune meters from the 
old yard by replacing the registers with new Nep- 
tune remote-control registers. 


PAYOUT: Redesigning the yard produced these 
improvements in operation: 

e@ Trucks pulling into the terminal can get back 
on the road in about half the time required at the 
old plant. 

e@ Tie-ups are eliminated. Drivers stop loaded 
trucks at the dispatching office, sign receipts and 
get on their routes. 

e@ Pumping efficiency is improved. Because the 
yard is closer to storage, pipe runs are shortet 
cutting down pipe friction 


Next case study ip 





CASE STUDY 2 





Starting From Scratch on a New Site 


AFTER 30 YEARS at the same stand, Humble 
Oil & Refining’s Western Division supply terminal 
outgrew the original plant. It was too cramped for 
its multiple functions (bulk plant for the Abilene 
district, district office, division TBA and supply 
terminal) and couldn’t give fast TBA service. 


BEFORE: Started as a typical agent-operated bulk 
station, the old plant evolved into a terminal, and 
division and district were set up there. From 1938 
to 1958, sales and deliveries increased 1,500%. 

Terminal and warehouse offered 4,456 sq.ft. for 
storage and office space. Buildings added later had 
combined area of 3,000 sq.ft. Storage was in two 
warehouses about a mile apart. Trucks had to 
move at least three times in loading TBA. 


AFTER: New terminal stands on larger tract (5.92 
acres vs. littke more than acre before). New ware- 
house offers 14,400 sq.ft. of storage space, 4,600 
sq.ft. of office space. 

Ferminal space is designed for the future. Ex- 
ample: one large office can be divided into three 
separate offices if desired. Walls are removable to 
permit enlargement of smaller offices. 

PAYOUT: Expansion in facilities has produced 
these improvements in operations 

e Non-productive van truck loading time cut 
50%. Trucks back up to loading dock and take 
on all TBA cargo from a single warehouse. 


e Division TBA sales up 17% over same period 


last year (through August 1)—although operations 
at new terminal did not begin until April, 1958. 

e Dealers get fast TBA service. Mail arriving 
about 8 a.m. is processed by noon and is in ship- 
ping department hands by afternoon. Orders are 
made up in same afternoon and 95% of shipments 
are received by dealers next morning. Far western 
New Mexico shipments take one more day, since 
truck interchange is involved, and some isolated 
cases also require more time. (Entire division— 
65% of Humble’s market area—comprises 106 
Pexas counties and New Mexico, slightly larger 
than California and Oregon combined.) 


e Gasoline truck loading time cut one hour per 
truck per day, because terminal is closer to storage 
tanks. (Terminal loads gasoline for Abilene and 
Abilene district, comprising 33 counties. ) 

e Pallets and fork truck store 120 tires in same 
space where old warehouse stored 40. 

e Concrete flooring stores 12 barrels of motor 
oil in same space where old warehouse, with 
wooden flooring, stored four. (Wooden floor also 
precluded truck; all loading was by hand.) 


e Terminal includes large conference room, 
seating 100. Sales personnel can meet in division, 
district or local meetings to discuss new programs 
or policy changes. Humble gains extra public 
relations payout by making conference room avail- 
able to civic groups. 
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CASE STUDY 3 


BULK PLANTS 


AND TERMINALS 


PLan’S9O 


Speeding Up Loading at a Small Bulk Plant 


IT COST $5,000 to switch the Joy Oil Co. bulk 
plant from gravity to power loading, but jobber 
Harold R. McCusker figures he'll get his money 
back within five years. Says McCusker, who has a 
California Oil Co. gasoline and heating oil jobber- 
ship in Plainfield, N.J.: “Now we can match some 
of our competitors—and we expect to attract more 
wholesale business.” 


BEFORE: With gravity loading at about 60 gpm, it 
took 30 minutes to load a 1,750-gal. delivery truck. 
It took 42 minutes to load Joy Oijl’s 2,500-gal 
truck, and there were times when Joy’s trucks had 
to wait for a wholesale account to move out from 
under the fill. Delays were as long as 20 minutes 


AFTER: Loading has been powerized as part of an 
$11,000 modernization project, which also  in- 
volved adding two 30,000-gal. tanks to existing 
heating oil storage of 20,000 gal. Loading rate is 
now 385 gpm. 

McCusker made the switch by tapping the bot- 
tom of his 20,000-gal. tank with a 3-in. line and 
ran the line 15 ft. to join lines coming from the 
new storage. He then put it through an Ingersoll- 
Rand 3 RVS-10 pump rated at 400 gpm and pow 
ered by a 10-hp Westinghouse ABFC motor. The 
line was then extended about 75 ft. to a new load- 
ing rack. 

The rack has a Brodie D-3 strainer, Brodie 
B 72-D meter with ticket-printing head, and a No 
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682 Wheaton Brass 
power control is a Russell & Stoll switch 
The 


ol powel 


loading assembly. On-and-ofl 
gravity-flow fill pipe ts in 
failure. Kerosine is still 
because demand doesn't justify power 


reserve Im Cas 


gravity loaded 


PAYOUT: Joy Oll 
eal ol No 2. oil 
faster than betore 


million 
times 
Phat means these improvements 


will load more than a 


this season, at a rate six 


in operation 


take ‘ 


delivery 


about five load a 
truck, a 


Based on the $2.25 per 


e It now 
1.750-gal 


minutes to 
25-minute saving 
hour that Joy Oil pay 
drivers, the company saves at least 93¢ per fill 

to load a 
That 


takes about 


delivery truck, a 


e It now 
2. SO0-gal 


even minute 
35-minute saving 
figures out to $1.31 saved per fill 

been cut to a 


into the rack 1s 


e Waiting time at the fill has 
minimum. A second line running 
presently blanked off, but a 
added at any time 


econd arm can be 


Next modernization project for Joy Oil, probably 
at Lehigh 
CGsravity 


next year: a gravity-to-power conversion 
Oil Co.. a Cranford, N.J., 


flow at Lehigh is about SO gpm now 


subsidiary 


Next case study 


> 





CASE STUDY 4 





Lake Superior 


MINNESOTA 
MICHIGAN 


WISCONSIN 








BEFORE | AFTER 


MINNESOTA 


Lake Michigan 








Lake Superior 


MICHIGAN 


WISCONSIN 


Merrill Antigo 
ve, 


pr —— 
} 
Eau Claire 9% ily, 


Amherst 


Lake Michigan 








Building a New Plant to Cut Hauling Costs 


TO CORRECT an inefficient supply pattern, Mid- 
land Cooperatives modernized by building a pipe- 
line terminal. It went on stream at Cadott, Wis., in 
May. Officials of the Minneapolis cooperative 
figure it will cut 40% off the cost of serving the 
20 Midland bulk plants in central Wisconsin. 


BEFORE: Midland served its central Wisconsin 
market from several sources (see map). These pick- 
up points involved one-way hauls of anywhere 
from 93 to 200 miles. 

Complicating factors were winter highway con- 
ditions and cold-weather product scarcity at water 
terminals in Winona and Two Rivers. 


AFTER: The Cadott terminal cuts out all in-hauling 
from points outside the limits of the market area. 
For the first time, Midland has its own storage 
there: capacity is 40,000 bbl. for No. 1, 40,000 
bbl. for No. 2, 40,000 bbl. for regular gasoline, 
25,000 bbl. for premium, 2,500 bbl. for diesel. 

Storage is tied into the new Great Lakes Pipe- 
line terminal nearby through two 8-in. input lines 
for gasoline and distillates. 

Gasoline storage has floating roofs, distillate 
storage has cone roofs. Output lines extend to tank 
centers and each tank has four drains. All have 
Vareck ground-reading gages. 

Output lines are 8-in. between tanks and man- 
ifold, 6-in. to the rack, then 4-in. through A, O. 


Smith meters with ticket-printing heads and 4-in. 
Wheaton Brass 690 loading assemblies with sliding 
tubes. All valves are Walworth products. 

Loading is controlled from a shack in an island 
loading rack. Two trucks can load at once, pull- 
ing any of five products from arms on one side 
and any of four (not diesel) from the other side. 
Loading speeds are 500 gpm. Deming 4011 pumps 
at the tanks are powered by 20-hp GE motors. 

A 2,500-bbl. interface tank has its own Deming 
pump and GE motor that circulates interface ma- 
terial into gasoline storage in small quantities. 
\gitators in the tanks mix the components. 

The office-warehouse is a Butler steel frame 
building with brick facing. It has lab space to 
check pipeline receipts. Warehouse is 24x36-ft. 
PAYOUT: The new terminal has produced these 
operating improvements: 

e A transportation saving of .007¢ per gal. 

e No more supply problems. 

e More local sales representation. Midland can 
push brand acceptance because the terminal con- 
nects with Midland refineries. Product was former- 
ly bought on specification or exchanged. 

e Faster service to bulk plants because of short- 
er hauls and availability of supply. 

e A ten-year throughput deal with a Minne- 
apolis-area refinery. 
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BULK PLANTS 
AND TERMINALS 


PLan’SO 


Rebuilding a Plant for Growing Markets 


AN EYE TO THE FUTURE accounts for the 
radical lines of Shell Brazil Ltd.’s Ipiranga Depot 
loading station, outside Sao Paulo, Brazil. Com- 
pleted last spring at a cost of about $67,500, the 
plant accents future flexibility. Shell estimates 
industrial Sao Paulo’s growth potential as 8% 
a year and wants to be ready for it. 


BEFORE: Ipiranga Depot is one of the term- 
inal points of the pipeline system connecting the 
main Sao Paulo refinery and the city of Sao Paulo. 
The previous loading installation was convention- 
ally designed. It had become obsolete because of 
aging equipment, excessive number of employes 
required, and inability to handle peaks of 400 
trucks per day. 


AFTER: The new octagonal loading rack—be- 
lieved to be the only one of its kind—is designed 
to meet present-day efficiency standards while leav- 
ing plenty of room for future changes. 

The octagonal shape was chosen for three rea- 
sons: (1) to condense as many bays as possible into 
the smallest convenient area; (2) avoid crossing 
traffic at any point; (3) to keep all filling facilities 
as close as possible to the dispatcher’s office, 
located at the hub of the layout. 

The rack has 20 bays, 10 for light oils and 10 
for heavy oils. Traffic enters from the outside and 
moves counter-clockwise. Up to four trucks can 
be filled with any one product at the same time 
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The rack proper consists of a series of overhead 
pipelines for each of 22 products. Branch lines 
run to two filling arms at each island. Piping is 
covered by an octagonal reinforced concrete shel 
ter, double-cantilever type, with a single row of 
supporting columns. 

Lines are 8-in., 6-in., and 3-in. Products now 
liandled include all grades of gasoline, diesel, 
No. 1, No. 2, some solvents and residual. Present 
loading rates are only 185 gpm. 

The 2,600-sq.-ft. dispatcher’s office is rectan- 
gular, with visibility in all directions. It’s divided 
into one section for light oils and one for heavy 
with a cashier and dispatcher for each 


PAYOUT: The new rack design has produced thes: 
Operating improvements 

@ Tic-ups are eliminated. The plant is now 
loading 800,000 gal. a day without difficulty and 
with fewer employes than the installation had 

@ No space is wasted. Up to 500 trucks can be 
handled in a normal eight-hour shift—in an area 
of about two and a half acres. 

e The setup is flexible. Overhead lines are 
easily accessible and flanged joints have been used 
on a large scale to permit modification. Up to 
24 different products can be loaded if necessary 
An automatic blending valve for alcohol and gaso 
line mixture is installed and may be used in the 
future a 
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Pepsi-Cola matches your station colors 
with custom-colored vending machines 


Your own distinctive station colors are one of yout 
greatest assets —and now you can have them dupli 
cated in a custom-colored Pepsi-Cola drink dis 
penser. You benefit because complete harmony of 
color throughout your station means quicker, easier 
recognition by motorists. And because the Pepsi-Cola 
vending machine is of modern, streamlined design 
it makes a smart up-to-date impression that builds 
maximum impulse sales. Contact your local 


National Accounts and Syrup Sales Dept., Pepsi-Cola 


Pepsi-Cola bottler—he will help you take advan- 
tage of this opportunity to maintain a uniform color 


scheme and bring in e 


xtra profits. 


refreshment 


Company, 3 West 57th Street, New York 19, New York 
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How and When to Modernize 
Your Motor Fleet 


TRANSPORTATION 


The experts tell you to deliver as much as you can 
per hour and per mile. Make that your watchword in PLAN’SS 
modernizing your transportation facilities. The payout 


will come in a better operation with lower unit delivery cost 


RANSPORTATION SPECIALISTS agree On two 
“Rios ground rules for fleet modernization: 

e Replace motive power as soon as mainte- 
nance costs get too high or when it becomes 
obsolete. New highways can outdate your tractors, 
making higher road speeds possible without de- 
creasing safety of operation. 

e Replace tank trailers as soon as you can after 
your state raises its weight allowances. Trailers 
may become obsolete long before they actually 
wear out. 

When you modernize, always try to increase 
your payload and your delivery speed. This will 
result in lower unit delivery cost and higher profit. 

There’s considerable difference of opinion on 
how you accomplish these things. Here’s a roundup 
of how some fleets are doing it. 


Only improved operation justifies replacement. “Every- 
@ thing we do,” says one major, “is done to increase 
the gallons per hour delivery output.” 

“In a majority of cases, when we replace a unit, 
we add gallonage,” says another major. 

Getting down to motor power, one major says 
that you should replace a worn piece of equipment 
with one that has the latest accessories providing 
reliable operation, higher road speeds (to take 
advantage of new roads) and safer and more com- 
fortable operation to increase the morale and out- 
put of the driver. 

In selecting the motor power you want to use, 
make sure service is available in your area. Check 
on the dealer; look over the equipment he has, 
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the type of men he employs, and his parts supply 

If you are in doubt as to how your new motive 
power should be geared, follow the manufacturer's 
recommendations, says one major company fleet 
supervisor. “A dealer's recommendations on geat 
ing may be influenced by his desire to make a sak 
You may wind up with a machine that’s under 
powered and can only add up to high maintenance 


costs.” 


There’s one big idea in boosting payload: to cut down 
@® on the unloaded (tare) weight of your rig. In a 
few cases, you'll do it by eliminating parts, but 
most of the time you'll substitute lightweight mate 
rials. Here are some ways to trim truck tare 
Aluminum Tanks—* All our new gasoline truck 
have aluminum tanks,” says one major. Such 
standardization is not universal throughout the 
industry, however, as some majors say they sec 
no payout in aluminum trucks. A few majors ar 
still testing aluminum tanks to see how soon the 
extra investment in such tanks can be made to 
pay out 


“The only way to figure payout,” says one fleet 
supervisor, “Is to take the delivery cost per gal 
and multiply it by the gallons you can free haul 
in one year.” 

His company is using 6,700-gal. seven-compart 
ment or 7,500-gal. eight-compartment aluminum 
tanks on semitrailers, depending on the weight 
allowances of the states in which they operate 

With a 6,700-gal. aluminum tank, payload can 
be increased 400 gal., he says, but the extra invest 





Transportation 





{Begins on page 107) 

ment in aluminum tanks runs about $3,000 more 
than steel tanks. “So we're paying $7 per gal. 
premium to gain 400 more gal.,” he adds. 

This company figures payout on aluminum tanks 
at within two years. 

Another major, with “three or four” aluminum 
tanks spread across the country, figures it can get 
its $4,000 extra cost in 7,000-gal. aluminum tanks 
paid back in three years or less. 

“But we have to use them at least 5,000 hours 
a year or 90% of a 20-hour day,” the company 
says 

If you can't afford aluminum tanks right away, 
there’s another way to increase payload—jumbo- 
izing. One major took a 4,000-gal. single-axle 
semitrailer that was about seven years old, cut it 
in half, added enough steel to make it a 6,000-gal. 
tandem-axle job, increased piping diameter from 
22 in. to 4 in., and did it all at about one half 
the cost of a new unit. 

“We don’t anticipate the full life cycle from this 
unit,” says the company’s transportation expert, 
“but we do expect to get at least 65-70% of new 
tank life out of it at half the cost of a new semi- 
trailer.” 


Minimum Skirting—An easy way to gain pay- 


TRANSPORTATION CHECKLIST 


To find out how modern your motor fleet really is, ask 
yourself these questions (details start on page 99): 


[_] Is motive power maintenance cost too high? 


[_] Are your trailers up to state weight allow- 
ances? 


[-] Could aluminum tanks increase your pay- 
loads economically? 


[-] Could your present trucks be jumbo-ized? 

["] Has truck skirting been eliminated? 

[_] Are you using lightweight components in 
—, wheels, rims, brake drums, suspen- 
sions 


["] Can you cut down on semitrailer compart- 
ments? 


[-] Can piping be cut down or straightened? 
[-] Could metered deliveries be eliminated? 

[-] Can larger piping and hoses be installed? 
[-] Are you using tight-fills? Submerged fills? 


[-] Do trucks have power steering? Adjustable 
seats? Air-conditioned cabs? 


(-] Could you save by switching to diesel trac- 
tors? 


[-] Are you using multilubers? Air suspension? 


load at no extra outlay is to eliminate all truck 
skirting. This is being done more by for-hire 
carriers than by private carriers. Some majors 
use just enough fender to keep their tanks clean. 

Full skirting, they point out, not only costs 
money and cuts payload but requires extra main- 
tenance (painting and knocking out the dents), and 
makes it more difficult to check underneath the 
tank for possible leaks. 

Lightweight Components—Axles, wheels, rims, 
brake drums and suspension systems are a few 
components that can be made from lightweight 
materials. 

One major is using high tensile strength steel 
axles, aluminum brake drums, drive housing and 
rocker arms. 

Many of its new units use rubber suspension 
systems. And it’s testing air suspension on a 
tractor-trailer combination. 

Other majors are going for air suspension on 
either tractor or trailer but not on both. Another 
company says it’s been using air suspension on 
tractors for at least seven years with good results. 
Torsion-bar systems are also getting some use. 

Some majors are swinging to cast spoke wheels. 
Others are trying steel disc wheels instead of spoke 
wheels, claiming lighter weight and safer opera- 
tion. One steel disc wheel user keeps the wheel 
on the drum with 10 bolts instead of the conven- 
tional 8. “The wheel won’t loosen, won’t wobble, 
and the steel disc helps dissipate the heat. Wheels 
and brakes run cooler,” says an engineer. 

Forged aluminum wheels have also been tested; 
they seem on the way out at one company because 
of the high extra cost—at least a $2 per lb. 
premium. 

One major estimates that you can gain an extra 
150-lb. payload by using most of these lightweight 
components on your truck. 

You can pick up another 38-40 Ibs. per dual 
wheel if you use tubeless tires in place of tires and 
tubes. You eliminate the weight of the tube and 
the tubeless tire’s carcass is lighter. 

One major now standardizing on tubeless tires 
says it overcame a rash of rim cutting by inflating 
tires a few pounds over tire manufacturers’ recom- 
mendations. 

Another major says it’s using tubeless only up 
to the 9.00 size. “We'd like to go tubeless all the 
way up but we’re waiting for the tire industry 
to come up with a better tubeless tire in the larger 
sizes,” says the transportation manager. 

Fewer Compartments — With fewer compart- 
ments on a semitrailer, you need fewer bulkheads 
between the compartments. A few majors say they 
are running up to the National Fire Protection 
Assn. compartment limit of 1,250-gal. plus 10%. 

With fewer compartments you save weight in 
other places, too. You don’t need as much pipe or 
as many valves and fittings. 

One major has eliminated all piping from sepa- 
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Will the First Col 


Customers of Troch Fuels, Chicago, 
like the fast, efficient delivery 
~—_— provided by the Troch fleet 
of C bian Fueloaders. ' 
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AVAILABLE IMMEDIATELY FROM STOCK in Chicago, st. Louis 


and Kansas City 


FUELOADER 


FUEL OIL TRUCK TANK 
MASTER-CRAFTED BY 
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EVERYTHING 
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MORE PROFIT ON YOUR INVESTMENT 


Through volume production and tank-making know-how, 
Columbian gives you finer equipment on low investment. 
Master-Crafted Fueloaders are designed and tested to 
give you a higher return on your dollar through bigger 


FOR FAST 
AND EASY 
SERVICE 


is shown in this rear 
view. Complete with 
90 GPM pump. Piped 
to pump in or out 
through your hose 
reel. Compact meter 
has auto stop and 
ticket printer. 150 ft. 
of 14-inch hose. Re- 
mote controls to oper- 
ate clutch, throttle, 
rear power take-off. 


COLUMBIAN 3-Point Support 
Rides Better — Protects Tank 


Only Columbian has this safer-driving, better balanced, tank- 
saving feoture The tank rides on o single pivot at front, 
anchored at rear on each side. Load stays balanced and tank 
shell is protected from road shocks and twisting strains. 





ug 


CONVENTIONAL cradle 
mounted, strapped down 
tank must follow every 
twist of the chassis frame 


COLUMBIAN truck tank 
remains at an even keel 
on any kind of road. 


payload, longer life and lower operating costs. Here 

is fuel oil delivery equipment so sturdy and efficient, it 
will outlast several trucks. Two sizes: 1,800-gal., 

3 compartments — 800-600-400; 2,000-gal., 3 compartments 
— 800-600-600. 


MORE MODERN FEATURES PER DOLLAR 


Because stock model Fueloaders are mass-produced, 
you get more modern features for your money... like 
precision engineered full-length steel sills and front- 
drained flashing, deep-dished front and rear heads, smooth 
skin shell for unbroken lettering, and many others. 


MORE EFFICIENT IN SERVICE 
Fueloader’s modern design is performance proved to 
give you greater profits through increased efficiency, 
more stops per day — minutes saved at every stop. Rear 
platform mounting gives immediate and unobstructed 
access — from either side —to all servicing equipment, 
including electric drive hose reel and single-door meter 
cabinet with hose rollers on top. 
“First Come, First Served” PHONE OR WIRE 
ST. LOUIS: Neumayer Equipment Co., 5130 Berthold Ave 
CHICAGO: R. G. Smith Equipment Co., 1874 Busse Highway, 
Des Plaines, il 
KANSAS CITY: Columbian Steel Tank Co 
Columbian is also designing and delivering Master-Crafted 
custom-built units in 2,500 to 4,000-gallon capacities. 
For any Tank-Type equipment, call Columbian, your best 


source for tops in tanks. 


COLUMBIAN STEEL TANK CO. 
P.O. Box 4048-1 Kansas City 1, Mo 


STEEL, Master-crafted by Columbian... 
First for Lasting Strength 
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(Begins on page 107) 
rate compartments on one-third of its fleet. It uses 
a trough collection system instead. The trough runs 
under the tank and taps all compartments. Valves 
in the bottom of each compartment are operated 
hydraulically by the driver. The bottom of the 
trough is pitched to avoid product contamination. 
Ihe trough is U-shaped, with the bottom of the 
tank forming the fourth side to enclose the trough. 
Trough is sized for greater flow than 4-in. tubing. 


Faster unloading is a key phase of modernizing. With 


larger storage going into stations, the industry trend 
is to deliver product by gravity without metering, 
through larger and simpler truck piping or tubing 
systems, through larger hose, through tight connec- 
tions, through larger tank fillpipes and, in some 
cases, through submerged fills. 

“We figure that meters can cut flow by 20-25%,” 
says One major Operations man. Meters, he says, 
also add weight to the truck to cut down on 
payload. 

But meters are by no means out of the picture. 
“We still have to use meters where we have gov- 
ernment contracts,” 

Another company, which estimates that about 
one-third of its product is still metered, says the 
decision whether or not to use meters is left to the 
“Some stations don’t have the extra 
storage so in some divisions we'll have trucks with 


says One company 


divisions 


two outlets. One goes through the meter to deliver 
that take a full load; the other 
bypasses the meter and is used where the full load 
can be dropped,” the company explains. 


to stations can't 


Where meters are used, the trend ts to larger 
“We use 3-in meters now,” 
one transportation manager, “but we're going to 
4-in. meters on our new, large trucks.” 


SIZES. diameter Says 


Piping and tubing sizes are also growing. “We 
are standardizing on not less than 4-in.-diameter 
welded piping and getting rid of as many valves, 
elbows and fittings as we can,” says One major. 

Hose sizes are also going up. “Where we once 
and 2'2-in. hose, we are using 3-in. diam 
eter one company says. A few majors are 
using 4-in. hose, although others say drivers object 
to the weight. “We’re looking for lighter weights 
in larger diameter hose,” 


used 2- 


hose,” 


says one fleet manager. 

Some using 4-in. hose keep it permanently at- 
tached to the station tank, either stored in a_ pit 
or behind a fenced and locked area. This, they say, 
makes it easier for the driver to handle. 

Majors using 3-in. hose are running two lines 
from their trucks in areas where such an operation 
is legal. “We can deliver two products at once to 
increase unloading speeds and cut our time in the 
station almost in half,” they point out. 

Tight fills give you a further unloading boost 

When a tight-fill connection and a submerged 
fill are hooked together, you gain more gpm’s in 
unloading speed. “That’s because you add_ the 


diameter of the tank to the height of the static 
head,” one major explains. 

With a submerged fill—it’s like a deep-loading 
arm at the rack—the fillpipe extends into the tank 
to within about 4-6 in. of the tank bottom. Gen- 
erally, a 4-in.-diameter submerged fill is used with 
a 3-in. hose; a 6-in.-diameter submerged fill is used 
with 4-in. hose. 


Driver comfort must be improved, too. The object is 


‘8 


to boost morale and make driving easier so that 
drivers will make faster drops. 

Power steering is one way of doing it. “We go 
to power steering when front-axle loads get above 
12,000 Ib.,” says one major. Another company 
uses it when front-axle loads go over 8,500 Ib. 

Adjustable seats make the driver more com- 
fortable. These are not powered, as in passenger 
cars, but manually adjustable seats that cost as 
much as $100 more than standard equipment. “No 
one seat,” says a major, “will fit all types of men,” 
and each driver likes to adjust his seat several 
times during a run. 

Air conditioned cabs help too. One major says 
it’s using air conditioners for all company cars 
and long-haul trucks in the South. 


erating and maintenance costs must be sliced. To 


trim operating costs, majors are replacing gasoline- 
powered tractors with diesel equipment. 

Here’s how one fleet manager sums it up: “We 
find that on long-haul, high-mileage units that 
travel 75,000-100,000 miles a year, we are getting 
a good payout on motor fuel costs with diesel.” 

Majors report diesels have what it takes for 
sustained long-distance driving. One transportation 
supervisor says, “Some oil companies and jobbers 
will buy gasoline power because they want to save 
1,000 Ib. in weight, and then they wind up with 
a unit that won’t work properly, is underpowered, 
and is high in maintenance costs.” 

Majors are finding that multilubers are paying 
off. Some put such equipment solely on trailers. 
“Trailers tend to be overlooked in maintenance 
schedules, but with multilubers you can still work 
them without having to worry too much about 
greasing the fittings,” says one company. 

“We like multilubers on tractors,” says another 
major, “because we find it cuts downtime when 
a tractor is scheduled for maintenance work.” 

Air suspension is another way to cut truck main- 
tenance costs. “Air ride cuts the impact on the 
king-pin area,” says one major. “We don’t have 
to replace any leaves in the springs,” says another. 
“We find that air suspension increases tank life 
because it eliminates a lot of jouncing and jarring.” 

One major deep in aluminum tanks is saving 
money by not painting them. “We figure we'll save 
about $430 in paint alone over the life of the tanks 
by leaving them the way they are,” says the com- 
pany’s fleet supervisor. Savings go higher if you 
figure painters’ wages. & 
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K. many years Bennett has taken a conservative viewpoint in design changes. 


Xather than obsoleting equipment merely for the sake of obsolescence, 
we have followed a policy of continually improving our product with time-tested 
fundamentals of good design. This has established Bennett’s year-in and year-out 


reputation for lowest maintenance cost. 


The sales-building beauty. of the new 2000 Series is fresh in every way, 
yet it preserves the best of what Bennett has had in the past... the same 
traditionally fine features that have continually helped marketers with their 


ever-present struggle to reduce maintenance costs. 


This is a milestone in Bennett’s progress... yet it is only the beginning. 
Tho’ this new 2000 Series is specifically designed for tomorrow’s needs— today 
...it lends itself to further forward thinking that will continue to 


set Bennett apart as a standard for comparing all others. 
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PROFILE, for PROGRESS 


Bounetté- how 2000 Gories- 


MEETS TOMORROW'S NEEDS 











Dial face doors hinged for oo 
easy access. All housing =feae|= 
panels easily removable for 


refinishing. Cuts down main- PREMIUM 


tenance cost. 















With fluorescent lighted dial face gives 
instant readability from any angle. No 
special dial glass needed. Two brightly 
lighted, easily replaced ad panels avail- 
able with your company name and prod- 
[Tos am a¢-]4¢-1aal-10M-tol0h ammo) t-1¢-m 0] ge) ¢-10d-malel ey) 
ing and eliminates unsightly scratches. 


Inside and outside hose re- 
traction. Easily extends to 
13'6” and 14’ respectively. 
Recessed base provides toe- 
room and facilitates clean- 
ing of island. 











REGULAR PREMIUM 











+ 


A low 54” and 2414” wide; 
housing is the same for sin 
gle and twin models. 


Exclusive All-Metal Four Piston Meter 
No Cup Leathers — No Mechanical Valves 


Precision-fit, all-metal friction-free con 
struction virtually eliminates mainte 
nance. Modern motor fuels with then 
additives and high aromatic content 
present no problem for the Bennett 
proof” meter It’s as simple as tni 
Bennett All-Metal Meter can har 

motor fuel that 


in today’s moto 


JOHN WooD COMPANY . Bennett Pump Nae + iticscon:siieniiin 


IN CANADA: JOHN Woop ComPANYy LIMITED «© Toronto * Montreal * Winnipeg * Van 








IN CANADA: JOHN VY¥OOD COMPANY LIMITED * Toronto * Montreal « Winnipeg * Vancouver 


Are You Ready to Meet 
The Customer of the ‘60s? 


He may not wear a space suit or have antennae for eyes, 


PLAN’S9S 


but tomorrow's customer will be different from today’s. 


Here's a look at some of the goods and services he'll be 


expecting from oil marketers 


VEN NOW, customers are demanding and get- 

ting more services, more goods, more know- 
how. Marketing experts see no end to this trend. 
It’s bound to accelerate, they say, as business starts 
its upward climb. 

Some alert majors already have high-level task 
forces doping out future trends in markets and 
ways to take advantage of them. Here are some of 
the predictions they make about the customer of 
tomorrow and what they mean to you. 


He’ll Want One-Stop Service .. . 


Shopping centers, downtown shopping malls and 
supermarkets are educating the public to the con- 
venience of one-stop buying. Demand for this kind 
of retailing is spilling over into oil marketing. 

What It Means To You—One-stop service is a 
force to be reckoned with in the future, but it’s 
also an important trend right now. Tuneup, for 
instance, is one of the fastest growing service sta- 
tion sidelines. New equipment, especially the os- 
cilloscope (NPN—Nov ’57, p92), is paving the way 
to better service and profits. 

Similarly, more dealers are edging into brake and 
transmission repair. But any of these fields requires 
sizeable investment in equipment. Tuneup alone 
runs from $150 for rudimentary tools to more than 
$2,500 for a full line. 

Your dealers may not have that much capital. 
Some companies are studying ways to help dealers 
over the initial investment hurdle. For majors, time 
payment agreements with equipment suppliers and 
loans to dealers may be the answer. Jobbers may 
find it better to buy equipment themselves and 
lease it to dealers. 
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Equipment isn’t the whole story; training is 
equally important. Equipment suppliers run schools 
for customers, but you can’t depend on them en- 
tirely. Many majors include instruction in tuneup 
and light repair in dealer training courses. Shell, 
a leader in the tuneup field, is currently pioneering 
a simplified oscilloscope course. 

Finally, you have to merchandise full-line serv- 
ice to make it pay. Marketers are just beginning 
to concentrate on advertising and point-of-sale pro- 
motion in this field. Sinclair recently ran a trial 
promotion built around the oscilloscope. More such 
promotions may be coming soon. 

Whatever your feelings about full-line service 
and some majors are still against it—investment in 
the right equipment, training and merchandising 
tools now will pay off later in happier customers 
and bigger profits. 


. »» Comfort and Convenience... 


Tomorrow’s customer will want more than good 
service for his car. He'll expect your dealers to 
cater to his needs, too. Driving and buying habits 
will force your stations to offer food—from light 
snacks to hot meals—travel services, lounge areas 
and, of course, clean rest rooms 

Vending machines are booming in stations. They 
answer the long-distance traveler’s demand for 
food, smokes, toys, even clothing, along the way. 
Experts say neighborhood customers want the same 
things. 

Machines peddle milk, bread, eggs and other 
staples in neighborhood stations. The old stand- 
bys—cigarettes, soft drinks and candy—are more 
popular than ever. And a variety of new machines 





MERCHANDISIN 


Merchandising 





(Begins on page 107) 
sells everything from shoe shines to oxygen. 

Vending machines are first a customer conven- 
ience. But they’re also a good merchandising aid, 
if properly used. By inviting the customer out of 
his car they create sales opportunities. 

Recipe for Success—Vending machines cost from 
$300 for soft drink bottle machines to upwards of 
$1,500 for cup machines. In many cases your deal- 
ers won't have to lay out that much money. Many 
machine distributors prefer to lease or rent their 
devices, Some majors buy machines themselves and 
lease to dealers. 

Proper location is important. The best spot for 
vending machines is in a separate room or alcove 
near the sales area. Not everyone can afford that. 
For many stations, an outdoor shelter fills the bill. 
Modern shelters are made of metal, they’re weather- 
proof and can be locked at night. Ideally, a TBA 
display is put next to the shelter to stimulate im- 
pulse buying. 

Rest rooms are a number-one target when you 
modernize your station (see page 84). In the mean- 
time, nothing should stop you from painting, scrub- 
bing and adding new fixtures as they’re needed. 

Customer lounges have been opposed because 
they “encourage customers to hang around.” That 
thinking is fading. Lounges are good for entertain- 
ing customers whose cars are being lubed. They 
invite road-weary travelers to stop, rest—and buy. 


He‘ll Buy on Credit... 


Credit buying has been booming in good and 
bad times alike for the past several years. This is 
a trend you can count on to continue, and that’s 
good news for you and your dealers. Studies show 
credit customers are more brand-conscious and ring 
up higher unit sales than their cash counterparts. 

Oil credit systems have been expanding at the 
rate of 20% a year while general charge-account 
buying has fallen off slightly. At the same time, 
there’s been an increase in independent systems 
like the Diners Club and American Express. The 
independents would like to tie into the station field. 

The spurt in credit buying gives rise to another 
trend: centralized accounting. Division office set- 
ups can’t handle the vastly increased volumes. Nu- 
merous small offices are being consolidated into 
larger ones, equipped with electronic accounting 
devices. Texaco, for instance, is cutting back the 
number of its offices from 15 to 4. 

Merchandising Plans—So far, oil men have con- 
centrated mainly on dealers in their effort to build 
credit volume. Various companies run prize con- 
tests and incentive plans offering cash, merchan- 
dise and even trips to the South Seas. You can 
expect to see more of these promotions as the num- 
ber of cards issued approaches the saturation 
point and growth slows. 

There are some exceptions. Amoco, for one, is 
going after select groups of especially good credit 


risks—medical men, for example—and is promot- 
ing credit buying by direct mail. 

In the current credit boom, accounts will seek 
out your dealers themselves. But in the future 
there'll be increasingly fierce competition for the 
credit dollar. If you have imprinters and can han- 
dle a heavy volume, now’s the time to solicit new 
accounts door-to-door and by direct mail. 


. . « He’ll Have More Leisure Time 

The four-day work week and the six-hour day 
aren't idle dreams, say the economists. They may 
be closer than you think. 

At any rate, there’s a definite long-term trend 
toward more leisure time. As disposable income 
rises, consumers will be looking for ways to fill 
their free hours. That means more hobbying, more 
do-it-yourself puttering. 

Boating Boom—Dealers are already cashing in 
on the expanding pleasure-boat field. You don’t 
need a marina or a station-by-the-sea to crack this 
$2-million market. Lightweight boat-and-trailer 
rigs put any neighborhood station in a good spot 
to appeal to local boat owners. 

Many dealers sell marine fuel and lubricants 
(most suppliers have marine brands). Some also go 
a step beyond by adding marine sidelines: out- 
board motors, small boats and accessories. A few 
dealers make their stations headquarters for local 
sailors by keeping individual tax records, supply- 
ing tide tables, logs and maps. The markup on 
sidelines is good, but more than that, they help 
build over-all volume. 

Other Sidelines—Possibilities for sidelines are al- 
most unlimited. 

Many stations sell fishing tackle, boots and ac- 
cessories; if they’re near the water, they add bait 
and lures. Dealers sell the home craftsman fuel 
for power equipment and lawn mowers. It’s only 
a step beyond to sell the equipment too, plus gar- 
den tools, seed and fertilizer. 

There’s a danger, of course, in catering too much 
to the whims of customers. Marketers fear that 
some dealers may “sideline” themselves to death, 
forgetting about the primary business—gasoline and 
oil. But if your dealers can still keep tight con- 
trol, they'll boost business. 

Under the Sun—Tomorrow’s customer will be 
no different from today’s in one respect, the ex- 
perts agree. He'll still want something for nothing. 

He'll keep demanding trading stamps, extra ser- 
vices, driveway courtesy and occasional “friendly” 
discounts. As long as there’s a little larceny in each 
of us, you’ll be wise to indulge it a bit with extras 
and promotions. 

There’s a good reason: tomorrow’s customer will 
bring you a bigger, riper market than ever before. 
He'll be more mobile, he'll drive his car more and 
he’ll have more money to spend at your stations. 
All he asks is that you be prepared to cater to 
his needs. La 
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Brand Marks: Potent Weapons 


In the Market Struggle Ahead 


MERCHANDISING 








PLAN’S9S 
Are your brand marks recognized, remembered and understood? 


If not, you're in line for redesign. Brand marks can affect 
sales and what people think about your products. Here's how 


other marketers are tackling the problem. 





OUND Two of the battle for better brand iden- 
tification is coming up. Will you be in it? 

Five companies—Shell, Atlantic, Texaco, Phil- 
lips and Gulf—are developing or testing new sta- 
tion signs. 

Two companies—Sinclair and Tidewater—are 
working on packaging changes that could affect 
trademarks and signs. 

The swing to internally-lighted plastic signs con- 
tinues. Sohio, for one, may abandon its traditional 
neon and porcelain enamel signs if current tests 
work out. 

Amoco is weighing extension of its new red- 
white-and-blue torch oval northward from seven 
Deep South states. Cost is the chief hurdle at this 
moment. 

Other marketers who forged ahead with new 
signs two years ago are still working the new design 
theme into buildings, trucks, letterheads, and prod- 
uct packages. Among them are Socony Mobil and 
Cities Service (see next page). 

Majors aren’t the only ones seeking better de- 
signs. Independent marketers and distributors have 
become increasingly design-conscious since the first 
big wave of sign changes a few years ago (NPN— 
Nov. ’56, p90). 


Why Marketers Want New Signs 
What’s behind the continuing urge to redesign? 


Aren’t the old (and in some cases, not-so-old) 
signs good enough? 
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To this, designers answer a resounding “No.” 
Signs that worked well in the days of curbside sta- 
tions and slower car speeds are obsolete now. 

Some marketers have tried to solve the dilemma 
of outdated brand marks in a modern market by 
putting up more signs, bigger signs, flashier signs 
Up to a point, this may work. But in the end, says 
a designer, “all you have is a shouting contest.” 

Now, method is winning over the madness of 
earlier days. The chairman of the board keeps his 
pet ideas to himself. Market researchers plumb a 
company’s identity needs. Professional designers 
weed through the maze of existing symbols to de 
velop corporate identification programs. 

Out of these efforts are coming new signs with 
increased impact, legibility, distinction and sim 
plicity. Most important, the new symbols can be 
adapted to entire corporate identity programs. One 
company “face” meets the public at all points of 
contact. 

Shell’s Second Try—Two years ago Shell re- 
designed its station sign on the advice of industrial 
designer Raymond Loewy 

Phe pecten (shell) was given crisper outlines and 
a bright lemon yellow color for greater readability 
and recognition. Shell hoped the changes would 
clear up confusion with Gulf’s orange disc—par 
ticularly at night and at distances 


Loewy also recommended that the pecten be 
placed on a controlled background—a black slab 


(Continued on next page) 





HOW ONE MAJOR INTEGRATES ITS BRAND MARK 
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CITIES SERVICE puts uniform design on offices... 


(Begins on page 109) 
of metal or plastic. At the time, the cost was too 
high. 

(An apocryphal story also has it that since the 
new sign might be used worldwide by Royal 
Dutch/Shell, black as a color was out. In some 
Royal Dutch market areas, black is the “demon” 
color, representing spirits of death and evil.) 

Shell didn’t forget the controlled background, 
however. Two years of experimentation brought 
the cost down. The company now has 50 experi- 
mental controlled-background signs on location 
and will soon begin a $5-million conversion pro- 
gram at 4,000 stations. The background color has 
been changed from black to red. 

Texaco’s First Try—The familiar red star and 
green T may be soft-pedalled in the future. 

Up to now, Texaco has resisted the general 
trend to new signs. Recently, an experimental em- 
blem appeared. It bears the Texaco name in bold 
letters on a rectangular white field. 

The traditional star sign is distinctive but hard 
to spot at distances. It’s also difficult to reproduce 
in plastic—a must today. The experimental sign is 
more facile and has greater legibility. 

Atlantic’s Discovery — Atlantic Refining also 
finds it hard to reproduce its brand mark in plastic. 

More important, a series of depth probes have 
shown low recognition and recall scores for the 
present Atlantic sign, compared with competitors’. 
(Similar results a few years ago started Socony 
Mobil on the redesign path.) 

No definite changes have been adopted. But 
designer Walter Teague is under contract and a 
company official says Atlantic is committed to a 
change. 

Gulf’s changes will probably be minor. The 
orange color will be slightly modified for better 
reproduction in plastic and the letters will be 


And field installations like this pumping station 


redesigned for better legibility. Last year, designer 
George Hunt came up with a new color and letter- 
ing scheme for trucks (NPN—Oct. °57, p137) 
which could point the way to a new look. 


What Signs and Symbols Should Do 


A station sign must gain the attention of passing 
motorists, identify a brand station and draw cus- 
tomers in. To some extent, the sign is aided by 
the total design of the service station, its merchan- 
dising displays, cleanliness and convenience. 

In a larger sense, the sign and station should be 
part of a total corporate identity program, designers 
say. They should participate in a single design 
theme stretching from matchbooks to masonry, 
from pencils to pipelines (see pictures above). 

Such a program has a four-fold function: 

Sales—Proper corporate identification gives im- 
petus to sales, designers say. One designer calls 
the brand mark “a silent, powerful, ever-present 
influence in a company’s dealings with its custom- 
ers.” Brand marks are particularly useful, they 
point out, in tying new products to the acceptance 
already won by an established line. 

Integration—Integrated design themes link to- 
gether the far-flung operations of oil companies. 
Thus, the pecten identifies the Royal Dutch/Shell 
companies; the red-white-and-blue oval relates 
Jersey Standard companies. 

Image—Brand marks have an effect on what 
people think about your company. 

In the Chicago Tribune survey of gasoline brands 
(NPN—Mar. ’57, p108) consumers called certain 
companies “sluggish,” “messy” or “old-fashioned” 
because of associations evoked by signs. In a study 
by Lippincott & Margulies, industrial designers, re- 
spondents make like comments on the strength of 
the shape of signs of alone! 

Brand marks with conflicting elements have been 
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shown to have low impact. Similarly, brand marks 
not carried through an integrated design program 
have low recall scores. 

Morale—Integrated design programs often have 
strong effects on the morale of employes and stock- 
holders. They help create a sense of identity with 
what is essentially an impersonal entity. 

Where should integrated design themes appear? 
Designers list seven major areas that deserve spe- 
cial attention from marketers: 

Signs and point-of-sale displays; packages; sta- 
tions, bulk plants, buildings; exhibits and displays; 
advertising and printed promotion; stationery and 
routine printed matter; capital equipment—trucks, 
tankers, barges, pumping stations. 

Profusion of Brands—In all these areas, your 
brand marks are competing for attention against a 
huge lineup of other brands. 

“The average man’s vocabulary consists of 5,000 
words, but there are 200,000 brand names alone,” 
says James Delaney, advertising manager for Sin- 
clair Refining. 

Put it another way. “The average American sees 
2,000 graphic images a day,” says a report by 
Henry Dreyfuss, industrial designer for Cities Serv- 
ice. “The goal of a corporate identity program is 
not to become unique by outshouting this riot of 
competition, but to create a distinctive atmosphere 
of quality around a product.” 

“The basic force in establishing an effective cor- 
porate image remains the product itself, which must 
give the purchaser his money’s worth and bring 
him back for more.” 


Should You Redesign Now? 

That’s the jackpot question—in more ways than 
one. Redesign can cost you a bundle of money 
(Shell’s $5-million outlay covers only the cost of 
new signs at 4,000 stations). On the other hand, 
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..- And truck stops. Pylon effect is unifying factor 


it could help you make a bundle in increased sales, 
prestige and morale. 

Survey the Field—Y our first step, whether you're 
a large or small marketer, should be to find out 
what people think of your company. Do they rec- 
ognize your brand mark? Do they relate it to you 
products and stations? How well do you stack up 
to competitors? 

Analyze Your Position—Negative responses to a 
survey will show you how urgent your problem 
is. But, before you call in a designer, you must 
know what you want him to do. 


What kind of image do you want to present to 
the public? How will the redesign program mesh 
with other aspects of corporate identity—public 
relations and advertising, for instance? 

Redesign isn’t the answer to all your problems 
A leading designer recently complained that too 
many marketers think redesign is a panacea. “Halt 
the burden of our success rests in companies first 
facing their own problems,” he says. 

Be Thorough—Redesign will be costly, but it 
will pay off. Even for a small job, a professional 
designer’s fee is likely to start at $25,000. New 
plastic internally lighted signs for your stations will 
cost close to $500 apiece, not to mention the cost 
of letterheads, truck painting and the myriad of 
other activities redesign will entail. You can’t save 
money by doing a half-way job. Once you start, 
you've got to take your “new look” into every area 
of public contact. 

“A distinctive, integrated corporate image can 
not be built piecemeal,” says Henry Dreyfuss 
“Though the program may begin in a limited area 

trademark redesign is a typical first step—it must 
move from there to every facet of the company that 
meets the public eye. Most important, it must be 
a continuing program, growing with the company, 
imperceptibly changing to reflect changing times.” & 





Modernize now with 
new Plastilux signs 


All of your stations will get that new, brighter look at once 
when you put up Plastilux signs. Modern designing combined 
with lower operating and maintenance costs make these signs 


S04 fit every modernization program. 

The originators of 

Plastilux" Whether you operate 10 or 10,000 stations, NPI Signvertising* 

service is available to create and build the illuminated sign that 

Illuminated 

exactly fits your need. 

Signs... a 

NPI production facilities match the creative skills to assure 


on-time delivery, too. 


NEON BFHROYDUVUCTsSsS INCORPORATE YD 
ira a, Ohio U.S.A... FOREIGN AFFILIATES: @ Tek Plastics, Ltd., Toronto, 


Canada @ Vitreou Enameling Corp., Capetown, South Africa @ Elaboracion Plexiglas Espanol, S.A. Madrid, Spain 


Or 


We operate filling stations. Please have 


a Signvertising Engineer call. 





NAME 


TITLE ann WRITE TODAY — Use this coupon to get 
the services of a Signvertising® Engineer. 
iia No obligation. 


A) }) {| 
CITY. 
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How and When to Modernize 
Your Heating Oil Operation 


FUEL OIL 


With competition getting tougher every day, 


it's essential to offer new services, cut back your delivery 


and accounting costs, and boost oil heat's public 


acceptance. Here's the way to do it. 


O REMAIN COMPETITIVE you should keep up 
se the pack. By offering new services and 
handling your operation better, you can lead the 
local parade and get first crack at new business. 
Here’s how to go at it: 


Use automatic deliveries—There’s no better way to 

@ improve a customer’s service than to keep his tank 
full on a schedule tied to his needs. A degree-day 
system avoids out-of-oil calls and special truck 
trips to fill empty tanks. Even with a route delivery 
system, you should use degree days, to get a better 
idea of when accounts need oil. 


Use tight-fill connections—They speed up deliveries; 
@ they end spills caused by blowbacks. (For details, 
see page 115.) 


Use full-tank signals—They go hand-in-hand with 

@ tight-fills in improving customer relations and speed- 
ing deliveries. By listening to an audible signal, 
your driver knows when to shut off the nozzle. You 
save driver time because he doesn’t have to stick 
an underground tank or bother the homeowner to 
check the gage on the basement tank. 


Offer burner service—Customers prefer to deal with a 
@ company they know will take over if the burner 
becomes balky. It’s your responsibility to see that 
burners work properly if you want to stay in the 
oil businéss. Let customers go elsewhere for service 
and they may be exposed to “heat with gas” talk. 


By CORNELIUS BRODERSEN 
Staff Writer 
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Offer burner service contracts—For a set annual sum, 

@ you offer to take full charge of burner operation: 
service calls, parts replacement, annual checkup. 
You can do it all in one package or in several 
packages. Checkups give you a chance to look over, 
clean and adjust each burner annually. They tip you 
off when the burner boiler, furnace or other acces- 
sories need replacement. 


Sell heating equipment—this completes the package you 
@ an offer oil users. You can sell the equipment and 
tie in the oil supply and burner service contract all 

at the same time. The industry trend is to sell heat- 

ing equipment, because oil men realize that only 
through sales can they count on assured volume. 


Offer a budget plan—It puts across the point that oil 
heat is low in cost. You help the customer budget 
his living expenses, and since you are paid ahead 
of actual oil use in the early part of a heating 
season, you are better able to pay for product in- 
ventory buildup. That means you can take ad- 
vantage of supplier discounts without asking for 
bank financing. 


Use two-way radio—It speeds up burner service and 

® impresses the customer. It cuts truck time and 
costs because you can locate any truck for emerg- 
ency deliveries without waiting for the truck to 
drive into your yard. It speeds up paperwork con- 
nected with service calls; mechanics can report 
what they did and you can get billing under way 
while the customer still remembers the call. 


(Continued on next page) 
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Use office machines—Accounting and billing machines 


do many operations at once. Machines can help 
routing and dispatching, speed up work during peak 
delivery periods. Insert metal plates in account 
cards and you can prestamp delivery tickets and 
pass on vital data to the driver. If you're big 
enough, look into automated equipment. All ma- 
chines will cut your office workload, cut down 
overtime, keep records in legible form so there’s no 
chance for any mistakes, and put you in a position 
to handle more business with the same staff. 


Keep accounts’ records handy—The handier they are, 


the easier they are to use—and the quicker you 
can answer an account’s questions. Some jobbers 
use account and burner service cards with metal 
inserts at the top. When a magnetic bar on the 
drawer or tub is flipped over, there’s a repelling 
action and the cards flip over by themselves. Saves 
time because there’s no thumbing through a file, 
with a chance of missing a card the first time. 


HEATING OIL CHECKLIST 


Your fuel oil operation is ready for tomorrow's com- 
petition if it has these features (details start on 
page 113): 


[-] Automatic delivery on a degree-day sys- 


tem, 


["] Tight-fill connections on all delivery equip- 


ment. 


["] Full-tank signals on all home tanks. 
[-] Burner service and burner service con- 


tracts. 


[-] A heating equipment sales arm. 
[] Budget plans for home accounts. 
["] Two-way radio on delivery and service 


[ 
[ 
[ 


trucks. 


"| Fully mechanized office systems. 

~] Easily accessible account records. 

~) Cycle billing of accounts. 

[] Profit-and-loss information available early 


in the month. 


[_] Daily delivery and inventory reports. 
[| Trucks big enough to reload no more than 


once per shift. 


["] Single-compartment trucks. 

[~] Double-shifted drivers. 

[~] Uniformed drivers and burner service men. 
["] Firm credit policy. 


Go to cycle billing—By breaking up your accounts 


into small groups, you can send out statements on 
any cycle you want. Instead of waiting for once-a- 
month settlements, you get a steady stream of cash 
coming in. It may save you money two ways: by 
reducing or eliminating financing, and by spreading 
out the work load in your office. 


Revise your bookkeeping—You don’t need a detailed 
@ financial report at the end of every month. You do 


want to get the profit and loss figures as early in 
the new month as you can, so you know where 
you’re heading and can take fast action to plug any 
leaks. Your accountart can show you how to do it. 


Keep better daily records—Daily driver reports are a 


x8 


must. You know how much each man delivers, the 
time it takes, the mileage he covers. The bulk plant 
output report should match up with total gallons 
delivered. Bulk plant input or inventory should 
match bulk plant output, or else you're losing 
product. Metering product input is fairly common 
now. 


Use larger-capacity trucks—Put out as much oil as you 


iB 


can in the least number of reload trips. Use semi- 
trailers if you can. Trucks, says a major, should 
be sized so that only one reloading trip per shift 
is necessary. If drivers work 10-hour shifts, truck 
size should be based on what they can deliver in 
five hours. But in going to bigger trucks, calculate 
what your pumping-off speed will be and base truck 
size on that figure. 


Use single-compartment trucks, if you can. At a given 


Se 


loading speed, a single-compartment job takes less 
time to load up. 


Double-shift drivers—It’s cheaper than paying over- 
@ 


time in peak periods. And you cut the number of 
trucks you buy and maintain. 


Set up a credit policy—Don’t get stuck with poor credit 


& 


Keep your trucks clean 


risks. Check all new accounts through a local credit 
bureau before you make your first delivery. Let 
your accounts know what your credit terms are; 
keep after the deadbeats on a predetermined cycle 
by letters, phone calls, personal visits. 


your men in uniforms—And keep the uniforms 
coming so your men have a good supply of clean 
ones. It’s a good way to advertise your company 
and promote cleanliness. Don’t overlook bootees 
for burner men. (NPN—Sept. °57, p129.) 


Oil heat is clean. That’s one 
of your selling points. Clean trucks add emphasis 
to that point. 


Join an oil group—Many of them hold regular work- 


shops on sales, service and operating problems. 
That’s where you exchange ideas, pick up new ones. 
NATIONAL 
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How to Cut Delivery Costs 











WITH THE RIGHT EQUIPMENT, you can start 
filling home storage tanks in a little over three 
minutes, curb to curb. That’s four to six times 
faster than most deliveries are made now. 

“This is the hottest thing in the industry today,” 
says a Connecticut jobber who’s spending at least 
$50,000 to speed delivery methods. 

Why It’s Hot—Faster deliveries hold the key to 
lower costs and higher profits. How much you save 
depends on how completely you modernize. 

Jobber Charles Eyster of Goodling Electric Co., 
York, Pa., figures that at $6 an hour driver cost, 
he can save $4,470 per million gal. delivered (to 
about 750 accounts in his area) by going from 
30-gpm nozzle flow to 120 gpm. He’s using a new, 
faster tight-fill connection he developed himself, 
and letting his office handle all pre- and _ post- 
delivery work. 

There’s further payout to be had in better cus- 
tomer relations. Slow, sloppy, noisy deliveries are 
avoided. So are traffic tie-ups caused by trucks 
making overlong deliveries. 

How New Tight-Fills Work—Most Eastern fuel 
oil firms already use some form of tight-fill con- 
nection along with full-tank signals. Most Midwest 
and Pacific Northwest firms still use loose fills 
without signals. 

If you use tight fills, don’t count on a gpm 
boost from the new fills on the market. You will 
gain time—a minute or more per stop. If you use 
loose fills, expect a triple gain by swinging over 
to tight connections and full-tank signals. 

Who’s Making Them—There are three principal 
brand-name products: 

e@ Unifil System, made by Scully Signal Co., 174 
Green St., Melrose, Mass. Scully also makes Vent- 
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PLAN’S9S 
You can get around today’s cost-profit squeeze 


and prepare for tomorrow's efficiency at the same time. 
The answer is faster tight-fill connections, more powerful 


pumps, bigger hoses and less pencil-work for your truck drivers. 





alarms and other delivery equipment. 

@ Universal Time Saving Fill, made by Time 
Saving Fills, Inc., 140 W. Market St., York, Pa., 
a subsidiary of jobber Eyster’s Goodling Electric 
Co. It markets the product Eyster developed for 
his own retail operation. 

e@ Philly Rapid Tite, made by Plastic Appliance 
Co., 5311 Westminster Ave., Philadelphia, makers 
of flush-type wall fill boxes. 

Other oil equipment manufacturers may offer 
their own versions of faster tight-fills in the months 
ahead. “We don’t have any such line right now, 
but we’re giving it some thought,” says one. 

Why They’re Easier to Use—The new tight-fills 
are faster to make and break. You screw onto the 
fillpipe an adapter that mates with a fitting on the 
end of the nozzle or nozzle tube. A fast-opening 
weathertight cap fits on the adapter. Adapters come 
in sizes to fit the various diameter fillpipes, and 
connect into one-size nozzle fittings. 

The connector fittings are built somewhat differ- 
ently by the three companies (see pictures, next 
page). Time Saving has a bayonet-type nozzle fit- 
ting that hooks onto a dowel pin in the adapter 
with a quarter turn. Philly’s works the same way 
but hangs onto two nipple-like projections instead 
of a dowel. Scully uses fast threads that take a 
half turn to put on. 

The new fills save time because they eliminate 
many of the operations necessary with the old type. 
With tight-fill, the driver simply pulls his hose; re- 
moves the cap by hand; plugs the connector into 
the adapter; pumps the oil; pulls out the connector; 
replaces the cap; returns to the truck to reel in his 
hose. No special tools used and no fitting made 
at the fillpipe. The driver puts nothing on the 
ground and has nothing to pick up; he leaves noth- 





(Begins on page 115) 


ing behind. There’s no fumbling with worn pipe 
threads. 

What They Cost—Cost of any of these new 
tight-fill adapters and connectors runs about the 
same. Adapters and bushings come to about $1.50. 
Connectors range from $18.95 to about $25. 


What to Do to Pumps and Hose 


You won't get higher gpm’s at the nozzle un- 
less you go to larger capacity pumps or change 
present equipment. 

In the main, fuel oil truck pumps are the posi- 
tive-displacement type. But majors and jobbers say 
the swing is to centrifugal pumps in order to push 
nozzle flow up to and past 100 gpm. 

Manufacturer Frank Scully says many PD pumps 
still giving good service are rated at 40-50 gpm. 
Jobbers report that higher capacity PD pumps are 
giving them 80-plus gpm. But both agree that job- 
bers can’t swing to higher capacity pumps of either 
type overnight because of the cost. 

They do say there’s a way of boosting PD 
pumps at least 10-15 gpm, perhaps as much as 
15-20-gpm: Put a heavier spring on the PD pump 
by-pass. 

If you’re going to higher capacity pumps, check 
the ratings on your meters. They may not stand 
the extra load. 

Look at your power take-off unit as well. If it’s 
a light-duty type, replace it. 

How Large A Hose?—With higher capacity 
pumps hooked into the 1%4-in. hose you’ve been 
using, your gpm gain won't be as great as it would 
be if you went to larger hose. 

Eyster tested two hose sizes on a truck equipped 
with 24-in. piping on the suction side of a cen- 
trifugal pump, a 2-in. meter and 2-in. line on the 
discharge side of the pump, and a 1%-in. nozzle. 
He used Time Saving tight-connections and pumped 
into a 275-gal. tank with a small (34-in.) vent. 
Here are the results: : 

e@ Using 1%4-in. hose (80 ft. off the reel, 45 ft. 
on) 965 pump rpm’s put 70 gpm into the tank, 
with 92-lb. operating pressure and 122-lb. shock 
pressure. 

e@ Using 1'2-in. hose (75 ft. off the reel, 50 ft. 
on), 870 pump rpm’s put 106 gpm into the tank, 
with 77-lb. operating pressure and 110-lb. shock 
pressure. 

Using the larger hose, he gained 28 gpm, with 
less wear on his motor and pump, less chance of 
a blowback, and less wear and tear on all his equip- 
ment when he shut off flow at the nozzle. 

What size hose you eventually go to will depend 
to a great degree on your drivers. Some feel 1/2-in. 
hose is too heavy to pull long distances. “We think 
14%2-in. hose is easy to carry up to 100 ft.; after 
that it gets tough,” says one jobber. Other jobbers 
feel that a new 1%-in. hose weighing about the 


Scully Signal Co.’s “Unifil System” 


same as 1%4-in. hose will do the trick. Others say 
drivers can handle 2-in. hose. Some have tried 2-in. 
hose and are cutting back to 1%2-in. lines. 

Check Truck Piping—If you put in larger pumps 
and bigger hose, you won’t get full benefit unless 
you have proper truck piping. 

Pipe sizes, says Scully, run all over the place. A 
lot of trucks still have 1%4- and 1'%-in. layouts. 
Some have gone up to 2-in. systems; a few have 
2'2-in. 

With pipe too small you may “starve” your high- 
speed pump. Even larger piping isn’t the whole 
answer; you’ve got to check pipe alignment to 
see if you can do away with the many 90-degree 
elbows and other fittings that cut down flow. 


How to Improve Office Methods 


Now that you’ve come most of the way to 
trim delivery time and costs, why not go whole- 
hog? Let your office staff, which is actually 
equipped to do the work, take over the driver's 
pencil-work. Here’s what you'll save, and how: 

e@ You can save $450 per million gal. delivered 
if you pre-stamp delivery tickets at the office. If 
the driver does this work, it will take him about 
45 seconds. That costs you 7.5¢ a ticket. At the 
office you can run them through a stamping ma- 
chine at the rate of one a second. 

@ You can save $600 per million gal. delivered 
if tickets are extended at the office. It takes a driver 
about 60 seconds to find the price chart, look up 
the gallonage, write it on the ticket, check it for 
accuracy. That costs you 10¢ a ticket. With ma- 
chines at the office, your staff can probably process 
30 tickets and record other information in the same 
minute. 

@ You can save $420 per million gal. de- 
livered by letting the mailman deliver the bill or 
statement. You’re paying the driver 7¢ a ticket for 
the 40 seconds it takes him to walk to the door and 
back to the truck. If you wait for a signature, it 
takes longer. The post office will deliver the bill 
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changing delivery concepts 


for 3¢ if you use postcards, 4¢ if you use an 
envelope. 

Eyster says he had no customers complain when 
he stopped delivering tickets. But he set them up 
for the switch by telling them, in a letter, that he 
knew calling them to the door to accept a ticket 
was an inconvenience to them, that they might be 
napping, cooking, or washing; because he didn’t 
like to cause extra trouble, he was going to forego 
that step. But if they wanted to be bothered, he 
would deliver the ticket. He got no takers. 


How the New Ideas Are Paying Off 

Majors and jobbers are going slowly, but with 
interest. “It’s a matter of evolution, not revolution,” 
says one. 

One major says it may cost $500-$600 per truck 
to put on new tight-fill connectors, larger hose, 
larger pumps. Another puts a $350-$500 price tag 
on changing piping size from 2 to 3 in. 

A jobber says $1,800-$2,000 should take care 
of a fairly complete truck change: multi- to single- 
compartment, 2- to 3-in. piping, a second hose 
reel and meter, higher capacity pumps, and larger 
diameter hose. 

Marketers are checking driver reaction, especially 
if drivers are unionized. Drivers are being told 
newer equipment adds up to less physical work per 
stop. The smart marketers are taking shop stewards 
and key drivers to see the faster delivery method 
in operation and let drivers sell themselves on the 
idea. With an incentive plan tied in, drivers gen- 
erally go for the new way of delivering oil. 

Here are some typical findings by jobbers now 
using the new tight-fill connections: 

e@ Lewis Oil Co., Port Washington, L. I., is put- 
ting tight-fill adapters on development homes first. 
All accounts will have new adapters over an 18- 
month period. PD pumps on old units are rated at 
50 gpm; centrifugals on semi-trailers are rated at 70 
gpm. “We recently made 22 deliveries in a devel- 
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Plastic Appliance Co.’s “Philly Rapid Tite” 


opment in two hours, something we've never been 
able to do before.” 

e@ Charles L. Elliott Co., Danvers, Mass., an 
early user of new tight-fills, says, “We went from 
an average of 6,000 gal. a day to 7,000 gal. with 
tight-fills.” When the company replaced a 50-gpm 
PD pump on one truck with an 80-gpm model, 
daily deliveries went to 8,000 gal. Two trucks han 
dle most of the 1.8-million-gal. volume. “We may 
go from 1'%-in. hose to 1-%s-in. for more gpm.” 


e@ E. Robison Co., Hartsdale, N. Y., cut de- 
livery time an average of 1’ minutes, not count 
ing pumping time, by using tight-fills. This covers 
dumps into 275-, 550-, 1,000-, and 1,500-gal 
tanks and includes time taken to stick the large: 
tanks before making the tight-fill connection near 
the sidewalk. Trucks have 50-gpm PD pumps, 
2'2-in. piping, carry 1'2-in. hose. 

e T. R. Loizeaux Fuel Co., Plainfield, N. J., 
set a new one-day delivery record of 65,000 gal 
with tight-fills, 9,000 gal. more out of the same 
number of trucks than before. (“And we did it in 
much less time.’’) 

e@ Avon Coal & Oil Co., Avon, Mass., put out 
30,000 more gal. a year with tight-fills and three 
trucks than it did the year before with four trucks 
without new fills. (“Our fourth truck was in the 
garage most of the time.”’) 

@ Valley Oil in Middletown, Conn., saw hourly 
deliveries go up from 450 to 525 gal. with new 
fills. “We are shooting for 100 gpm,” says George 
Stetson, general manager. 

What happens when the complete truck and 
office switch is made? Eyster says that on a peak 
day last January his top driver put out 16,328 gal 
in 11% hours, making 94 stops in 45 miles for 
1,460 gal. per hour. Another driver put out 13,993 
gal. in 9/2 hours, making 75 deliveries in 31 miles 
for 1,473 gal. per hour. A third driver came up 
with 11,097 gal. output for &8’2 hours, with 64 
stops in 37 miles, for 1,305 gal. per hour. All were 
city deliveries in 275-gal. tanks. 











M ICROFILM Can streamline your heating oil busi- 
ness in many ways. How much it costs you 
depends on what you buy. 

Here’s what it cost three distributors to put in 
microfilm: 

e Troy Oil Co., Tidewater gasoline and _pri- 
vate-brand heating oil jobber in Indianapolis, paid 
$600 for a DeBold filmer and viewer. 

e Ferguson Oil Co., Socony heating oil jobber 
in Lockport, N. Y., paid $1,000 for Recordak 
equipment—a used filmer, a new viewer. 

e Everybody’s Oil Corp., Socony Mobil gaso- 
line and heating oil jobber in Anderson, Ind., paid 
about $2,000 for Burroughs equipment. 


Why Three Jobbers Use Microfilm 


lroy’s Francis Schuster says, “We went to film 
because we were running out of space.” Heating oil 
records have been on film since 1952, take up less 
than 3 cu. ft. of shelf space. “If we still had paper 
records,” Schuster says, “we'd need about 1,000 cu. 
ft. for storage.” 

Ferguson films records for protection. Burglars 
broke into the office twice, forced the safe open 
once. Records were scattered. (“It could have been 
worse,” says Elmer Horton, Ferguson treasurer. 
“They could have burned them, and then where 
would we be?”) Films are kept elsewhere now. 

J. Arnold Jones, top man at Everybody’s, adopted 
microfilm for both reasons. Fire in January, 1957, 
burned out his office. Although he has a fireproof 
safe, records were destroyed because they were on 
the desks, being used to check inventory. 

In rebuilding his office, Jones followed the pat- 
tern of a Socony training station (“That didn’t give 
us much room for storing records”). He’s using 
film to make best possible use of the limited space 


How to 


Microfilm takes up 
minimum space. One 
drawer holds current 
credit records for 
over 2,400 accounts 


he has. Paper records are destroyed after one year. 

Jones microfilms heating oil records in much the 
sane way as Troy and Ferguson. But he also finds 
microfilming an aid in his gasoline business. “We 
film all credit card sales slips before we send them 
on to Socony. We never had such a record before. 
Once we mailed them to Socony, that was it.” 

Daily station reports are also microfilmed and 
are used to check station inventories on items like 
batteries and tires. “We get a better idea of what 
they have on hand and what they need,” Jones 
says. 


How Microfilm Speeds Up Work 


Once paper records are filmed and the film de- 
veloped, you can heave out all paper records. 

Carbons—If you film statements before you send 
them out—as Troy Oil does for more than 6,500 
accounts, and as Ferguson does for 2,400 accounts 
—you eliminate carbon copies. You have nothing 
extra to file and you’re ahead on time. 

Daily Journals—Film can replace all daily jour- 
nals, with their many itemized entries. Ferguson 
now uses only a daily summary sheet showing totals 
of sales, receipts and disbursements. All other ac- 
counting records—cash and charge invoices, re- 
ceipts, bank deposits, delivery tickets, statements,— 
are on film. 

Bank Deposits—Ferguson used to itemize each 
check on bank deposit slips. “Now we just show 
totals for coin, currency and out-of-town checks.” 
And with each check on film, Ferguson has more 
detailed information: “Film helps us identify the 
checks we receive. Before, all we had was a bunch 
of figures on the deposit slips and no way of know- 
ing whose checks they were.” 

Filing—With everything on film, Ferguson has 
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Streamline Record-Keeping 


Microfilm is the secret. For a modest outlay, it makes 


records simpler to keep, easier to get at. It cuts file space 


drastically, protects records, clears up customer complaints. 


Here's what three representative distributors say about it. 


licked the daily filing problem. The only paper 
record filed is the accounting copy of the delivery 
ticket, after being filmed. These tickets go with 
each account’s ledger card. 

As cycle billing periods roll around, delivery 
slips are pulled to make up the statement. But they 
aren’t refiled elsewhere. They go out to the account 
with the statement. “We don’t need them anymore 
because we have a record on film,” Horton says. 
Passing tickets back to accounts also cuts down on 
the size of the ticket file. 

Troy Oil cuts down on this ticket file buildup 
another way. Tickets are kept a year, filmed, then 
thrown away. Filmed copies are put into clear 
plastic envelopes, one for each account. Each en- 
velope has enough room for a three-to-five-year 
delivery history. “If we kept paper records, we’d 
soon have a file %4-in. thick for each account.” 

Locating Records—When payment questions 
come up, Troy simply pulls the account’s envelope, 
puts it into the viewer, finds the right ticket, and 
sees whether the account did or did not pay. The 
company used to have to dig to find the right 
ticket. 

At Ferguson, if the payment question pops up, 
Horton locates the film in a film index, puts it in 
the viewer, and checks with the account in a short 
time. 

“Before,” Horton says, “we'd pull the accounts 
receivable card to identify the transaction by date, 
pull the charge sale file to recheck the date, look up 
the delivery ticket in another file, and go to the 
collection file to look for any record of payment.” 
Then there was the task of refiling in the right place. 

“We don’t have that problem any more,” Horton 
says, “nor do we have any lost or misplaced re- 
ords.” 


File Space—Filmed records now take up a single 
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6x9x15-in. drawer. That holds 10 months’ records. 
Paper records for the same period would take up 
the entire six-drawer file. 

Over-all, Horton figures 20 hours a week are 
saved with filmed records. 


How Film Helps Customer Relations 


With delivery slips and other charge records go- 
ing to accounts with statements, Ferguson gives 
each account a complete record of purchases, back- 
ing up all charges on the statement. Before going to 
film, Horton says, the office got too many calls 
asking for explanation of charges. 

“By the time they got the statement,” Horton 
adds, “they lost or misplaced the tickets we leave 
at the door. With film, we’ve cut out a lot of cus- 
tomer chatter about their statements.” 

And if accounts do want charges explained, they 
get the information swiftly. They aren’t left hanging 
on the phone while the office staff digs up the 
various paper records. * 
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How Does Your Office Operation Rate? 





Take the pulse of your heating oil business by answering these questions. 
They'll show up the weak spots in your procedure 





1. Do you reconcile the amount of 
your oil purchases, sales and inventor- 
ies at least once a month to determine 
the amount of shrinkage? 


Vesa NO. 


2. Do you check the cash and charges 
turned over by each driver against 
his meter reading? In the absence of 
meters, are any steps taken to verify 
that all deliveries are accounted for? 

Yes—...No— 


3. Do you prove that individual 
charges to customers have been cor- 
rectly extended? Vesusble. 
4. Are your accounts — receivable 
proved at least once a month and all 
delinquent accounts reviewed? 


VesanaNO.2== 


5. Are your daily accounts-receivable 
transactions handled in such a way 
that a daily control of the total out- 
standing accounts is obtained? 
Yes——No—— 


6. Do you prepare customers’ state- 
ments in the same operation that you 


post the account? i 


7. Do you send out statements on a 
cycle or rotating basis? . yes. No__— 
8. Are your automatic deliveries set 
up on a degree-day basis? . 
Yes—.__No—.— 


9. Do you have either a bookkeeping 
machine or a manually operated multi- 
ple posting board; or have you 
thoroughly checked their advantages 
and satisfied yourself that neither could 
pay for itself? Vos Nena 


10. Do you have a fast-operating 
adding machine and some type of 
calculator, or a combination of both? 


Yes—_.No—.—. 


11, Do you have any type of address- 


ing equipment? Yes——No—— 


12. Have you analyzed, within the 
past three months, the method used 
in making up the daily cash and sales 
summary and satisfied yourself that 
no unnecessary duplication exists? 

Yes——_No—— 


Heating Oil Modernization —at a Savings 





13. Does the daily cash and sales 
summary provide the information 
necessary to prepare the state sales 


tax report? Yes—...N0.—= 


14, Does your fiscal year end in the 
slack season between April and Sep- 


tember? a an 


15. Is your bank statement reconciled 
each month and proved to your 
books? en 


How to Figure Your Grade 


IF YOU checked 14 of the 15 ques- 
tions in the “yes” column, your in- 
ternal operations are on the right road. 

If you answered only eight questions 
affirmatively, you need to make some 
changes. 

If most of your replies are “no” 
you should be worried enough to take 
immediate action. 

That’s the advice of Ross Stevens, 
a CPA in Portland, Me. He worked 
up these questions for the Maine Oil 
& Heating Equipment Dealers Assn. 


red and green for added impact). Salesmen praise the 
sedan as a conversational door-opener, Service men say 
the panel truck is more spacious and accessible. The fleet 
superintendent is sold on Volkswagen’s economy and re- 
liability. (For details on Electro-Watt’s fleet operation, 
read next month’s issue of NPN.) 


THIS IS WHAT Electro-Watt, Inc., Seattle heating oil 
distributor, accomplished by buying a fleet of Volkswagen 
cars and panel trucks. Calculated annual saving per car: 
$748. Per panel truck: $360. And President Robert Watt 
says the company got an unexpected dividend in the ad- 
vertising value of the eye-catching vehicles (painted yellow, 
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"ony A BS 
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Sir, 
SS 
SS. 
SS 

~/} 


... like having your own CPA 
at every transfer point 


Get a printed ticket for every co “$" loading rack 


and line meter 


transaction—from line to bulk 
plant and to the customer 


A. O. Smith Meters are perfect auditors... 
give fuel oil dealers an unquestionable record 
of product received and loading rack through- 
put. On the route, printed meter tickets 
provide a quick and accurate means of billing. 

There’s a reliable A. O. Smith Meter for 


every use — “S” Meters for incoming lines and f' 
loading rack, “T” Meters for service aboard a ee LS 
your fuel delivery trucks. 

If your operations are plagued by unex- 
plained losses, or if your accounting system 
needs streamlining, an A. O. Smith Meter Man 


can help. Contact your nearest representative 
or write direct. 


" truck meter 


a i Be Se Re a 


METER, SERVICE STATION PUMP, DIVISIONS 


Factories: 5717 Smithway St., Los Angeles 22, Calif.; P. 0 
Box 500, Succasunna, N. J. Offices: Atlanta 5, Ga.; Chicago 
3, Ill; Houston 2, Texas; Los Angeles 22, Calif.; New York 
17, N. Y. Canada: Toronto 12, Vancouver 1. A. O. Smith 
INTERNATIONAL S. A., Milwaukee 1, Wisconsin, U. S. A 
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Standard seeks oil in strange places... 
23/2° of every dollar we take in goes to meet your future oil needs 





On frozen plains, in the desert, in the jungle, on ocean floors — our 
search for oil has spread far afield as discovery becomes increasingly Progress in petroleum means... 


difficult and more costly. Oil companies will have to invest more 


The United States has less than 10% of the free world’s population, but than 80 billion dollars in the next 10 
we use 55% of its oil production. Consumption is rising at a rate that year ne = yao pt aan and 
will call for as much oil in the next 15 years as we produced in the j , 

last hundred. 


In answer to the challenge of keeping America supplied in the future, 

Standard last year invested more than ever before in oil exploration, 

development of producing fields, research and construction of facilities 
or nearly one-fourth of every dollar we took in. 

Year after year, Standard is reinvesting a big share of its income in the 

never-ending search for petroleum to help meet the growing needs of 

motorists, industry, home owners, farms and the Armed Forces. 











STANDARD OiL COMPANY OF CALIFORNIA plans ahead to serve you better 
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How the Lubrication Market 
Will Change in the ‘60s 


LUBRICATION 


Demand will rise 6%-8% in the next five years. 


But shifts in the market will bring problems you'll have to solve. 


Here's how trends now shaping up will affect you, 


and how you can prepare to meet them 


BIGGER LUBE MARKETS are just around the 
corner. But traditional outlets for lube products may 
be shadowed by fast-rising dark horses. 

The expected 6% to 8% gains in lube consump- 
tion in the next five years won’t be distributed 
evenly in all areas. 

Automotive prospects are mixed. Marketers who 
service fleets should experience an upswing. The 
picture is darker for service stations catering to 
the passenger car trade. 

e Passenger car lube demand is leveling off 
and may be headed for a long, gradual slide. 
Smaller lube capacities, fewer lube fittings per car 
and longer intervals between changes and drains 
are offsetting gains in car population. 

e Truck and bus demand is swelling. The num- 
ber and sizes of fleets are growing. A trend toward 
centralized lubrication systems accelerates the rate 
of demand increase. 

The industrial lube market is due for heavy ex- 
pansion. 

e The trend toward automation will speed 
the shift to centralized lube systems. This will 
mean lower consumption per machine, but a grow- 
ing total market from the increase in the number 
of machine-automated plants. 

Industrial handling equipment — specifically 
fork-lift trucks—is one of the fastest growing lube 
markets. Here, too, the introduction of centralized 
lube systems is an important development. 

In the farm market, centralized lubrication is 
just taking hold. Look for big growth. 


There'll probably be no slackening in military 
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demand so long as the international situation re- 
mains tense—a prospect, the experts say, for ten 
or more years hence. Meanwhile, the search for 
simplified lube procedures could lead to adoption 
of centralized lubrication systems here, too. 

In all but the passenger car field, the trend to- 
ward centralized lubrication means simplified inven- 
tory problems for marketers. Multi-purpose lubes 
will replace many specialized compounds in cen- 
tral systems. Even where special greases are still 
used in separate reservoirs, the number of types 
required will be reduced. 


Automotive: Varied Outlook 


The over-all automotive lube market will con- 
tinue to expand for several years. But signs point 
to a slackening of the growth rate in the near fu- 
‘ture. In some areas there may be an immediate 
drop in demand. 

Debit Side—Passenger car motor oil ratios con- 
tinue to decline. Over-all motor oil sales through 
stations showed an absolute decline of 5%-6% in 
the fall-winter 1957-58 period. (NPN—July, p91). 
I'wo factors cause this: shrinking crankcase capa- 
cities and extended periods between oil changes. 

Passenger car chassis lubrication is also falling 
off, due to fewer chassis lube fittings and exten- 
sion of the period between lube jobs. The num- 
ber of fittings dropped 15% between 1957 and 
1958. Manufacturers’ chassis lube mileage increased 
3% in the same period, but the actual mileage be- 
tween lube jobs jumped 12%. 

Estimated chassis lube consumption in 1956 was 
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Lubrication 


(Begins on page 123) 

up 22.5% from 1950 figures. But in 1957, con- 
sumption was only 21.7% ahead of 1950. Lube 
experts think this means the start of an annual 
decline in over-all chassis lube demand. 

Two other factors may be involved in the de- 
cline: an increase in the number of factory-sealed 
lubeless bearings (NPN—Sept, p105) and the in- 
troduction of centralized lube systems in a part of 
the Lincoln, Mercury and Edsel lines. 

Automatic transmission fluid consumption is also 
declining. A drop of 20% in demand has been 
registered since 1952 and the recommended change 
interval has been extended about 2% in the same 
period. 

Finally, rear axle lube capacity has been re- 
duced in the past few years, and some manufac- 
turers have eliminated drain plugs to allow lube 
change and makeup. 

Credit Side—Truck consumption, on the other 
hand, is growing stronger. 

Manufacturers still haven’t developed a satisfac- 
tory synthetic bearing for heavy duty service. The 
number of lube fittings on trucks has thus remained 
nearly constant. 

Since 1950, the truck population has increased 
nearly 23%. Chassis lube consumption by trucks 
in the same period also climbed 23%. 

The Outlook—Truck operators are swinging to 
centralized lubrication. 

Currently, more than 500 fleets use central sys- 
tems in one or more trucks. Since the beginning 
of the year, Lincoln Engineering alone has in- 
stalled 1,000 Multi-Luber systems on Fruehauf 
trailers. 

Centrally lubricated trucks use six times as much 
lubricant as hand-lubed rigs. The lube cost per 
truck is nearly $50 per year higher, but fleet own- 
ers report correspondingly lower replacement and 
maintenance costs. 

Total fleet consumption may not increase that 
much, Central systems check waste arising from 
contamination, flushing operations and sloppiness. 


Industrial: Prospects Are Good 


The rise of industrial automation will boost lubri- 
cant sales, 

e Automation means more machines. More ma- 
chines mean higher demand for lubes. 

The growth of centralized lube systems will 
offset that increase somewhat. With some excep- 
tions, central systems in industry increase lube 
efficiency and reduce lube consumption. 

Automation and central lube systems go hand 
in hand. Without such systems, automation loses 
the factor of continuous operation and thus much 
of its efficiency. With such systems, downtime, 
maintenance and replacement operations are dras- 
tically cut. 

In 1957, more than $10-million in centralized 
industrial lube systems were bought in the U. S. 


As the economy picks up, that figure should rise 
5%-10%. 

The Outlook—Per-unit consumption may drop 
slightly, but increase in automated production lines 
will mean a vastly expanded market. 

There’ll be important side effects: 

e Reduced inventories will be required of both 
marketer and customer. As more efficient multi- 
purpose lubricants are developed, the simpler will 
be the problem of stocking lubes for industry. In 
some situations, special-application lubes will still 
have to be filled in separate reservoirs in one ma- 
chine system. 

e Sales engineers will have to recommend lube 
systems as well as lubricants to industry. The mar- 
keter with the most complete service will get the 
larger share of business. 

e Independent marketers may have a_ better 
crack at industrial accounts. Fewer specially com- 
pounded lubes will be required and smaller sup- 
pliers may be able to handle accounts formerly con- 
sidered too troublesome. 

e The expected pickup in industrial activity 
will accelerate the machine trend sired by auto- 
mation. This means a doubly increased demand 
for industrial lubricants. 

Industrial Handling—The number of lift trucks 
in industry is growing at the rate of 15,000 to 
20,000 a year. Currently, about 500,000 are in 
use. Increased industrial activity will mean a still 
higher growth rate. 

Here too, centralized lubrication systems are be- 
coming an important factor. Central systems do 
away with time-consuming hand lube operations 
which require special hoists and in some situations 
require trucks to be tipped over. 

With this advantage, central systems are boom- 
ing. One manufacturer says, “We have no special 
lift truck program. We have simply fallen into a 
good market.” 

The market potential for multi-purpose grease 
used by lift trucks is about 1.3-million Ibs. per 
year. Even though use of central systems generally 
cuts lube consumption in half, expected gains in 
lift truck population should more than offset that. 


Farm: Changes and Growth Ahead 


Increasing farm mechanization will bring swell- 
ing demand for lube products. Lube specifications, 
however, will become more universal with the 
swing to central lube systems. 

In the past decade, farms have been growing 
fewer, but larger. Larger farms call for more 
mechanization. 

From 1945 to 1955, the number of U. S. farms 
dropped 18%. The number of tractors rose more 
than 93%. Grain combines were up 156%; corn 
pickers were 293% and milking machines in- 
creased 103%. Similar gains were registered by 
nearly all other types of mechanized implements. 

In the period 1939 to 1954, farmers increased 
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their spending for petroleum products by 273%. 
Lube consumption alone probably increased at a 
comparable rate. 

Central Systems—Miulti-Lubers have just begun 
to invade the farm field. After initial trials last year 
on tractors, sales efforts have spilled over into other 
implements. 

Central systems are making their biggest impact 
on frequently lubircated machines with multiple 
fittings. They cut the downtime—a precious fac- 
tor in planting and harvesting seasons. And they 
insure adequate lubrication, an important consid- 
eration to farmers plagued with abnormally high 
machine failures. 

The Outlook—Farm marketers will have to 


Packaging Revolution Ahead 


supply increasing amounts of multi-purpose lubri- 
cants. But they'll still sell in bulk, rather than in 
small cans as in the automotive market. 

Experts say there'll be little decrease in unit 
consumption. Farmers often underlubricate their 
equipment using hand methods. Central systems as- 
sure steady consumption rates. 

Moreover, the anticipated continuing increase in 
the number of farm vehicles should assure a grow- 
ing market for many years to come. 

Only one development could check the growth: 
sealed bearings. Up to now, manufacturers haven't 
concentrated their efforts on this market. They’re 
experimenting here, as they are in the fleet and 
industrial fields, but so far there’s little threat. 








@ Plastics loom as the lube packaging material of tomorrow 


@ New container shapes and sizes are being test-marketed 


@ Brand marks are changing: they'll be clearer, more distinct 





STRANGE PACKAGES now on the drawing 
boards will affect you whether you buy, sell or pro- 
duce lube oils and greases. 

Lube men are developing sturdy, lightweight 
containers. They’re finding ways to speed filling, 
reduce handling and cut shipping costs. They 
haven’t got all the answers. But what they’ve 
turned up points to an impending revolution. 


Cutting Costs and Weight 

Steel has been king for years in petroleum 
packaging. Last year, aluminum made a significant 
breakthrough. Reynolds Metals Co. contracted with 
Esso Standard Oil for the delivery of 35-million 
aluminum one-quart oil cans per year. The figure 
was later raised to 60-million. 

Aluminum normally costs more than steel. But 
Reynolds’ price was equivalent to the going rate 
for steel cans. Reynolds planned to set up a used- 
can recovery system at stations, but so far hasn’t 
been able to perfect it. 

Bandwagon—Recently, Continental Can Co. of- 
fered a similar deal to other majors. Half a dozen 
accepted the offer to test market aluminum con- 
tainers. Continental plans no recovery system. 

Behind the Reynolds and Continental moves is 
a world-wide surplus of aluminum. American pro- 
ducers are hard hit by low-price Russian compe- 
tition. They’re digging for new domestic markets. 
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Experimentally, Aluminum Co. of America is 
working on a cardboard container lined with thin 
aluminum foil. Another company is testing a thin- 
gage aluminum can designed to be filled in a pres- 
surized room. 

Plastic Packages—‘“Someday most of our con- 
tainers will be plastic,” says a major executive. 

Plastic is the material of the future, but it’s not 
entirely new. During World War II, Socony Mobil 
marketed a carton with a pliofilm liner. 

Several companies market gear and outboard 
greases in high-pressure polyethylene tubes. Other- 
ers have test-marketed automotive grease in plas- 
tic bags. 

But there are problems. Some of these packages 
“sweat” grease through their walls. Others can’t 
be filled at rapid speeds. Most important, many of 
the containers are difficult to seal 

Polyethylene is usually heat-sealed. In most proc- 
esses, the sealing must be done through the oil o1 
grease contents of the package. Petroleum prod 
ucts, being volatile, cause blisters in the seal and 
ultimately weaken the package. 

Sealing problems have apparently delayed intro- 
duction of Tetra-Pak, a film-lined paper carton 
developed in Sweden. Tetra-Pak is currently used 
for milk, but not for oil. Recently, the company 
reportedly hit on an experimental plastic which 
seals satisfactorily. A major oil company also claims 
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Lubrication 


(Begins on page 125) 
to have a plastic which heat-seals through an oil 
film. 

High-Density Polyethylene—A _ recent entry 
in the packaging derby is high-density polyethy- 
lene. Packaging men are interested. 

Right now, high-density polyethylene can’t com- 
pete with steel prices. But volume production might 
bring the cost down. A sales executive for one 
producer says, “Our biggest order now is for 10- 
million containers a year. There’s no telling how 
low we can go on an order for, say, 100-million 
cans a year.” 

Phillips Petroleum Co. is a producer of high- 
density polyethylene and uses the material in 
grease packaging. Currently, Du Pont is suing 
Phillips for infringement: of patents for the pro- 
duction of the substance, but experts say the out- 
come won’t affect availability of the material. Four 
other companies make it, and both Du Pont and 
Union Carbide are building new plants. 

The possibility that one or more companies 
might use plastic cans is not so far-fetched. Pack- 
aging men are working overtime to find cheaper, 
lighter substances. 

Steel prices recently took a jump. So did alumi- 
num. There are rumors that metal can costs are 
about to increase because can makers claim they 
have “absorbed” the last two rounds of price rises 
You can bet if that happens, plastics will look 
still more attractive. 

One other synthetic substance is getting close 
scrutiny from lube packagers: fiber. Several com- 
panies are test-shipping 120-lb. fiber grease drums. 
Early reports are that they hold up well under 
rough handling and save as much as 1¢ per Ib. 
in production costs. 


Changing Shapes and Sizes 


The packaging revolution could doom the con- 
ventional one-quart round oil can. Sizes and 
shapes are both open to debate. 

Several months ago Crown Cork and Seal Co. 
introduced the pint-sized “Ful-Safe 15” oil can. 
Crown is plugging the can for two markets: less- 
than-quart refills and the small car-small engine 
field. So far only American Oil Co. has announced 
test marketing of the small can. 

Specialty Applications—The outboard and lawn- 
mower market is inspiring can companies to develop 
can tops designed to aid in the exact measurement 
of oil and gasoline. Crown says it’s working on a 
tilt-control mechanism for its 15-oz. can. American 
Can Co. is already marketing one-pint “Accu-Por” 
cans for a lawnmower company. The can has a 
measuring cup built into a screw-type top. 

Gear grease has found its way into pushbutton 
aerosol cans. Acrolite Products Inc. is introducing 
a “Gear-Lube Spray” for hard-to-reach points. 

New Shapes—‘“Round cans are no dogma with 
us,” says a packaging coordinator. “All we want 


is a container we can put a good brand mark on, 
that will stand up to the weather.” 

Experiments with new shapes goes on alongside 
research in new materials. Shipping efficiency is 
the motivation behind changes in shape. Esso 
Standard Oil Co., for instance, has test-marketed 
a flat can 1.5-in. high and 5.5-in. square. The 
can was designed primarily for the export market 
since 24 cans made a compact cubical package. 

Even the 55-gal. drum is looking different these 
days. Latest development is eccentric rolling hoops. 
Advantage: more compact shipping since hoops 
don’t butt against each other. Some packagers say 
hoops themselves may eventually disappear, at least 
in the domestic market. They facilitate hand load- 
ing—a factor in the export field but not in the 
United States. 


Brightening the Package 


“Packaging has grown from a mere way of cov- 
ering and shipping a product into a market force 
all its own,” says Business Week magazine. In- 
creasingly, packaging programs are influenced by 
merchandising principles. 

Integrated Approach—Sinclair Refining Co.’s 
newly designed can line aims at two targets: (1) 
Better recognition of the Sinclair name, and (2) 
Lower cost. 

The new Sinclair cans sport the modernistic key- 
stone designed by Donald Deskey to serve as an 
over-all company identification. Sinclair has been 
testing a similar motif in station signs. 

Although the new cans are sharper and more 
attractive than their predecessors, Sinclair is saving 
about $50,000 a year in production costs. The 
lithographing process has been re-worked to take 
advantage of the natural color of the can. 

Brand Approach—Continental Oil Co. has taken 
an almost opposite approach in its new can line. 
The Conoco red triangle and company has been 
played down, while individual brand names have 
been sharpened. 

Conoco is shooting for more colorful displays 
at the point of sale. Color contrasts have been 
stepped up. At the same time, the company hopes 
to achieve better customer identification for individ- 
ual grades of motor oil. 

Conoco’s new packages also show the effects of 
depth research. Company testers determined that 
customers notice most the upper two-thirds of motor 
oil cans. Hence, the brand name is concentrated 
in that area; the company name appears in smaller 
type below. 

Tidewater Oil Co. is starting a package re-design 
program. New cans may appear after the first of 
next year. A final design hasn’t been adopted yet, 
but the new packages will probably carry the Tide- 
water brand mark throughout. Officials have com- 
plained about the “hodge-podge” of Tidewater 
packages and called for “one face” throughout the 
world. 
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Will Moly Grease Catch On? 


LUBRICATION 








Lube men are impressed by Standard of Kentucky's station 


merchandising campaign for a new kind of chassis grease 





STANDARD OIL CO. of Kentucky is breaking 
some basic ground rules in introducing moly-sulfide 
grease at its service stations. 

Moly grease is a virtual newcomer to the pas- 
senger car field. Grease itself has long been a 
“poor relation” to gasoline, motor oil and TBA. 
(There have been exceptions: Texaco’s continuing 
promotion of Marfak lubrication, for one.) 

Standard spent about $35,000 this summer try- 
ing to show motorists that moly grease is the chassis 
lube for their cars. Concurrently, the company was 
persuading dealers that pushing moly grease jobs 
would boom over-all sales. 

It’s an unorthodox approach. Lube men are 
watching to see whether gasoline and motor oil 
volume will rise in the wake of the moly campaign. 

What Is Moly Grease?—Molybdenum disulfide, 
a grey-black powder, is a good lubricant in its 
natural state. When added to a high-quality grease 
strikingly improves lube performance. 

Climax Molybdenum Co. is the company’s lead- 
ing producer of molybdenum and has the moly- 
sulfide grease market almost to itself. After a few 
years of pushing moly grease in the fleet and in- 
dustrial fields, Climax decided late last year to aim 
for the passenger car chassis grease market. 

The moly sales story is familiar to many lube 
men. The sulphur atoms in moly-sulfide have a 
strong affinity for metal. Moly plates out on metal- 
lic surfaces and stays behind when ordinary grease 
is squeezed out under pressure or shock. 

There’s a relatively weak attraction between 
layers of moly-sulfide. The result is a series of 
“shear planes” with low friction. Moly is resistant 
to water and chemicals and stands up to tempera- 
ture extremes. 

Why Standard Promotes Grease—Moly came 
along at just the right time to fit Standard’s plans. 

“The whole industry has been hard-pressed for 
smart promotion ideas,” says W. R. Gaylord, lube 
manager. Everybody claims the best. But motor oil 
ratios continue to decline. 

“We've used moly on our own fleet and sold it 
to commercial accounts for two years. It works 
beautifully. We decided to promote it at stations 
to stimulate customer interest in lubrication.” 

Standard normally runs a summer lube cam- 
paign, but this, says Gaylord, “was really hot.” The 
company supplied A-boards, steering wheel tags, 
signs for the lube bay and prepared ad copy. Climax 
picked up the tab for three full page ads in six 
Sunday newspapers in Standard’s five-state area. 
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The theme was moly grease and its advantages. 
smoother riding, fewer squeaks, easier steering. 

Will Others Follow?—Half a dozen majors sell 
moly to fleets. Among them are Socony, Texaco, 
Sinclair, Gulf and Cities Service. Some are spot 
testing moly in selected stations. One franchised 
jobber on the East Coast is putting moly into his 
40 stations. But only Standard has made the big 
leap into the passenger car market. 

Climax says three companies are seriously con- 
sidering following Standard. A lot depends on 
Standard’s success. Climax hopes its $35,000 in- 
vestment will pay off, but up to now they haven't 
offered anyone else a similar deal. 


Moly could eventually account for 40% of the 
total grease market, Climax says. But there are 
obstacles to be overcome. 

e Some bearing makers are reported cool to 
using any solid agent, including moly, in certain 
greases. Timken has a long-standing prohibition 
against solid agents in anti-friction bearings such 
as are used on front wheels or in power takeoffs. 
Climax is confident the specs will be changed soon, 
at least so far as moly is affected. The company is 
circulating a report of a leading research group 
showing that moly has no effect—good or bad- 
on this type bearing. 

e Cost is another hurdle. Adding 3% moly to a 
lithium grease raises the cost 5¢ a lb. Oil com- 
pounders will have to boost prices 6¢ or more. 
Distributors will add another increase. The price 
to the dealer will jump from around 17¢ a Ib. to 
above 25¢ a lb. But dealers probably won't raise 
the price of a grease job. Labor remains the biggest 
part of a chassis lube bill. 

e Moly’s better performance might increase the 
period between lube jobs, some majors say. Others 
point out that the same charge is levelled against 
premium oils, but no one fights their use at stations. 
Standard is trying to emphasize that moly performs 
better during normal change intervals. 

e Another weak point: Moly might hinder house- 
keeping. It’s a black grease and clings tenaciously 
to surfaces. One lube manager says he won't put 
moly in stations for fear of messing up lubritoriums 
“we've been trying to clean up for two years.” 

Most marketers agree that moly does a superior 
job. Objections could fade rapidly if Standard con- 
vinces the public that moly is for them. And if 
Standard can upgrade over-all station business by 
pushing grease, other merchandising men may try 
the same gimmick. 
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Spot the needs... and you sell 


CI ACK sire... SBI sce soo neo 


ECO ISLANDERS help spot the needs that build sales 


Customers want more than fast, friendly service. They count on 
you to tell them their service needs and keep their cars operating 
efficiently. 

Eco Islanders help spot these needs. They put air and water 
on the island where you can give fast service easily as you look Fl 
for the needs that make money. What's more, while saving hun- N ares 
dreds of steps, Eco Islanders give more time for friendly selling Tireflator 
right at the island. 

Put Eco Islanders on your islands — get rid of tangled air hoses Model 244AWT 
and bothersome water cans — and watch your TBA sales climb. i» aw 

Available with or without automatic tire inflation in a wide 
variety of models to harmonize with any station layout. 

Eco Tireflators provide accurate automatic tire inflation for SPEED SERVICE —SAVE TIME 
post, wall or remote overhead installation. SAVE STEPS 
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How Research Can Help You 


Make Modernizing Decisions 


RESEARCH 


Sagging profits and complex markets are putting research 


in the limelight today. And researchers are proving they can 


supply hard facts on an increasing variety of problems. Here's 


the way it works at one research-conscious major company 


THINK, QUESTION, INNOVATE—these are key 
words for a dynamic marketing research group. 

Never before has management been more in- 
clined to let researchers perform these functions, 
says John Picou, market research manager of At- 
lantic Refining Co. 

Atlantic is a company where research has proved 
itself a necessary adjunct to management decisions. 
Picou and his staff enjoy a status not shared by 
most other oil company market research groups. 
But industrywide, researchers are being graduated, 
at varying speeds, from information-gathering to 
problem-solving, basic research and experimenta- 
tion. 

“Our job is to help management make decisions,” 
says Picou. “We have time to just think, to put our 
feet up, look out the window and say ‘where are 
we and where are we going?’ ” 


How to Get the Most Out of MR 


Market research is more effective when it’s 
brought in at the start of a project and used con- 
tinuously; it’s less effective when it does the usual 
series of one-shot studies. In Atlantic this means 
the director is an active member of several stand- 
ing and special committees. Some groups are set 
up to solve particular problems while others, like 
the “blue skies” heating oil committee, think up 
and explore new tacks. Since his job is to help 


By DORIS WELLS 
Staff Writer 
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management make decision, Picou says, he has 
to be close to the guys taking action. 
Research must be use- 
ful, vital, something man- 
agement can act upon. 
“If the boss looks at a 
report and says ‘it’s inter- 
esting, that’s the worst 
thing that can happen,” 
says Picou. He tries to 
instill in his department 
the decisional aspects of 
research. The last deci- 
mal point isn’t important 
itself; what it means to 
the company is. 
Atlantic’s Picou: “Think, 


Even the department's question, innovate” 


setup reflects Atlantic’s 

idea of the function of MR. Of a staff of 14, five 
are in the marketing problems section, four are 
in the field and statistical surveys section, (they 
carry out the surveys and do the nose-counting), 
and three are in sales analysis and planning. These 
last give management a visual briefing on com- 
pany sales, competitor sales and industry trends 
each month. The other two members of the de- 
partment are Picou and his secretary. With only 
one secretary, paperwork is held to a minimum. 


What Researchers Are Doing 


Atlantic’s MR department, like others, is being 
called on to do a wide variety of projects. All 
have the same aim—to make the company more 
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MAKE MORE 
PROFIT ON 
EVERY GALLON 


DELIVER MORE 
OIL WITH 
LESS WORK 


BY USING 


SPEED-KLEEN 


Nozzle tube and 
fill pipe fittings. 


Stop nursing problem fills! Speed- 
Kleen fittings make all fills easy 
fills—you deliver oil to whistle 
vented tanks at any speed you 
want—up to 100 g.p.m., or more 
—safely, cleanly, with less effort. 
Let us prove it and show how 
easily you may install this work 
saving, money making equip- 
ment time— 
simply put it on in place of the 
present fill cap. 


without loss of 


Don’t continue losing profits 
Write or phone C. G. Eyster at 


TIME SAVING FILES, INC. 
Phone York 6119 
140 W. Market St., York, Pa. 





Research 


Market research’s job is to 
answer questions — about 
such things as locations, 
design, dealer recruitment, 
and how many gasoline 
grades to have 


(Begins on page 129) 


efficient and productive at lower costs. 
Here are some typical questions MR | 
has been asked to answer: 

e Are shopping center locations | 
for service stations worth the extra | 
expense? Atlantic has done location | 
studies tor shopping center and non- | 
shopping center stations, based on} 
traffic counts, trading areas and po- | 
tential market. Now they’re interview- 
ing dealers, motorists and shoppers. 
Where stations were on the site before | 
the center, station histories are worked | 
up to see whether and how over-all | 
changes in shopping habits are re-| 
lated to sales volume. 

e How good is our brand sign? 
How much trouble are we in? Have 
we a design alternative? To keep the 
study objective, National Analysts, 
Inc., was called in to test Atlantic’s 
sign and to determine how it stacks 
up with competing brand signs. A few 
new design possibilities were tested 
too. 

Here’s how the study was done. 
Subjects looked into a machine and 
saw various brand signs in different 
settings, at different speeds and in 
different lights. Signs were graded on 
(1) how quickly they caught the eye, 
(2) at what speeds they were clearly 
visible or were identified, (3) the im- 
pression they made or how often peo- 
ple remembered seeing them, and (4) 
how attractive they were. 

The test showed Atlantic’s present 
sign isn’t as good as the company 
wants it to be. The new designs, sug- 
gested by company men, weren’t good 
either; now a professional designer is 
on the job, 





e Are pennants, banners, signs and 
other point-of-sale advertising at sta- 
tions useful, worth the money, or clut- 
ter? The study started with this ques- 
tion but grew to an over-all investi- 
gation of the best sales promotion 
formula. 

A two-month gasoline campaign 
was studied. It had regional and local 
advertising, point-of-sale displays, 
dealer pep-talks, and many other fea- 





tures. But how much was necessary? 
As a result of the study, new cam- | 
paigns will be run differently in dif- | 
ferent areas. Some will have advertis- | 
ing support but no point-of-sale ma- | 
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Lliminates the hazards 
of combustible 
Vapors accumulating 
at ground level. 


High capacity unrestricted vent- 
ing area allows storage tanks to 
breathe more freely, greatly in- 
creasing the efficiency of the 
faster, safer delivery features of 
modern “‘tight-fill’ service. 


One compact non-corrosive alu- 
minum unit. Complies with all of 
the latest fire prevention regula- 
tions for upward venting of gaso- 
line storage tanks. 
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INSTALL IT! 
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terial or no mail campaign. Other 
areas will be reversed. 

e What can we do about getting 
and keeping good dealers? In one 
study, trainees were given a series of 
psychological tests. Now on the job, 
they’re being watched to see if there’s 
any correlation between the test re- 
sults and successful or unsuccessful 
dealers. 

Another approach involves _ ba- 
lanced selling as the key to dealer in- 
come. Gross sales reports for hun- 
dreds of stations showed few dealers 
were meeting the non-gasoline sales 
quotas set by the company, especially 
for lubes. As one result of the study, 
Atlantic started a drive on lube sales, 
and this led to other profits. 

e What about third-grade gasoline? 
The MR department is watching this 
closely to see whether a real trend is 
developing. Every six months man- 
agement gets a report on competitors’ 
sales figures and on the popularity of 
the third-grade concept. Motorists and 
dealers are continually interviewed on 
their attitude, awareness, opinions 
and preferences. 


Applying Research to Operations 

Another new science, operations re- 
search, is also gaining popularity in 
many oil companies. 

Basically OR is an analytic, math- 
ematical approach to problems. It is 
used for complex studies having a 
number of quantitative factors or al- 
ternate courses of action. Usually 
there are many calculations, and an 
IBM computer is used. Here’s an ex- 
ample: 

A cost analysis of packaged oils 
sales made Atlantic question whether 
its 60 warehouses were located right. 
The company studied 99 possible sites 
and found that customers could be 
served with 44 warehouses (29 exist- 
ing ones and 15 new ones) at a sav- 
ings of 10%. 


The researchers plotted each of At- 
lantic’s customers. After some pilot 
work, they set up 844 “customer 
zones” of 100 sq. mi. Transportation 
cost from each potential warehouse 
site to the center of each of the zones 
was worked out. Then they took the 
sum of the volumes of the individual 
buyers within each zone and multi- 
plied it by the transportation cost. 

Every possible combination was 
tried for the 844 customer zones and 
the 99 warehouse possibilities. Atlant- 
ic estimates it took some 85,000 cal- 
culations. A computer did the job in 
seven hours. 

The results of the study have just 
been turned over to management. A 
decision has not yet been made. 


Why MR Is Gaining Ground 

Picou reports research is getting a 
boost now because company execu- 
tives are anxious to question, inno- 
vate and experiment. It’s due partly 
to general business conditions and 
partly to the industry’s determination 
to solve its problems. 

A major problem is that oil indus- 
try retailing is lagging behind other 
types, Picou believes. He 
service stations undergoing a revolu- 
tion in the next 5-10 years. High 
dealer turnover, “dog” stations and 
the growth of private branders are 
all symptoms, he thinks. The disease 
itself, he says, is putting outlets on 
stream that can’t compete with other 
retailers in performance and produc- 
tivity. 

Picou feels his department’s job is 
first to recognize this revolution and 
second to work on the solution. Man 
agement must either make better use 
of what’s available today (vending 
machines, tuneup, balanced selling, 
and so on or find new and better ways 
to make stations more attractive as 
merchandising outlets. a 


foresees 
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LOOK BETTER... 
WORK BETTER... 








in tailored-to- 
INDUSTRIAL 
WORK WEAR by 


Lee 


Complete, lasting 
satisfaction guaranteed! 


For full details, write: 


THE H. D. LEE CO 
GENERAL OFFICES 
117 W. 20th ST., KANSAS CITY, MO. 


WORLD'S LARGEST MANUFACTURER 
OF UNION-MADE WORK CLOTHING 
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Now, from U. S. Steel, you get maximum product protection 
plus two important purchasing advantages—at no extra cost 


Chemically cleaned, then coated with 
extra zinc phosphate — every rust- 
inhibited U. S. Steel drum gives you 
maximum product protection. 

But that’s not all. 

With every U.S. Steel drum and 
every U.S. Steel pail, you automatically 
get two extra purchasing advantages 
that can help you save time and money. 
1. Full, complete line. U. S. Steel offers 
today’s widest selection of steel ship- 
ping containers. From 2's-gallon pails 
through 57-gallon drums — plus a com- 
plete line of stainless-steel containers. 
This wider line allows you to fill all 
your needs at one time, in one place, 
with absolute confidence. 


RE 


2. Punctual deliveries. U. S. Steel’s sev- 
en convenient plants assure you of a 
smooth, even flow of containers—by rail, 
or in a special fleet of trucks. Our kind 
of service helps reduce both inventory 
and production problems. Your normal 
needs are filled without delay, rush 
orders get there quicker, too. 
Maximum protection, simplified pur- 
chasing, punctual deliveries—U. S. Steel 
gives you all these extras at no extra 
cost. Why don’t you talk over your steel 
shipping container requirements with 
the man from U. S. Steel? 
Factories in: Los Angeles, Calif Alameda, 


Calif. - Port Arthur, Texas Chicago, Il 
New Orleans, La. . Sharon, Pa. . Camden, N. J. 


United States Steel Products Division 


NATIONAL 


U.S. Steel drum 
after 1 year | 


| Ordinary drum 
after 1 year 


PROOF OF U.S. STEEL PROTECTION! 
Both these 55-gallon drums were weath- 
ered for 12 months. Rust appeared on the 
ordinary drum the first week. U.S. Steel 
rust-inhibited drum—coated with zinc phos- 
phate—shows no trace of rust whatever. 
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GET 100% WATER-FREE JET FUEL— 
CONVERT with the Purolator Conversion Kit 


The hay-bale type of horizontal separators or dehydra- 
tors, which you have now in the 300 and 600 GPM sizes, 
can easily be changed to modern, approved separator/ 
filters in accordance with MIL-F-8508A and MIL-S-254B 
specifications. All you need is the Purolator Conversion 
Kit, nothing more—no additional piping, no welding or 
tank modification, no disconnecting of inlet or outlet. 
Servicing can be accomplished by one man. So can 


replacing elements. 

All units are equipped with the Purolator Micronic® 
coalescer element which removes both solids and water 
from jet and other aviation fuels. Purolator recommends 
that units be changed at 15 psi pressure differential. 

Get ready for the jet age the economical way . . . send 
for complete information on Purolator’s Conversion Kit. 
Write to Purolator today. 


Filtration For Every Known Fluid Pe LU oe O LATO La 4 


PRODUCTS, INC. 


RAHWAY, NEW JERSEY AND TORONTO, ONTARIO, CANADA 
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irsts” 


Globe battery “ 


SYSTEM 


that sparked me 


AULUNN LAI AE 


First practical one-piece cover 
and thin-wall plastic case — for 
greater over-all container 
strength, extra acid capacity, 
better battery looks. 


First GRIP-RIDGE,” SURE-GRIP* 
Holds-Downs and SURE-LOK* 
Channels — for easily locking 
any M.O.S.T. System battery 
securely and rigidly into any 
size battery carrier.* Pat. Pend. 


First creative packaging of 
dry-charged batteries — for 
point-of-sale activation 
with factory fresh power— 
easily, swiftly, safely. 


First mass-produced 
color-painted batteries 
for greater merchan- 
disability and eye-ap- 
peal to provide the 
most in up-front dis- 
play trade-up! 





and NOW — the first all-grade battery marketing for 
Maximum Opportunity for Sales and Turnover — with 


SYSTEM 


Only 4 M.O.S.T. System batteries 
(replacing the conventional 14) fill 
all 6- and 12-volt needs . . . while 
12 (instead of the 42 conventional) 
meet all quality preferences in the 
Special (economy), DeLuxe and 
Premium grades. Vivid M.O.S.T. 
colors and dramatic styling create 
tremendous eye-and-buy appeal to 


LMMMHIL INL 


trade your customers right on up 
to the top! It’s your 100% sales 
opportunity — 100% turnover as- 
sured many times a year — for 
maximum profits from the very 
minimum inventory. To get the 
MOST for your battery money be 
the market with the M.O.S.T. 
Write Globe today! 


MUNN It LTT sen 


TENN., *MILWAUKEE, WIS., *MINERAL RIDGE, OHIO, *PHILADELPHIA, PA., 
*REIDSVILLE, NO. CAROLINA, *SAN JOSE, CALIF., *HASTINGS-ON-HUDSON, 
N. Y., "LOS ANGELES, CALIF., OREGON CITY, OREGON, *TAMPA, FLORIDA 


Fast, low-cost shipment from 16 strategically located plants (15* now pro 
ducing dry-charged batteries): “ATLANTA, GA., "DALLAS, TEXAS, *EMPORIA, 
KANSAS, “HOUSTON, TEXAS, “LOUISVILLE, KY., “MEDFORD, MASS., *MEMPHIS, 


SPINNING POWs, 
cofte-uni GLOBE-UNION INC. 
nce MILWAUKEE 1, WISCONSIN 
if it's Petroleum-powered there's a GLOBE-BUILT BATTERY right from the start! 
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How Modern Tools Can Hike 
Your Dealers TBA Sales 


The dealer with a mechanical tire changer 


TIRES 


BATTERIES 
ACCESSORIES 


unconsciously looks for more tire sales. With a good 


fast charger, he tests more batteries. And with a full TBA 


inventory, well displayed, he'll do more all-around selling 


HE RIGHT TOOLS lend wings to every job. Are 

your dealers grounded because they lack the 
proper retailing tools? How do they stack up in 
these two main areas? 

e Plant—for storage and display of products 
and merchandise offered for sale. 

e Equipment—for installing and servicing the 
products once they’re sold. 

The service station operator’s basic plant takes 
care of all functions associated with oil products. 
Modern stations also provide a limited amount of 
display and storage for TBA merchandise. But 
the dealer who tries to get along with skeleton 
equipment today won't make much money out of 
TBA. 

If you’re going to make that dealer more than a 
marginal TBA outlet, somehow you've got to 
persuade him to expand his facilities. He’s cutting 
himself off from his normal, profitable share of 
retailing profits if he doesn’t add these items: 

e A mechanical tire changer. 

e A wheel balancer. 

e An impact wrench. 

e A first-class fast charger. 

e A modern battery tester. 

e One or more outdoor tire racks. 

TBA departments of oil marketing companies 
learned years ago that when a dealer adds even one 
By FRANK C. STURTEVANT 
TBA Editor 
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of these pieces of equipment his TBA business 
improves. 

Why Put In Tire Changers?—Spectacular results 
are obtained with mechanical tire changers. Be- 
cause of this, several companies—starting around 
1950—launched vigorous campaigns to get their 
stations equipped with mechanical tire changers. 
They arranged for demonstrations at dealer meet- 
ings. They gave dealers a chance to pay part of the 
cost out of special credits tied to tire purchases or 
tire sales. 

Over the space of a few years, what amounted 
to an industry-wide drive developed; tire changers 
were bought by just about all leading dealers. 
Some companies went further and pushed wheel 
balancers and impact wrenches, both useful ad- 
juncts to tire service. 

Fast Chargers—Long before the big drive for 
better tire equipment started, use of fast battery 
chargers in service stations was an accepted in- 
dustry practice. For that reason many dealers have 
some kind of a fast charger even though their 
mechanized tire equipment may not go beyond a 
tube patch vulcanizer. 

The problem today is to get station operators 
to replace old, beat-up chargers with modern, 
efficient units. Again it’s the leading operator 
who is likely to have an up-to-date, accurate fast 
charger. In the bigger stations you’re likely to find 
two or three fast chargers so that no _ battery- 
charge customers have to wait. 

New Testers Coming—It looks now as if the 





PLAN’S9 


ARE YOUR DEALERS USING THESE TOOLS? 


IMPACT WRENCH 


(Begins on page 135) 
small open-circuit voltmeter for testing individual 
battery cells is no longer adequate. Many stations 
bought these cell testers because oil companies 
recommended them as easier and quicker to use 
than hydrometers. 

They worked fine as long as we had 6-volt 
batteries in accessible locations with exposed cell 
connectors. Today the 12-volt battery has double 
the number of cells to check, and the cell con- 
nectors are buried out of sight under a layer of 
sealing compound. That makes testing slow and 
difficult. 

Yet everyone agrees that battery testing is the 
key to battery sales. The answer for the station 
operator is to put in a tester that will give a condi- 
tion test on the entire battery. 

He can do that in two ways: 

e@ The more expensive fast charger models have 
built-in units for testing the battery under load. Or 
there is a new type of versatile tester coming into 
use that combines several functions: the station 
operator can make an over-all test of condition 
before charge; he can load test the battery after 
charge; he can make individual cell tests. 

e If your dealer’s in the tuneup business, his 
tuneup equipment should include some means of 
making an over-all battery test. 

Tire Storage Plus Display—The retail plant 
that’s supposed to provide display and storage for 
the TBA line is the station building itself. Actually 
it only does part of the job. New stations do have 
larger display rooms, usually equipped with mod- 


MOTO; 
7. cuaner 


INDOOR DISPLAY FIXTURES 


ern fixtures. Many old stations got new shelving 
and other fixtures in the wave of remodeling that 
began in the early postwar years. 

As a result there’s space to store and display 
most of the accessories and a fair number of bat- 
teries—but there’s nowhere near enough room for 
tires. Beyond the so-called display room, station 
planning hasn’t yet got around to making specific 
and adequate provision for the TBA merchandis- 
ing function. 

TBA departments have sought to cope with the 
physical limitations of service stations by urging 
use of display fixtures. Tire racks of many sizes 
and styles not only help the dealer piece out his 
cramped storage but serve to get the tires out on 
the driveway and visible to the customers. 

Most of these racks are portable units that can 
be wheeled into and out of the station. As with 
other modern equipment, leading dealers are quick 
to put them to good use. But the advent of tubeless 
tires and 14-in. wheels, as well as nylon in all price 
classes, has so expanded tire inventories that deal- 
ers today need something more. 

Tire Annex—In the last two or three years oil 
companies have discovered the virtues of a per- 
manent outdoor tire cabinet. These metal struc- 
tures, anchored to the drive and fitted with doors 
that can be locked at night, perform a double 
function. 

They’re big enough to hold more than 100 tires, 
so they ease the inventory problem right away. In 
addition, their very size—with doors folded back, 
appropriate signs in place, and shelves full of tires 
—gives them an imposing display value. 
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TIRES 
BATTERIES 
IACCESSORIES 
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TREAD THIN? 
TRADE EM IN/ 
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MECHANICAL TIRE CHANGER OUTDOOR TIRE RACK 


These cabinets are a sort of detached annex to 
the station building, furnishing storage space not 
available inside. 

They provide more than convenience, though. 
The dealer who has a full tire inventory at his back 
feels free to tackle any and all prospects. He isn’t 
worried about not having the right tire in stock. 

The display value of the annex is probably 
more important. In a permanent driveway location, 
the large stock of tires on hand is as prominent as 
the gasoline pumps. 

This high visibility works two ways: (1) The 
dealer and his men are reminded every day that 
they have on hand a big supply of tires that must 
be sold. This always spurs the hunt for tire pros- 
pects. (2) Car owners can’t miss that big driveway 
display even if they only drive by. In nearly all 
cases where the permanent cabinets have been in- 
stalled there’s been an immediate and substantial 
pickup in tire sales. The success of the first models 
has led to the introduction of a smaller model hold- 
ing 50 tires, to meet the needs of the smaller station 
operators. 

Dealer Acceptance—As was the case with tire 
changers, a certain segment of dealers quickly 
grasps the value of the driveway display racks. 
Numerically the segment isn’t very big—probably 
not over 20%. It’s the same 20% that, by all 
reports, accounts for 80% of all TBA sales. 

The big TBA problem is how to get more of the 
other 80% into the ranks of productive TBA out- 
lets. One fruitful way might be to concentrate on 
persuading them to modernize their TBA equip- 
ment. . BATTERY TESTER 
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t car washing time in half ; 
ith no increase in personne 
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WEAVER :: CAR WASHER 


doubles your car washing profits 


Take advantage of the full profit possibilities that car 
washing service offers. It’s easy with a Weaver Automatic- 
Overhead Car Washer. This super-efficient unit will 
greatly enlarge your washing capacity . . . give you 
double the profits that is possible by manual washing. 


FINGER-TIP OPERATION 


} TEMPERING CYCLE. On flick of lever, 

“Spray Arch’’ automatically starts, moves 
length of car spraying it with clear water 
while front wheels are hand washed. 


*D DETERGENT CYCLE. At end of “Temper- 

ing Cycle’ the ‘Spray Arch’’ automatic- 
ally reverses direction, sprays car with 
“Weaver-Gloss’’ Detergent and water as op- 
erator starts sponging at rear. 


No costly installation is needed. No floor tracks, large 
inlet pipes, special drains, storage tanks, splash walls 
or curtains are needed. You merely anchor chains over- 


head, connect water, and plug into electrical outlet. 
The time-saving, profit producing results that others are 
getting—YOU can get. And best of all the Weaver Car 
Washer is reasonably priced. 


3 SPONGING CYCLE. To permit completion of manual sponging, the ma- 
chine stops at end of ‘Detergent Cycle” for an adjustable interval which 
is pre-set to suit manpower available. 


4 RINSING CYCLE. After “Sponging Cycle’, unit automatically starts, 
delivers 4 clear water rinses, and automatically shuts off. 


See your Weaver jobber or write us for Bulletin NPN-710 


WEAVER MANUFACTURING CO., SPRINGFIELD, ILL., U.S.A. 


SERVICE SHOP EQUIPMENT 


Complete Weaver line includes: Twin Post Lifts . . . Triple Post Lifts . . . Single Post Roll-on, 


Free-Wheel and Frame Type Lifts . . 


Al; e£ 





9 quip . . » Headlight Testers . . . Brake Testers . . 
. . » Jacks . . . Wheel Dollies . . 


. Unit Lifts . . . Bumper Lift . . . Car Washers . . . Wheel 
. Wheel Balancing Equipment 
. and Air Compressors. 
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Cross section of Low Profile tire is 
86% as high as it is wide 


What’s New in TBA 





New tire (left) on 15-in. wheel is 
same height as regular tire on 14-in. 


U.S. Royal Introduces Oval Tire 


LOW PROFILE TIRE has been in- 
troduced in the premium priced U.S. 
Royal Master line. Because it is only 
86% as high in cross section as it Is 
wide, the new tire mounted on a 15- 
in. wheel stands no higher trom the 
ground than a conventional tire on a 
14-in. wheel. 

The oval shape of the tire and what 
is described as its “long, low-angled” 
nylon cord construction, are claimed 
to give greater stability. Tire will also 
take the highest sustained speed of 
any passenger car made in this coun- 


Amflo gage line 


... 1S a new entry in the tire gage field. 
The gages are made by Amflo Products, 
578 North Avenue 23, Los Angeles 65, 
Calif. Three models are offered: a 
straight chuck at $7.90, an angle chuck 
at $8.50, and a truck chuck at $9.30. 
With only two moving parts (dial unit 
and air valve), gages are said to be 
trouble-free and accurate 


Battery filler 


. has an automatic shutoff that stops 
the flow of water (or electrolyte) when 
the cell is full. Of black polyethylene, 
Safe-T-Fill has a 2-quart capacity, is 
easily refilled, and is especially useful 
for activating dry charge batteries. Per- 
mits fast filling with no overflow. Sold 
by the Three Star Corp., 3453 Cahuenga 
Blvd., Los Angeles 28, Calif 
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try today, says the manufacturer. 

Although this first low profile tire 
is in the upper bracket premium price 
level, and thus aimed ostensibly at 
the replacement market, some version 
of the low profile design may be 
adopted as original equipment. It per- 
mits low car height without contracting 
brake drum area. 

G. Raymond Cuthbertson, U. S 
Rubber vice president, predicts that 
low profile tires will be adopted by 
the tire industry generally and will 
be standard on some 1960 cars. 


Power pack 


for 6- and 12-volt outboard motors 
has been introduced by Exide. Built-in 
charger can be plugged into a 110-volt 
a.c. line. Unit clamps to deck for stability 
in rough seas. Convenience outlet in side 
provides source of 6- or 12-volt power 
for lights, radios and other types of re 
mote outdoor use. Compartment is pro 
vided for tools. 


New filter wrench 


. . brought out by Purolator for loosen 
ing the new disposable cartridge oil filters 
features three improvements: It’s 50% 
heavier than the previous Purolator 
wrench to prevent bending when remov- 
ing a tightly stuck filter; teeth are de 
signed to give a surer grip; and a knurled 
handle makes hand pressure easier 

(Continued on next page) 
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universal joint action 


HOSE 
SWIVELS 


li 


j | twisting 
kinking 
tension 





short shank type 
for use on all? 
conventional 
nozzles 


long shank type 
for use on all 
automatic 
shut-off nozzles 


OPW Hose Swivels make gas 
tank fill-pipes easier to reach, 
hose much easier to handle, pre- 
vent or reduce tension damage to 
hose caused by “stretching” to 
reach fill-pipes of cars not close 
enough to gas pump. 


Get Bulletin F-43 today. 


OPw CORPORATION 
2735 COLERAIN AVE. 
CINCINNATI 25, OHIO 
Kirby 1-5400 





TBA 


Are Display Rooms Obsolete? 


EASTERN TBA MANAGERS, in group, 
the course of an informal conference 
at Northfield, N.J., expressed growing duce the visibility of shelf merchandise. 
doubt about the selling power of so- 
called station display rooms. In a dis- 
cussion session presided over by at contents of display room. 
Maurice Wolfe, The Texas Co., east- e Much 
ern chairman of the Oil Industry TBA can't 


_MRPOWER 


10 GIVE DEPEND ABLE 


LUBRICATION \/ 


WAYNE 
COMPRESSORS 


Are you operating half a station because your com- 
pressor lets you down on vital services? Then replace 
that “tired compressor’ with Wayne’s guaranteed 
airpower. Wayne Compressors are sold on the basis 
of known efficiency in terms of usable air output 
pre-tested and guaranteed to supply the air you need 
when you need it 

Tire repairs, lubrication, spark plug cleaning and 
special tools can all depend on the pre-tested air 
power of Wayne Air Compressors. You are certain 
of operating at peak efficiency, getting more out of 
these profitable services with the right model Wayne 
Air Compressor — engineered for the finest service. 
The Wayne Pump Company, Division of Symington 
Wayne Corporation, Salisbury, Maryland. 


commented 


e Elaborate window 


e There are not enough reasons for 
customers to stop long enough to look 


shelf merchandise 


as impulse 


Catalog 


DRIVEWAY 
SERVICE 


that: 
displays 


Some are of the type usually bought 
but once during the life of a car. 

Mentioned as good repeater items 
were: six-bottle soft drink packs, char- 
coal, power mowers, garden tools, 
radios, small electrical appliances. 

Several members suggested that 
service stations should look for extra 
profits by adding a line of mufflers 
and offering tuneup service. Tuneup 
was cited especially as being a _ big 
factor in gasoline volume. 


Insulated hold-down 


. . . for batteries consists of steel frame 
covered with a plastic coating to pro- 
tect against corrosion build up. Manu- 
facturer says hold-down is stronger than 
original equipment; will not warp, crack 
or deteriorate in any way under extreme 
heat or cold; and plastic coating will 
not peel or blister under the most ad- 
verse conditions. Only four sizes are re- 
quired to take care of all passenger cars 
on the road today. Edward G. Hazeltine, 
Promotional Sales, Inc., 10 Commerce 
Court, Newark 2, N.J. 


TBA Suppliers ... 





Du Pont has assembled in wall chart 
form for dealer use the chief features of 
present day automobile finishes. The 
chart compares lacquer and enamel, and 
explains which type of finish is used by 
each of the car manufacturers. 

* 


Wix Corp., Gastonia, N.C., has com- 
piled a new cross reference chart for 
dealers, listing 243 different automotive 
filters and the corresponding replacement 
cartridges of 14 manufacturers. Size 
22x36 in. in red and black. 

* 


Purolator Products, following the ex- 
ample of tire and battery makers, now 
offers oil filter refills for a large seg 
ment of the foreign car market. Stock 
numbers for each make appear in Puro- 
lator’s catalog 2058. 

e 

Latest in tune-up training is a special 
course now offered by Auto-Lite covering 
marine electrical systems. Core of the 
market that justifies the special course 
consists of 7-million boats registered in 
1957. 

* 


Pennsylvania Tire’s new second-line 
passenger tire, called the Custom Aero- 
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A New Way 
to Tell the Story* 


of G/\SOUIN[E 
PROGRESS Y 


* to your friends, 
your neighbors, 
your customers 


CUSTOMER: That sounds reasonable, 
but what does it prove? 


DEALER: That with today’s gasoline, 
you drive a real bargain! Measured 
by the ‘‘ton-mile,’’ today’s gasoline 
does 70% more work than gasoline 
did in 1930. 


DEALER: You’re getting 70% more 
work out of your gasoline, and you’re 
saving 18% while you do it! 


CUSTOMER: Fill ‘er up! 


CUSTOMER: What's the best way to 


measure gasoline performance ? 


DEALER: The best and newest way 
to measure gasoline performance is 
in ‘‘ton-miles” per gallon. 


CUSTOMER: 70%? That's a terrific 


improvement in gasoline performance. 


DEALER: Right! In 1930, the average 
car on the road gave 25 “‘ton-miles”’ 
per gallon. Today, the average is 43 
“ton-miles.”’ 





























CUSTOMER: What are “‘ton-miles” 
per gallon? 


DEALER: That's the distance one 
gallon of gasoline will move one ton 
of automobile. It takes into account 
the varying weights of today’s cars. 


CUSTOMER: But how about the cost 
of gasoline per gallon? 


DEALER: You gain there, too! In 
1930, you spent 24 of a cent for gaso- 
line for each ‘‘ton-mile.’’ Today, you 
spend only a little over 2 a cent for 


each “‘ton-mile’’ you drive. 


The “TON-MILE” Story is the story of 


gasoline progress. Tell this story every chance you get. 


It‘ll be good for your business! 


American Petroleum Institute, Dept. G 
50 W. 50th Street, New York 20, N. Y. 


| would like to obtain more information about today’s gasoline quality, prices 
and taxes. Please send me your FREE booklets. 


NAME 


ADDRESS _ 


REMEMBER OIL PROGRESS WEEK— OCTOBER 12th to 18th 
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TBA 


lux, is being made in both rayon and with old or new dual type lamps, with Smith Oil & Refining Co., Rockford, 
nylon, black and white, 14-in. and 15 or without aimer buttons. The aimers are Ill., now operates a serve-yourself TBA 
in., tubeless and conventional, and in a part of a new promotion package that store for any dealers who want to pick 
complete range of sizes includes an assortment of 6- and 12-volt up merchandise. Dealers push a shopping 
2 Safe-T-Beam headlamps in market de- basket around—and they often see and 
Purolator has revised its “Seal of Pro mand proportions. Carton opens into a buy extra items. 
tection” door jamb sticker supplied to colorful self-merchandiser and contains * 
dealers for recording filter refills. Space a 3-color streame! Industrial Rayon Corp., Cleveland, a 
has been added for filter stock number e large supplier of tire cord, has started 
and owner’s name, along with date and Pennsylvania Tire Co. has devised a commercial production of a new type of 
mileage retread promotion program for independ cord, similar to rayon. The new mate- 
. ent retreaders and their associate ac rial is said to have “unexcelled wear- 
Westinghouse has developed a new counts. Chief objective will be to build ability and impact resistance.” 
headlamp aiming device claimed to be public acceptance for dealers using the e 
highly accurate and fast. Can be used Penn-Craft retreading system American Automobile Assn. is cir- 
culating a testimonial from a Mobil dealer 
in Kansas City. The dealer reports he is 
able to buy batteries in 100 lots as a 
result of the business generated from 
handling AAA emergency calls. 


TBA People... 


Robert E. Jackson has been named 
vice president in charge of merchandis- 
SPRING BALANCED ing for Standard Manufacturing Corp., 


pcr e Chicago. Standard designs and produces 








\"4 permanent plastic point-of-sale displays, 
COM and display signs and display fixtures for 

‘ indoor and outdoor point-of-sale use in 
EASY OPERATION « FLEX IB) ¢ service stations and elsewhere. 


« 
Daniel J. Web- 


| Q ' ster is the new gen- 
RUGGED e 7 LESs eral sales manager 


of Tung-Sol Elec- 


ORATION | mn ~ # ; tric Inc. He will 


have charge of all 
field sales activities 
for all the com- 
pany’s products in- 

." | cluding automotive 
O ! L C O ." lamps. Webster was 


formerly assistant 


Pr “ Webster division manager, 
= ra) aoe commercial equip- 
y ment division, Raytheon Manufacturing 


Co., and was at one time associated wit 


Westinghouse and Murray Manufactur 
‘ | ing Corp. 


wh wy L. A. Richardson 

T 4 A ad S$ P O R 7 ee ae has been elected 

2 e president of Puro- 

lator Products 

L O A D i a! G ly qe % (Canada) Ltd., To- 

n act ae oe ronto. A former 

| oil man, Richard 

' ? son was at one 

Oilco Spring-Matic No. 450-AM provides all the time associated 

with Imperial Oil 

, Co. and McColl- 

compactness, greater flexibility, less evaporation agen _ ee 

oats as wi eee 

losses, and minimum cost. Richardson Samer A "ee 

° , . : of New Brunswick, Canada, he studied 

Available in different models and sizes at Acadia University and the Massa- 

to meet all applications chusetts Institute of Technology. He 

saw service in the Air Force in World 

War I and with the Royal Canadian 

electrical and mechanical engineers in 
World War Il. 








elements for trouble-free loading, ease of operation, 


Representatives in all leading cities, U. S$. and Canada 





OIL EQUIPMENT MANUFACTURING CO. a a nn 


INCORPORATED o t 
3100 VERMONT AVE., LOUISVILLE 11, KY v 
Starts on page 166 
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YOU BENEFIT 3 WAYS ON “TAKE-HOME” SALES OF COCA-COLA! 








YOU MAKE EXTRA PROFIT 


You make as much ona 
case of Coke as on 5 extra 
gallons of gasoline. 


YOU BUILD REPEAT BUSINESS 


Approximately 90% of cus- 
tomers return empties to 
place of purchase. 


UQQEE’! 18 A REGISTERED TRADE-MARK, COPYRIGHT © 3958 THE COCA-COLA COMPANY, 
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YOU HELP BOOST TBA SALES 


Displays of Coca-Cola, 
strategically placed, call 
attention to your tires, bat- 
teries and accessories, 
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For the 
Service 
TF tifels 

re) | 
EMelealelageh 4 


1: Faster, Easier Resetting: New controlled reset-cycle 
guarantees uniform resetting action. What's more, reset lever and gas 
nozzle are on the same side... no need to walk around the pump. 


2: Fewer Parts: Simplified design has eiminated many moving 
parts... which means better service with less maintenance... a definite 
new factor in control of operating costs. 


3: More Protection for Totalizers: Complete enclosure 
of these vital parts means better overall protection, and guarantees an 
accurate count. 


4: interlock Feature: Elements are provided in this design to 
assure interlocking. These involve no extra components, other than parts 
which pump manufacturers would have to supply in order to connect the 
computer to elements outside the pump and the pump-motor switch. 
This feature makes sure computer is reset before next sale is made. 


5S: Larger Figures: 16% increase in size of figures . . . and 
placement of the reading line 18° above the horizontal .. . assures easier 
reading than ever before. 


6: Improved Lighting: Lower bank of figures projects slightly 
forward ... permits light to shine directly on figures .. . and also con- 
tributes to easier reading. 

These new “‘built-in skills’’ are proofs of 

progress in Veeder-Root's non-stop ef- 

fort to co-operate with pump manu- 

facturers in giving constantly bettered 

protection and service both to service 

stations and the motoring public. 


made by 
v4 4 0) 4 Ei leleus 





VEEDER-ROOT INC. Hartrorp. conn. “THE NAME THAT COUNTS” 
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HERE’S HOW INLAND HELPS JOHNSON’S WAX LIGHTEN 


THE BURDEN OF HEAVY TRAFFIC FLOORS. When the makers of 
Johnson’s Wax developed their entirely new STEP-AHEAD floor finish for heavy traffic commercial 


application, their next objective was delivery of this remarkably effective product into the hands of 


users, ‘‘as shipped.”’ 


Factory fresh condition, complete freedom from contamination, ease of shipment and readiness 
for use, were the primary considerations. Inland Steel Container packaging specialists had thx 


answer to this requirement by supplying Johnson with a drum ‘“‘protectioneered’’* with a lining 
Se. I | i lining 


that delivers STEP-AHEAD floor finish. .. ready for use anywhere in the world. 


If you are looking for a complete packaging service 

for your old and new products, call your Inland Steel INLAND STEEL 
Container representative. Backing him up is Inland's CONTAINER COMPANY 
nationwide reputation for — solving the tough ones! Member of the <P> Steel Family 


*the right container, with the right lining for your product f ith Menard Avenue. Chicago 38 
Plant hicag - Jersey City + Ne ea 
f 


n 
Cleveland sfeenville 
gc 


Fu e of steel and stainless steel ship, 4 
ers, including galvanized and heavy duty ICC drum 
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White Builds a Complete Line 
of Trucks and Tractors for the 
Petroleum Industry 


The White 3000 trucks with the power-tilt cab for 
petroleum, fuel oil, airport refueling, special product 
tankers and special delivery bodies. 

White 3000 and conventional tractors for tankers 
used in every division of the petroleum industry. 

White and Autocar for equipment hauling and 
oil field service ... all engineered to exact 
operating needs. 


AIRLINES 
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PETROLEUM INDUSTRY...1S 
ONE OF OUR SPECIAL TALENTS 


Today’s modern White Trucks climax many 
years of truck pioneering-—with one objective: 
building trucks that do more work, in less 
time, at lower cost. 

In every phase of the petroleum industry, 
this engineering skill pays extra dividends 
because White Trucks are engineered for the 
job—for maximum efficiency. On this page is 
a sampling of a few modern applications of 


Whites for bigger payloads, maximum equip- 
ment utilization and longer and more depend- 
able truck life in the petroleum industry. 

Your White Representative has a worth 
while story to tell about the complete line of 
Whites—engineered to today’s operating needs 
for your business. 


THE WHITE MOTOR COMPANY 
Cleveland 1, Ohio 


White Trucks add efficiency to your business 


| ac “Tr “‘t. 
Rees 1 ane 
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mn Mud form 
DYE CONCENTRATES’ 


by PATENT CHEMICALS 
the Pioneers in Petroleum Dyes 


FOR CLEANER, EASIER-COLORING OF PETROLEUM PRODUCTS; ELIMI- 
NATES PRE-DISSOLVING, DUSTING, OPERATOR EXPOSURE e LESS SKILL 
AND EQUIPMENT REQUIRED: INTRODUCED DIRECTLY INTO THE FIN- 
ISHED PRODUCT ® THE ANSWER TO BULK, TANK TRUCK, TANK CAR, 
BARGE, TERMINAL AND PIPELINE COLORING ® CAN BE USED WITH 
DRY DYE EDUCTOR EQUIPMENT ¢ THE USE OF DYE CONCENTRATE IN- 
VOLVES NO ADDITIONAL COST COMPARED TO ORDINARY DRY DYES. 


FOR USE IN 


Gasolines — Diesel Fuels — Fuel Oils — Lubricating Oils 
Automatic Transmission Fluids — Break-in Oils and Greases 


Also Available in Dry Dye Form. 


Dye concentrates | CALL US COLLECT 


can be prepared 


to customer ” gare : a ~~ FOR FAST 
specifications. Oo Me = * ACTION 
¢ | “ 


Samples and Y , PME q .% PHONE 


description , fi S HA mY Mulberry 
MANUFACTURERS OF DYES AND CHEMICALS 4-1726-7 


t. 
UPON reques FOR THE PETROLEUM INDUSTRY 


NOTE: — Reds — Yellow — Orange — Blue — Meet Mil-F-5572 Specifications 


*Patent Pending 


PATENT CHEMICALS INC. 


Manufacturing Division: 335 McLean Blvd., Paterson 4, New Jersey 


ya tb oe 1 0) = Ke oe) Me) mere) ~) -o 


Marketing Division: 2410 Carew Tower, Cincinnati 2, Ohio 
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Crown 


ce 
°wM ConK @ seal COM 


How to package oil 


for a great little market 


for closures 
for containers 
for machinery 
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Motor oil sales can get a boost with this exclusive 
new Crown package —the “‘Ful-Safe 15’’. It’s the new 
15-ounce can especially designed to meet crankcase 
capacities of popular small cars. 


The “Ful-Safe 15” also provides an extra measure of 
full crankcase protection for high-speed, high-per- 
formance engines when a full quart is not needed. Here’s 
a real sales opportunity! 


This is another example of how Crown helps ferret out 
new merchandising opportunities for your products. 
Call the Crown man for consultation on packaging, 
processing or filling problems—or new ways to serve 
your markets. Crown Cork & Seal Company, Inc., 
Can Division, 9300 Ashton Road, Philadelphia 36, Pa. 


CROWN CORK & SEAL COMPANY, INC. 





The profit on less 
gas per day pays for 
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than 5 gallons of 
lighting like this 


by Westinghouse 


The profit on just one extra 5-gallon sale watt, and lasting 7 times longer than old- 
will give you lighting to attract the attention style incandescent lamps. 

of all drivers in your vicinity—to increase 
your station traffic—to merchandise your 
high-profit items. 

Addition of four new Westinghouse mer- 
cury-vapor lights will illuminate your ramp 
and your entire entrance area 3 hours a day, 
at daily operating cost of less than 20 cents. 


Your Westinghouse Representative will 
give you a Profit Lighting recommendation. 
Call him today. He’ll gladly help you plan 
the lighting you want —at /owest practical 
cost! Or, write directly to: 


Westinghouse Electric Corporation 
‘ ry ‘ ‘ AT 
The new Westinghouse lighting fixtures LIGHTING DIVISION 


are engineered precisely for the mercury Edgewater Park 
lamp—giving 2 to 3 times more light per Cleveland, Ohio 


The Silverliner’s one-piece die-cast aluminum 
housing gives the sleekest, most modern appearance 
in the industry—design cuts maintenance costs up 





to 30 percent. Built-in ballast model saves $50 to 
$70 on every unit installed. 


, 


The Vista-liner, with “‘squared-beam”’ control 
of low-cost fluorescent light, simplifies lighting lay- 
out—saves the light usually wasted when “round”’ 
beams overlap—eliminates neighborhood glare—and 
often requires fewer fixtures to light a large area. 


VRC-18 Floodlight tops all records for narrow 
beam incandescent lighting to focus on featured 
subjects. Completely weathertight. Leading flood- 
light for ball parks. 


& 
You CAN BE SURE...1F 11's Westi nghouse 
(2 ey WATCH “WESTINGHOUSE LUCILLE BALL-DES!| ARNAZ SHOWS” 


& / CBS TV MONDAYS 
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Only 36 inches wide overall—Rails 70 inches long. Overall 
height with pads in normal position less than 5 inches. 


Accommodates every automobile on the road today .. . for- 
eign and American. .. easily, safely, quickly—and is practically 
obsolescense proof. 


CURTIS SWIVEL ADAPTORS Big wide tread 


provide three different heights for proper clearance. American cars 


Pads in raised posi 
tion for light trucks 
and old model cars. 


Pads in intermediate Padsin normal low posi 
position for all unit * tion for most American 
ized bodies. « and foreign cars 


Adaptors easily reach lifting areas designated by the car 
manufacturers. 

Lifting pads can be located anywhere on the swivel arms, prac- 
tically eliminating shifting of adaptors on rails. 


Small narrow tread 
foreign cars 


Write for further information on this amazing new Frame Type Lift 


REMEMBER... you can count on 


MANUFACTURING COMPANY 
Pneumatic Division 
1965 Kienlen Avenue e St. Louis 20, Missouri 
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Whether you operate one truck or twenty, you'll find that Firestone’s 
truck tire costs less per mile. Billions of miles of carefully kept fleet 
records prove it. 


Firestone has always built extra strength and long life into every Firestone 
truck tire. Now, even greater strength and longer wear are being built 
into Firestone truck tires through the use of Firestone Rubber-X and 
Firestone S/F (Shock Fortified) cord. 


No wonder that, now more than ever, more truck operators are changing irehae 
over to Firestone tires. Ask about Firestone Rubber-X at your Firestone TRANSPORT” SUPER ALL TRACTION 


Dealer or Store. That's the place for fast dependable service, too 


Enjoy the Voice of Firestone every Monday eve J ABC tele n BETTER RUBBER FROM START TO FINISH 


1<2 
i 
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Z wAy CHOICE 


FOR BETTER PUMPING 

















WAYNE REMOTE | 
PUMPING SYSTEMS 


If you are building or re-building your stations . . . or confronted with 
pumping problems of vapor-lock and long pipe runs Wayne offers you 
the answer. Your choice of two remote pumping systems each “station- 
engineered” to your requirements. 


EXTRACTABLE 


Installed entirely within 
fuel tank. Completely from coast to coast. Each is built to assure lower equipment and installation 
sealed, explosion - proof 

motor submerged in and costs, less maintenance and greater efficiency. Each is “station-engineered” 
cooled by motor fuel. 


Each system has been proved and approved by successful installations 


by experts for the service needs of your location. The result is unsurpassed 


efficiency in every Wayne Remote Pumping System installation. 


THE WAYNE PUMP COMPANY 
SALISBURY, MARYLAND 
TORONTO, CANADA 





SURFACE TYPE 


Retary positive displace- 
ment, internal gear-type 
pump contained in above- 
ground weatherproof 
cabinet, 
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Now you can do this 
two miles down! 


Percussion hammer developed by Guif 


drills up to four times faster! 

















The common method of drilling is shown at left 
with Gulf’s new hammer drill at right. It is ex- 
pected that drilling speed will be increased up to 
4 times when the new method is put into use. 


The problems encountered in the search for oil are 
many and various and one of the most frustrating is 
this: How can you drill straight down and fast? 


Now, since you can’t send a man down with a 

percussion drill, what’s the next best thing? To send 
the drill down, of course. And Gulf scientists, at the 
Research Center in Harmarville, Pa., have devised 
a way to do just that. It took a long, long time... 
but they did it. 
First, they developed the drill itself. It consists of a 
reciprocating piston and cylinder arrangement for 
delivering percussion blows against friable (or brittle) 
rock encountered in tough formations. 

The device is encased in a cylinder about 19 feet 
long which hangs at the end of the drill string, with 
a conventional roller bit fastened directly below. As 


Gulf Oil Corporation, 
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the drilling mud circulates through the mechanism, 
it drives a 200-pound hammer, delivering 600 or 
more strokes a minute, on the attached bit. 


Result: Drilling speeds may double or quadruple in 
the hardest oil field formations. Not only that, but 
straight-line drilling is now possible since the bit 
will no longer veer off slanting rock formations. This 
solves the costly problem of the crooked hole. 


So, here it is. A tool designed specifically for hard- 
rock drilling, which is expected to provide savings 
in money, time, and maintenance. The new drill is 
about ready for release and arrangements are now 
under way to make it available to the industry. 


One more step in petroleum progress—one more 
scientific advance with an ultimate public benefit. 
This is, indeed, the industry that looks to the future. 


General Offices, Pittsburgh, Pa. 
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A New Money 


Fruehauf’s New, Low-Cost 7100A Aluminum 
Is Designed For Investment Savings And 


To give you a low-cost, high-quality 
aluminum tank with the features you 
want, Fruehauf has tabulated the needs 
of hundreds of gasoline haulers and 
designed a production tank to fit them 
exactly. 

No corners are cut in quality on this 
precision-built unit, but because of big 
demand for this exact model, consider- 


able price savings have been made pos- 
sible. It contains the same durable auto- 
matic welds, the same stable, wide- 
tread P2 Tandem, the same husky 
extruded aluminum braces, the same 
rugged top and bottom frame rails, that 
make all Fruehauf aluminum tanks the 
sturdiest on the road. 

Get immediate delivery on a leased 


FOR FORTY-FOUR YEARS—MORE FRUEHAUF TRAILERS ON THE ROAD THAN ANY OTHER MAKE! 
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Husky, convenient new stiff leg supports. 


forced transition sheet. 


Rein- 


Guarded, slip-proof walkway. Full length top 4 


and bottom frame rails. 


3” manifold. 3’’ gate valves. 3”’ cable operated > 


emergency valves. 3” crossover valves. 


4 6900 gallon capacity. 3 compartments. 8000+ 
weight. Positionable P2 Tandem. Immediate 


delivery. 


—- Saver! 


Gasoline Transport 
High Earnings! 


or purchased unit now! And remember, 
no one gives you as much tank value 
as Fruehauf on this or any other liquid 
hauling unit! 


TRAILERS 
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Adjustable upper coupler with frame-mounted 
king pin. 1.C.C. 12-volt #3 wiring. 


World’s Largest Builder of Truck-Trailers 


FRUEHAUF TRAILER COMPANY 
10948 Harper Avenue * Detroit 32, Michigan 


SEND FULL FACTS AT ONCE ON THE MONEY-SAVING 
7100A ALUMINUM TANK! 

NAME __ 

COMPANY 

ADDRESS 

CITY 





| ‘AC SELLING 


Ty we AE) 


Auto Ca re starts 


AC’s Five-Star Campaign 


"Auto Care” is the basis of your re- 
placement business .. . and this fall, 
AC is backing your sales efforts with 
strong five-star support. 

First... a powerful, AC Advertising 
Campaign featuring the timely theme, 


launched right now—right in your 
trading area. 


Second... your fall tie-in for increased 
sales—AC’s big dealer window dis- 
play, starring 'Sparky”’ done in bright, 


And here’s more big news... your AC 
FM-43-SP ‘Auto Care” Package con- 
tains a really hot sales starter... the 
new, exclusive, all-plastic AC ‘Service 
Special’’ display to provide point-of- 
sale merchandising of your own indi- 


“Auto Care Starts With AC!’’ It's being vidual fall "Service Specials.” 


an starts with.. . —&§ NEW 
Auto Care mC PLASTIC 


: SE RVICE SPECIALS “SERVICE SPECIAL” 


q uxcro 55: — 


A first-class sales builder . . . this im- 
pressive sign comes complete to you 
with 9 popular ‘Service Specials”, 1 
blank sign for your own write-in of an 
additional special, plus 5 sets of price 
numerals. It’s a permanent all-weather 
sign in attractive colors . . . mounts in 
the service area, on a window or 
pump island. Truly a valuable mer- 
chandiser that will give you years of 
service! 


errant 
mm 


7 SERVICE & :$0.0—=— 


a.) 


= irmcs ome Fs 0.00 


(a ea ea 


AUTOMATIC 


( bianic) TRANSMISSION SERVICE 
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OF THE MONTH ! 








win XQ SPARK PLUGS 


to Boost Your Fall Sales! 





Powerful “Auto Care” National 
Advertising Support 


National Magazines .. . 
Special AC “Auto Care” 
Campaign ads appear in 
September and October 
issues of Life and Saturday 
Evening Post, reminding 
millions of motorists that 
“Auto Care Starts With 
AC!” 





CHANGE TO A NEW SET EVERY 10000 MILE 











Outdoor Billboards . . . Over 5000 “Auto Care” 
Boards in every trading area of 25,000 people 
and up ... delivering over 30 million reminder mes- 
) sages daily during the fall selling season. 








New Plastic “Sparky” Window Display 


An outstanding traffic stopper... "Sparky" formed in sturdy, deep dimensional plastic, Network Television . . . 
AC announces renewed 
sponsorship of ZORRO, 
the TV hit of the year 
from Walt Disney Studios 
@eeeoeoeee eee ee eee eeeeeeeeeeeeeeeeeeeeeeeeeeeeeeaeeeeeeee over ABC-TV. Millions of 


ZORRO viewers every 
3 week will see and hear 
Here’s All You Do... ) eepeatenaorarr 


“Auto Care” story. 


flanked by supporting paper trim carrying the “Auto Care” theme. Display is suitable 
for either window or wall mounting. Plastic provides for extra-long display life. 


Order any 48 AC Spark Plugs and pay $8.24 for 
this valuable FM-43-SP Package. Included with 
the Package is an 8-Pac of AC Spark Plugs (Type , g CALL YOUR 
84TS) worth $8.24. When you sell the 8 spark REGULAR 
plugs, you recover $8.24... the profit from the AC SUPPLIER 
sale of the 8-Pac pays for the Promotional 

Package. Now : 


AC SPARK PLUG $ THE ELECTRONICS DIVISION OF GENERAL MOTORS 
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SELLING SLANTS 


[Auto Care str 


AC’s Fall Campaign Loaded with “Sell” 


10 beautiful pieces 
of Oneidaware 
to add to your set 


Here it is... in response to thousands of 
requests .. . additional quality-crafted 
Oneidaware in the handsome matching 
“Profile” pattern. The deal’s the same... 
Include $7.50 with your order for any 
24 AC Elements. You receive the FM-41- 
OF Oneidaware Package which contains 
3 extra AC Elements worth $7.50. When 
you sell the three AC Elements, you 
recover $7.50... the profit from the sale 
of these 3 elements pays for the Pro- 
motional Package. 


@ 2-Piece (Spoon and Fork) Salad Mixing 
Set @ 4 Cocktail Forks @ Cake Server 
@ Pierced Relish Spoon @ Pierced Serving 
Spoon @ Gravy Ladle. 


Earlier Ac Oneidaware 
Promotions are still available! 
: Miss the original deals? Now's your 
Fy; LTER chance to get all 42 Oneidaware pieces. 
1 cer Ask for them by number... FM-31, Basic 
e i L Set—four place settings: 4 knives, 4 
) 


forks, 8 teaspoons . . . FM-35, four 


Ail — settings of additional pieces: 4 soup 
rer . } spoons, 4 salad forks, 4 iced drink 
OIL | | L spoons, plus butter knife, sugar spoon, 


large serving spoon and fork. 
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were OIL FILTERS 


.-. Featuring Oneida Tableware! 





Here’s a double-action AC Oil Filter Campaign for AC additional pieces of that tremendously popular Oneida 
dealers everywhere. First is the huge National Adver- Tableware. 

tising Campaign, “Auto Care Starts With AC,” aimed Complete Your Set Now... The FM-41-OF “Auto Care” Pack- 
at car owners right in your neighborhood. Second, the age, including ‘Auto Care’’ Window Trim and Oneidaware, 
campaign provides an opportunity for you to obtain 10 is available from any AC Supplier. 


FULL-COLOR 
“TRAPPER” 
WINDOW TRIM 


“Trapper,” the famous AC Oil 
Filter protection symbol is eager 
to go to work for you this fall 
under the ‘Auto Care” banner. 
This valuable tie-in trim comes 

Malet ashy with every FM-41-OF Campaign 
Package. 











Business- 

building 

national 

advertising | 

support! eee <=. 2 or CHANGE OIL AND FILTER, TOO! 











National Magazines . . . Full-Page AC Outdoor Billboards . . . over 5000 dur- Network Television ... Action packed “Auto Care” 
“Auto Care” ads in Life and The Saturday ing the fall months carrying the "Auto commercials on ZORRO, Walt Disney Studios’ great 
Evening Post. Care” theme. adventure series on ABC-TV. 


AC Spark Plug < The Electronics Division of General N rs 
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atility- 
nd lighting. The first service Designed to make the 
ifically designed to accomme- light source» ++ 

wide area in addition to 


¢ fvorescent lamps. 
pymp faces. 


Complete Vers 


For area and isla 
station fixture spec 


date all popular types © 





unrivaled Beauty~- 
A luxury appearance that combines the finest Unbelievable Economy~ 
ideas in design and styling with the newest of Surprisingly low initio 

decor for accenting its beavty. tinvally low ope 


TRULY THE FIXTUR 


Ee of and for T 


) 
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Research Gives Cities Service Dealers Another “First!” 


re eTrees 
Hiulealhal Rai lige 
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Mystery of engine rumble answered at new Cities Service Research Laboratories, Cranbury, N. J. 


Cities Service First to Announce 


ANTI-RUMBLE 
GASOLENE ! 


Exclusive new development attracts thousands 
of new customers to Cities Service Stations 
to overcome mysterious “Engine Rumble.” 


Cities Service Anti-Rumble—newest 
gasolene improvement—is now con- 


tained exclusively in Cities 


“Rumble” is a low vibrational sound 
in engines of some late model cars 


that has recently puzzled automotive Service 


engineers, petroleum scientists, and 
motorists alike. 


Research Scientists at Cities Service 
have now discovered that “rumble” 
is caused by an accelerated rise in 
pressure in engines with 10 to 1 com- 
pression ratios or higher. This ac- 
celerated pressure rise sets off 
structural vibrations heard as 
“rumble.” 

Cities Service researchers found 
that “rumble” could not be elimi- 
nated by increasing gasolene octane 
or any other common method of deal- 
ing with engine problems. Instead, 
they saw the need for an entirely 
new kind of protection—and so they 
perfected ANTI-RUMBLE. 


New Anti-Rumble 
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Premium Gasolenes! 

For those who have experienced 
“rumble,” it offers the answer to 
this mystifying and plaguing prob- 
lem...and for all motorists, it elim- 
inates the risk of “rumble.” Best of 
all, Cities Service Dealers can actu- 
ally offer this exclusive Anti-Rumble 
protection AT NO INCREASE IN 
PRICE! 


Now Cities Service Dealers are 
even further out front! ... with the 
newest gasolene on the market. 
Would you like to be a Cities Service 
Dealer? Talk with a Cities Service 
Representative. Or write: Cities 
Service Oil Company, Sixty Wall 
Tower, New York 5, N. Y. 
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now added to the five other top performance features 
found only in Cities Service Premium Gasolenes. 





Providing all of the widely ac- 
cepted advantages of “Frame-Kon- 


tact” lifting, Globe “Continental” 
Hoists incorporate a unitized super- 
structure having swivel arms and slid- 
ing pads. Spotting and lifting is quick, 
positive, easy. 

The exclusive Globe PRE-SET fea- 
ture permits position adjustment of 
arms and pads for 90% of all cars on 
the road today before the car is driven 
over the superstructure. Handling of 
other cars, including some late U. S. 
models and foreign cars, is also facili- 
tated by the versatility and simplicity 
of PRE-SET adjustment. Any change 
in adjustment is easily accomplished 


Pad positions are PRE-SET 


Swivel arm angle can be 


by the mechanic at the side of, not 
under, the car. 

Made by the pioneer manufac- 
turer of the “Frame-Kontact” Hoist, 
Globe’s long, specialized experience 
has produced benefits and advantages 
which are exclusive in Globe “Conti- 
nental” design. These include the 
PRE-SET adjustment, the 3-position 
pads (patent applied for), wide and 
long reach and large free undercar 
working area. 

Three “Continental” models are 
available: single post semi- or full hy- 
draulic, two post full hydraulic. Stroke 
70”, 8000 Ibs capacity. 


Tongue-in- 


on swivel arms before car is | PRE-SET without reaching un- groove  construc- 


spotted over Hoist. der car. 


YY « 
T 


ROLL-ON TYPE, AUTO 





RAME KONTACT 


TwO.POST FREE WHEEL TYPE, AUTO 


TWO-POST, AUTO 


Zi. '- to ” > Z - tt wl ‘ aol N pe 
y J a — iv moa z : bral 


tion fully com- 
plies with com- 
mercial standard 
of strength and 
safety. 





TWO POST, TRUCK FOUR POST ELECTRIC, AUTO 























BETTER SERVICING 


mers IN LESS TIME 
WORKING AREA rN All the benefits which have 
made FRAME-KONTACT 
lifting so widely preferred are 
available in the “Continental” 
Hoist. These include maximum 
accessibility of undercar parts, 
decrease in repair time require- 
ments up to 50%, wheels and 
r a suspensions hanging free for , 
MAX. REACH: 87° saat - ; better penetration of lubricants, _. HA ; “st 

e. and for easy work on tires, 


ND THE LARGEST 
: . ' brakes and wheels. 
The wider spacing of swivel arms and the = 


. ro WRITE TODAY for illustrated 
narrower width of the bolster of “Conti- folder (A-606) of complete de- 


” Sa : are . ~ seription and specifications of 
nental” Hoists provide large unobstructed GLOBE CONT!#- 


working areas vitally important to undercar NENTAL HOISTS, / 
Globe Hoist Co., / hw 


servicing. This makes more jobs possible in East Mermaid og 
pa 








4% 












7 


a 
, — 
' Lane at Queen St,, , Wi 
less time. Phila, 18, Penna, | > 


’ 
Exclusive 3-posiTIon Paps 

Lightweight and rugged, these big area (7” x 8”) 
pads have checkered non-skid metal surfaces. 





FLAT POSITION 14” UP, extra 7%” UP, clears 
clearance under | battery boxes, 
mufflers, tail | etc., for light 
pipes. trucks, 


THE WORLD’S MOST COMPLETE 
LINE OF AUTOMOTIVE AND 
HEAVY-DUTY TRUCK HOISTS! 
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@ Heating oil loading can’t be neglected in the cur- 
rent concentration on faster deliveries. Obviously, 
fast performance on the delivery end (see page 115) 
can be nullified by delays at the loading rack. 

That’s why Community Service Stations, Inc., 
figured an 80-gpm loading rate at its Newton High- 
lands, Mass., bulk plant was too much of a bottle- 
neck. Community replaced the old pumps with two 
new Marlow centrifugals, one loading at 225 gpm, 
the other at 285 gpm. 

Now Community is able to put a million gallons 
a month through the loading rack during the peak 
of the winter heating season. 


@ Muffler tools 

are much in de- 

mand by station 

operators today 

because of the 

sudden increase 

in the volume of 

muffler _replace- 

ments. They are 

looking for some- 

thing that will 

speed up the job 

of removing the 

old muffler and tailpipe. A low-cost air hammer kit 
has been developed by Superior Pneumatic that’s 
said to remove mufflers and tailpipes in three minutes. 
The kit consists of an air hammer weighing only 
3-4 Ibs., a flat chisel for cutting nuts, and a muffler 
cutter for separating the muffler collar from the ex- 
haust pipe. A dealer who installed one says his 
muffler business is up 400% just because the job 
now is easier and faster. 


e Mechanized 

records of deliver- 

ies made by tank 

truck is a modern 

technique _ that’s 

paying its way 

for Reliance Pet- 

roleum_ Ltd. of 

London, Ont. All 

customers, wheth- 

er dealers, com- 

mercial accounts 

or farmers, have 

plastic Addressograph plates. Each truck is equipped 
with an imprinter and a Rolodex file mounted on a 
special tripod. Legibly imprinted sales tickets give 
the Reliance billing department positive identification 
of each customer. The total investment of around 
$100 per truck will be paid for in two years out of 
savings in clerical time alone. It’s easy to control un- 
authorized credit, too, simply by taking the plastic 
plate from the file. 


@ Meterless gravity-flow plants can be money losers 
in more than one way. R. L. More and Sons, of 
Vernon, Texas, found that without meters they were 
running into shortages of 12,000 gals. per year be- 
cause of over-filling. At the same time it took 40 
minutes to fill a 1,100-gal. tank truck. 

Although total storage is only 90,000 gals., it’s 
divided into seven tanks dispensing six different pro- 
ducts. Installation of meters promptly reduced the 
shortages to practically nothing. And seven Marlow 
pumps stepped up the rack speed so it’s now possible 
to load a 1,100-gal. truck in 15 minutes. 
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Modernization puts a premium on payout when you're 
purchasing equipment. Here's how improved equipment 
is paying out in efficiency for large and small marketers 








@ Any pick-up truck can be converted to a service 
truck by using tool and utility boxes recently de- 
signed by Reading Body Works—especially for do-it- 
yourself installation. They come furnished with 
mounting brackets and fit all standard pick-ups 
ranging from half-ton to one-ton chassis. 

Boxes are of 16-gage steel, electrically welded into 
integral units, fitted with double-panel, water-tight 
doors with recessed handles and slam-action cylinder 
locks. 

Removable divider trays with removable and 
adjustable bin dividers hold a large variety of tools, 
parts and equipment. 


@ Hand dryers 

for service sta- 

tion rest rooms 

have been speed- 

ed up, too. A 

new motor de- 

veloped by Gen- 

eral Electric and 

built into a new 

unit by the World 

Dryer Corp. in- 

duces a 20% in- 

crease in hot air 

flow. The dryer has built-in protection against van- 
dalism. A gray cast-iron cover is fastened to an 
aluminum base by two recessed Allen head bolts 
while the base in turn is fastened to the wall by four 
concealed half-inch mounting bolts. Mar-proof finish 
is easily cleaned with soap and water. All the ex- 
posed portions of the iron casting are finished with 
acid-resistant porcelain enamel, while the revolving 
nozzle is finished in chrome. 
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EQUIPMENT 


PLAN’SS 


@ Jobber bulk 
plants need big- 
ger, faster equip- 
ment to cash in 
on expanded vol- 
ume. Last year, 
Troy Oil Co. of 
Indianapolis en- 
larged its facili- 
ties for the third 
time in eight 
years by adding 
470,000 gal. stor- 
age capacity, 
larger lines and more pumps. Tank trucks can now 
be loaded at rates as high as 700 gpm, using 6-in 
suction lines and a battery of six Marlow pumps 
(picture) to feed two 3-in. loading systems 

Troy Oil operates about 30 of its own tank 
trucks, and in addition supplies a large group of 
independent trucks from its loading rack. This 
modernizing has made for a sharp reduction in 
truck time lost in loading. 


@ Hard to beat are the pumping speeds of 800 gpm 
attained by Standard of Ohio at its Cleveland term 
inal. Around a million gallons a day goes through 
the rack, more than doubling past performance 
Part of the credit goes to the Oilco long-range 
loading assemblies with their Timken bearing 
equipped swing joints and Oilco valves. The long 
loading arms are spring-balanced so they can be 
swung quickly into loading position. Swing joints 
give complete vertical and horizontal movement to 
the secondary arm. One gives vertical movement 60 
degrees above and 45 degrees below horizontal 


while other gives horizontal boom movement 





HOW TO BUY EQUIPMENT FOR PAYOUT (Continued) 


@ A jobber terminal that handles some 7-million 
gal. of refined product a year can save a lot of 
valuable time with modern, high-capacity pumping 
equipment. That’s the case at the Greenville terminal 
of Quality Oil Co., Shell jobber in Winston-Salem, 
N.C, 

A flow rate of 300 gpm is maintained at the loading 
rack by this battery of five 3-in. Gorman-Rupp 
centrifugal pumps, installed by Braswell Equipment 
Co. of Wilson, N.C. Similar units keep product 
moving at Winston-Salem and Mt. Airy bulk plants. 
Quality distributes Shell Oil Co. products throughout 
several North Carolina counties. 





@ High-temperature grease making capacity at the 
Atlantic Refining Co. plant in Philadelphia recently 
reached its practical limit. Rather than go to the 
expense of installing a larger boiler and adding more 
pumps to the existing Dowtherm heating system, 
Atlantic tried something new. 

It bought from Buflovak Equipment division of 
Blaw-Knox what is said to be the first self-contained, 
electrically heated kettle for high temperature grease 
making. The new kettle, with its self-contained 
supply of Dowtherm heat transfer fluid, provided 
the extra capacity without disturbing the present 
equipment, 
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@ Solenoid valves in loading rack supply lines are 
operated from a glass-walled control tower located 
in the center of the Island Petroleum Co. loading 
rack in Flushing, N.Y. Centralized operation permits 
handling heavy traffic flow through the plant with 
close control of product. Recent conversion to Nep- 
tune remote-controlled meters saves driver and 
clerical time. A printed ticket is immediately avail- 
able for terminal accounting, with a carbon for the 
driver when he comes in to sign for delivery. Now 
neither drivers nor bulk plant clerks have to go back 
and forth to the accounting department to record 
loads manually. 


@ Two-way radio is piling up impressive perform- 
ance records in the heating oil field. In addition to its 
seven tank trucks, Raritan Oil Co., Nixon, N.J., has 
equipped two. company cars and three service trucks 
with a Dumont system at a total cost of about 
$10,000. 

The firm services 3,500. homes and commercial 
establishments in a 30-mile radius. They report a 
20% increase in deliveries per day per truck; ten 
miles a day reduction in vehicle travel; and a savings 
of 22 man hours per day. Raritan also credits 50 to 
60 additional heating oil accounts per year to the 
use of mobile communications. 


NATIONAL PETROLEUM NEWS * October, 1958 





@ Burner service alone offers many opportunities 
for substantial savings through the use of mobile 
radio. The fleet of 59 service cars used by the Sher- 
wood division of Sinclair Refining Co. in Baltimore 
is now in constant mobile radio communication with 
the dispatcher’s office. Total service calls range be- 
tween 20,000 and 30,000 a year. 

Sherwood calculates a gross savings of $31,500 a 
year. The base plant and mobile units are leased 
from RCA Communications Department at a cost 
of about $16,700 a year, leaving a net saving of 
$14,800. In addition customer service is greatly 
speeded up. 


@A bumper jack 
is a handy piece 
of equipment for 
the modern serv- 
ice station. To 
handle all the 


many new car 

designs, you can 

now get an Aus- 

co Saf-Lift twin 

leg bumper jack 

fitted with a new- 

ly designed lift- 

ing hook _ that 

fits all bumper 

contours — old 

models as well as 

new. To conform 

to bumper con- 

tours the new, heavy-duty load hook is hinged to the 
malleable iron lifting nut. Lifting contact can be 
made either at the top of the load rest or at the 
bottom hook, thus providing dual lifting points 
Clearance of 2'4 inches gets the hook under the 
lowest overhang and eliminates problems from small 
wheels and new-car low overhangs. 
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@ Check valves 
located at the base 
of gasoline dis- 
pensing pumps 
are widely used 
today as an effec- 
tive means of 
holding prime in 
the pump. Where 
Dresser couplings 
connect the pump 
to the supply line, 
there is a new 
check valve avail- 
able, which has 
been especially 
designed for use 
with this particu- 
lar fitting. The 
valve’s main fea- 
tures include quick and easy installation and small 
space requirements, says the manufacturer. 

Because one valve’s end is connected directly to 
the pump casing and the other end has a long shank 
that fits directly into the Dresser coupling, all nipples 
usually required in the normal installation are elim 
inated. Valve shown here is Universal’s 205D 


@ Portable housing unit can be a good investment 
for small dealer meetings, traveling exhibits, or for 
jobbers and consignees who put on farm shows. This 
new dome-shaped shelter is supported by pneumatic 
panels of neoprene-coated nylon fabric less than three 
inches in width. Once the unit is up the air pump 
can be disconnected and the windows and door can 
be kept open or closed as desired. Called the Geo 
dome, it’s light enough for two men to lift, but will 
withstand high winds and snow loads. Deflated, 11 
fits into a jeep or station wagon. The manufactures 
is Berger Bros. Co., Denby Ave., New Haven, Conn 
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The handiest auto service flashlight ever! 


TUNG-SOL 


FLASHTESTER 


fF 
FEATURES 0 - 
SERVI 
piEST AUTO 4 
HEIGHT EVER DEVELOPE 
@ lifetime magnet 
e bulb & fuse tester 
@ fing hanger 
e non-breakable lens ; 
s no-roll cushioned hea 
* cushioned end cap ” 
e weatherproot durite bar 
e bulb shock absorber 


@ uretime atnico macner 


1.99 
REE... 


ONE CASE (12 lamps) of 5400-S or 5040-S 
VISION-AID HEADLAMPS or... 
TWO CASES (16 lamps) of 4001 or 4002 


DUAL VISION-AID HEADLAMPS 
(16 of one type, or 8 each of both types) 


AT REGULAR PRICES! 


Limited Time Only—Call Your Tung-Sol Distributor Today 


LAMP DIVISION (s)rUNG-SOL ELECTRIC INC. NEWARK 4, NEW JERSEY 
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Timken-Detroit ‘3 for 1’ Axles 
Are First Choice 
With Big Fleet Operators! 


These superior features make the difference: 


Interchangeability of Three Final Drives. Single-Speed 
Single-Reduction, Single-Speed Double-Reduction or Two- 
Speed Double-Reduction final drives using the same hous- 
ing, hubs, drums, brakes and axle shafts gives your vehicles 
unmatched flexibility. Parts are readily available and less 
expensive. 


Hypoid Gears. Larger pinions and greater tooth contact 
give 30% more torque capacity, top efficiency and long life 
. . plus lower maintenance costs. 


True Double Reduction. Two full size gear sets, one for 
each reduction, provide huskier gears and a balanced dis- 
tribution of effort. Gears and bearings last longer and need 
less maintenance. 


Torsion Flow Axle Shafts. More splines, plus greater root 
and body diameter, add extra strength. 


Famous Time-proved Differential. Extra-strong gear 
body and teeth, plus hot-forged trunnion, give long trouble- 
free operation even under the roughest kind of treatment. 


Hot-Forged Steel Axle Housing. The rectangular form of 
these high carbon steel housings is the lightest, strongest 
shape of housing that is available today. 


Timken Detoi 
Axles are the 


Accepted 
Standard ! 


ZZ, (Md ‘4 


oe 
Zs 
zz 
Lonny feds, 
A 7 


lta 3 ti it CORPORAON 


Mii, ' 


eens D ye andacd I" WORLD’S LARGEST MANUFACTURER OF AXLES FOR TRUCKS, BUSES AND TRAILERS 


©1958, R-S Corp. 


Products of ROCKWELL- STAN DARD Corporation 
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Model 25—Twenty-five pound grease kit. 
Geared pump, capacity one-half pint per 
stroke. Other lubricant dispensers avail- 
able to 100 pound capacity. 


» 
Wig) 


Model 82—120 gallon tank with gallon 
stroke pump, shut-off nozzle and foot 
valve. For dispensing lube oil, kerosene, 
anti-freeze. 

The Wayne-Marvel Line includes all types 
of dispensing equip t for lube oils, 
greases, alcohol, kerosene, solvents, etc. 
Write for complete catalog to... 

THE WAYNE PUMP COMPANY 

Division of Symington Wayne Corporation 
Salisbury, Md. 





Wayne 
MARVEL 





Equipment 


How to Save Money on 








You can save from $1,000 to $1,200 per station 
by putting in mercury vapor or fluorescent 
outside lighting. First costs are higher, but the 
investment will quickly pay off in a reduced 


electric bill for you or your dealers 





IF YOUR STATIONS have incandes- 
cent floodlights, somebody’s footing an 
unnecessary power bill. You can get 
approximately the same amount of 
light using 60% to 85% less elec- 
tricity. 

All you have to do is change to 
mercury vapor or fluorescent lighting. 
If you pay all or part of the station’s 
electric bill, this modern equipment 
will put money in your pocket. 

Even if you don’t pay anything 
for station electricity, you'll gain from 
the switch. Bright stations pull busi- 
ness. Maybe your dealer ‘is turning 
off area lights to trim costs. Wasteful 
lighting lays a needless burden on the 
retail outlet, penalizing both dealer 
and supplier. 


How Three Types Compare 


Of the service station floodlight 
equipment commonly used for area 
lighting, the following three units can 
be reasonably compared. They have a 
substantially equal output, measured 
in lumens: 


e Incandescent: enclosed aluminum 
floodlight with a 1,000 watt PS/52 
lamp (21,000 lumens). 


e Mercury vapor: enclosed al- 
uminum floodlight with a 400 watt 
JH-I color-corrected lamp (20,500 
lumens). 


e Fluorescent: enclosed two-lamp 
unit, six feet long, using 155 watt F-72 
PG-17 Power Groove tubes (18,600 
lumens). 

Che difference in light output among 
these units is not great, but there are 
wide differences in the first cost of 
the fixtures, the cost of lamp replace- 
ment, and the total current draw. 

Here are the figures. They were 
prepared by Urban Doyle, sales man- 


ager of Petelco, Inc., fixture manu- 


facturer. 


Lamp and Fixture Base Costs 
Fixture Lamp Wattage 
(Incl. lamps, Replace- 
ballasts) ment 


Incandescent $ 29.60 $ 1.95 1,000 
Mercury Vapor 83.66 14.69 450 
Fluorescent 127.26 4.06 370 


Assumptions are that installation 
costs are equal for all floodlights; that 
station lights are on for an average 
of 10 hours a day, using current at 
an average power rate of $0.03 kwh, 
and that a labor charge of $1.50 per 
hour is average for all service and 
maintenance work. 

Operating costs for 6,000 hours use 
of each type of unit look like this: 


Incandescent 
Power cost, , 
$0.03 x 1.0 kw x 6,000 hi $180.00 
Lamp replacement, 6 x $1.95 11.70 
Maintenance labor, 6 x $1.50 9.00 


Total $200.70 


Mercury Vapor 


Power cost, 

$0.03 x 0.450 kw x 6,000 hr $81.00 
Lamp replacement, 1 x $14.95 14.95 
Maintenance labor 1.50 


Total $97.45 


Fluorescent 


Power cost, 

$0.03 x 0.370 kw x 6,000 hr $66.60 
Lamp replacement, 2 x $4.06 8.12 
Maintenance labor 1.50 


Total $76.22 


Five-Year Savings—If the operating 
costs are calculated in the same way 
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Floodlights 


for a period of five years, adding the 
initial investment, you get a_ better 
idea of possible savings: 


Incandescent 
Initial cost $ 29.60 
Five-year operating cost 608.00 


Total $637.60 


Mercury Vapor 
Initial cost $ 83.66 
Five-year operating cost 296.30 


Total $379.96 


Fluorescent 
Initial cost $127.26 
Five-year operating cost 231.71 


Total $358.97 


An analysis of figures like these 
shows that the more efficient, modern 
floodlights pay for themselves. In five 
years the savings per fixture figure 
out to: 


Mercury vapor: $257.64 
Fluorescent: $278.63 


Thus in even the smallest stations 
being built today, where a minimum 
of four floodlights are needed, you 
can save from $1,000 to $1,200 by 
simply installing these latest advance- 
ments in outdoor lighting. Ad 

















“1 know it doesn’t have a hose. 1 bought 
it from one of those aggressive salesmen.” 
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COMPCO 
Cantilever Lights 


For POWER-GROOVE or V.H.O. Lamps 
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Write for Descriptive Literature ! 
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3 CORPORATION 


"1800 N. Spaulding Avenue « Chicago 47, Illinois 


COMPC 
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Built to the same standards that 
have made Bennett service station 
pumps famous for quality the world 
over, Fleet Jr. pumps bring new 
fueling economy and convenience to 
small industrial fleets, farms and 
estates. Fleet Jr. pumps help keep 
accurate control of fuel costs, make 
refueling easier, faster, safer and 
prevent pilferage. 

“Multi-Level” design with new 
extra height and “Tilted” Dial Face 
give easy readability at any vehicle 
fuel tank elevation. 

Direct drive rotary vane pump. 
Straight union type intake coupling. 
Heavy gage steel housing over 
strong welded chassis. Easily acces- 
sible for inspection and service when 
needed. 


@ 51” HIGH for better visibility and 
convenient nozzle location. 


@ TILTED DIAL FACE is easy to read. 


@ UP TO 12 GPM delivered over 10- 
foot lift. 


@ HORIZONTAL REGISTER indicates 
up to 100 gallons —totalized to 
100,000 galions. 


@ PADLOCK provision ends pilferage. 
@ LIGHTED DIAL FACE available. 


Lradlllton a 


Clie 


ed 


~ FOR ESTATE 
FARM 


LZ, 





er 


JOHN Woop Company - met Pump Division, 


IN CANADA: JOHN Woop Company LiMiTED * Toronto » Montreal * Winnipeg » Vancouver 


and 7 
FUELING 














| What’s New in Equipment 










Tire changer 


with a price tag of $107 has 
been put on the market by the Bready 
Iractor & Implement Co., Solon, Ohio. 
It is a mechanically operated changer 
which the manufacturer claims will han- 
dle both passenger and light truck tires 
of any ply and with cross sectional di- 
ameters ranging from 10-in. through 16- 
in 


Circle No. 1, on coupon, p. 180 


Tank heater 


for underground fuel oil storage 
tanks is a U-tube heater suspended verti- 
cally from a support plate resting on a 
nozzle at the top of the tank. All service 
connections are outside the tank in an 
access chamber entered at ground level. 
Hot water or heat transfer liquids are 
used as heating mediums. Davis Engineer- 
ing Corp., 30 Rockefeller Plaza, New 
York 20, N. Y. 

Circle No. 2, on coupon, p. 180 





Floodlight 


, for pump island mounting is a 
lightweight (41%4 Ibs.) luminaire with a 
hinged door. Available with wide beam 
reflector for general area lighting, or 
narrow beam for highlighting driveways 
or building surfaces. Takes 200-300-watt 
medium screw base lamps. Crouse-Hinds 
Co., Syracuse 1, N. Y. 
Circle No. 3, on coupon, p. 180 
(Continued on page 180) 
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TELEePnone 
Ciacie 7-5000 


*y.s." is proud to announce 
marketing hose that we pelie 
complete in the industry: 
name of U-S- Royal, exa™ 1es 
on the inside pages of 


Just as important, now you can buy 
Hose through your own #U.S- 


Your U.S- 

on-the-spot delivery: 

services of *y.S-" Field Eni 
nose that is best for your kin 


Your nearby aistributor will welcome a 
aemonstrate, *° you, the super tor 


line. 


very qruly yours» 


} | ( K eed, 
H. E- pruner 
dorketing Manse?" 


tne nade 
p.s. if you are & jopber and pian to yours io 

convention in pallas, pe sure vis 

Booth 12. 











THE FAMOUS U.S. ROYAL LINE 


1. U.S. Royal Curb Pump Hose !.5167 for dispensing 


gasoline from service station pump to car or truck 2. U.S. Royal Gasoline Pump Hose !’-5119 for sery 


ice Stations, 
\ remarkable new hose for both external drape and inter 


nal retractable pump. ‘his almost indestructible hose has \ great favorite with station attendants because of its easy 
extreme flexibility and will outlast by 214% times the life of to-handle flexibility and resistance to cold-weather freezing. 
conventional curb pump hose, Steel braid carcass, positive \ double-purpose hose for both reel-type and drape-type 
static connection, A time and money saver since it: works pumps. Small outside diameter. Synthetic fabric carcass in- 
well with all pumps. Complete resistance to sub-zero stiffen terwoven with spiral steel wire for greater strength. Listed 
ing or cracking. Approved by Underwriters’ Laboratories, by Underwriters’ Laboratories. ‘This hose has a positive 


static connection from coupling to coupling 
Specifications: Lengths to 50° or specified cut lengths. Sizes 


” inside diameter, 114” outside diameter, weight per 100’, Specifications: Lengths to 150’ or specified cut lenghts. Sizes: 
only 38 pounds yy” (ID) 114” (OD). Weight: 38 pounds per 100’. 


yy 


4. U.S. Royal Fuel Oil Delivery Hose !’-5!77:; three 
3. U.S. Royal Farm Fuel Hose |’ 5/38 for pumping braid, P-244: two braid. 


gasoline or diesel oil from pump to tractor or other farm ; 
equipment Used principally for loading racks and for tank truck de 
livery of gasoline, aromatic oil and diesel fuels; for wet o1 
Has the wall bulk to prevent kinking. Neoprene tube resists dry service. The heavy gauge Neoprene cover is oil resist 
ant and stands up under roughest of handling. Hose is light 
in weight, surprisingly flexible. Conforms readily to reel 
even in sub-zero temperatures, Static wire will be furnished 
if requested 


crosive action of oil or gasoline. Neoprene cover ts oil, sun 
light and abrasion resistant, reinforced carcass of single cot 
ton braid 


Specifications: Available in continuous lengths, usually sold 
in & or LO-ft. lengths with couplings. Sizes and 


4 Specifications: Furnished in lengths to 175’. Sizes: 1”, 114”, 
1” (iD) 


134” and 1%,” (ID). 





OF OIL MARKETING HOSE 


5. U.S. Royal Aircraft Refueling Hose 5150 fo: 


hydrant type refueling systems and for systems carrying hose 


6. U.S. Royal Aircraft Refueling Hose |’ 


aircraft refueling and defueling 
on reels in relatively small spaces 


Specially developed tube to handle aromatic fuels. Strong 
No modern airport would be without this extremely light three- braid rayon carcass to resist high pressure and rough 
and flexible collapsible hose with its excellent racking chat service. Pan non-marking Neoprene cover is unaflected by 


acteristics. Tube of Buna-N resists all aircraft fuels. Carcass 
of two plies of high-strength Ustex® cord fabric; Neoprene 
cover withstands abrasion, heat, sunlight 


clements or petroleum products and is resistant to abrasion 


Static wire furnished if requested 
Specifications: Sizes 1”, 114", 134 4", to 150° lengths. Sizes 


Specifications: 50’ lengths; 11%”, 2” and 214,” (ID). a \” and 4”, to 50° lenghts 


7. U.S. Royal Tank Wagon Hose ry suction 
or discharge on tank cars or trucks, 1” s scdl for gasoline 


pump SCTVICE 


Specially compounded tube of oil-resistant Neo} rene 
cass of circular woven cotton, interwoven with round 
wire. Body wires connected to couplings at each end « 
static connection, Lough Neoprene cover unatlected by 


or rough handling 


Specifications: Sizes 


24,3 ,4 ; to 50 


ASK TO SEE THE U.S. ROYAL AIR HOSE, WATER HOSE 
AND COMPLETE LINE OF COUPLINGS, V-BELTS AND PACKI 





goes with 
curb pump. 


U.S. ROYAL 


Mechanical Goods Division 


Ik) United States Rubber 


WORLD'S LARGEST MANUFACTURER OF INDUSTRIAL RUBBER PRODUCTS 


Rockefeller Center, New York 20, N.Y. In Canada: Dominion Rubber Company, Ltd. 








3 Proved Ways 


TO LIGHT YOUR STATION BETTER 





—at lower cost! 





ISLAND 
FLUORESCENTS 








Slim, trim, looks right, is right! Will be in style this year, 
next year and for years to come. The all-aluminum light 
with highest quality ballast, materials, workmanship and 
construction. The light where quality and price meet! 


Powergroove, VHO, SHO tubes 
are interchangeable in these 
Rutledge lights. 





FLUORESCENT 
FLOODS 





Modern—good looking! Designed to 

give you more light, less wattage, attractive 

appearance. All-aluminum, fully assembled, easy to install. 

Rustproof—with 5 year finish. AF—Deluxe Series; FL— 
Economy Series 


FL SERIES 














Ss FES 


COPING LIGHTING 


The best method of lighting your station building— 
modern, distinctive, effective! Consult us on your coping 
lighting application. 


WHY NOT CHECK RUTLEDGE PERFORMANCE AND 
PRICE TODAY? YOU’LL BE GLAD YOU DID! 


RUTLEDGE EQUIPMENT COMPANY 


334 Boulevard of the Allies, Pittsburgh 22, Pa. 
COurt 1-1415 
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Device collapses for insertion .. . 


Opens below gasoline tank vent 


New Vent Baffle Retards Evaporation 


NEW MECHANICAL DEVICE 
placed beneath the vent pipe inlet of 
gasoline storage tanks is claimed to 
effect evaporation losses in the range 
of 24% to 50%. This device consists 
of a horizontal flat plate mounted in 
alignment with the vent pipe inlet 
but far enough below it so as not to 
impede air ingress. 

The baffle minimizes the downward 
velocity of air entering the vapor space 
through the breather vent thus ma- 
terially reducing one of the forces 
tending to accelerate evaporation. The 
downward air flow is given a_sub- 
stantially horizontal direction; move- 
ment of air currents is retarded; strat- 
ification of the fresh air above the 
heavy vapors results; during “out- 
breathing” the lighter vapors are ex- 
pelled first, holding back the loss of 
heavier vapor. 

The baffle unit is readily installed 


e FOR FURTHER INFORMATION 


in tanks in service. A collapsible de- 
sign permits its insertion through the 
inlet opening. A slight tilting action 
opens the plate into position as a 
horizontal disc below the roof open- 
ing. 

Manufacturer says test results un- 
der a variety of conditions, tank sizes, 
and rates of transfer, are available as 
a guide to rate of vapor conservation. 
Sales Dept., Shand and Jurs Co., 2600 
Eighth St., Berkeley, Cal. 

Circle No. 4, on coupon, p. 180 


Self-venting spout 


. is said to assure the smooth, even 
flow of products of all viscosities from 
beginning to end. The Tri-Sure, 154-in. 
self-venting, pull-up spout assembly is 
available for all “Clinch-On” nozzles. 
American Flange & Mfg. Co., 30 Rocke- 
feller Plaza, New York 20, N. Y. 


Circle No. 5, on coupon, p. 180 


On equipment or literature described in this issue: CIRCLE THE NUMBER 
below. Fill in the reply coupon, clip and mail to 


@ Readers’ Information Service 
NATIONAL PETROLEUM NEWS 


330 W. 42nd St., New York 36, N. Y. 


Your Inquiry will be forwarded to the manufacturer. Void after Jan. 1959 
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Two truck lines 


known as the C-400 and C-500 
series have been added to Reo’s medium 
heavy-duty vehicles. Truck versions range 
from 23,500 to 33,000 gvw; tractors from 
42,000 to 55,000 gyw. All are powered 
with Gold Comet wet-sleeve 6-cylinder 
engines. Reo Div., White Motor Co., 
Lansing, Mich. 

Circle No. 6, on coupon, p. 180 


Muffler removal heater 

. is designed for quickly disconnecting 
rusted mufflers and tailpipes by the spot 
application of heat. High intensity, 1350- 
watt General Electric tubular heating 
element clamps around joint area, eXx- 
panding the outer pipe and separating the 
connection without damage. Walker Mfg. 
Co. of Wisconsin, Racine, Wis. 

Circle No. 7, on coupon, p. 180 


Vacuum barrel handler 


... for fork lift trucks lifts four 490-Ib. 
steel drums. Unit is powered by a 
vacuum pump, hydraulic motor-driven, 
designed to operate in conjunction with 
the lift truck hydraulic system. Will pick 
up or release drums singly or in multiples 
to four. Vac-U-Lift Co., Salem, Ill. 
Circle No. 8, on coupon, p. 180 


Fuel oil hose 

. . has an inside diameter of 1% in. 
The extra % in. added to the old design 
is said to give a 20% faster flow rate. 
Thinner, stronger hose wall withstands 
150 psi, is easier to handle and light in 
weight. Hewitt-Robins, Inc., Stamford, 
Conn. 

Circle No. 9, on coupon, p. 180 


\B Y 
~=we 


Light fixture base 


® 


Sy 


' 
. 


. for outdoor lighting has been re- 
designed for greater rigidity between 
base and pipe upright, easier installa- 
tion, and prevention of corrosion at the 
threaded joint. New hub provides full 
pipe thread engagement within the base 
to seal out moisture. Chambered inner 
edge of hub top provides a well to re- 
ceive packing. Slots in base replace 
mounting holes. Available with power 
tool receptacle. Hope Electrical Products 
Co., 39 Long Ave., Hillside, N. J. 

Circle No. 10, on coupon, p. 180 


(Continued on page 183) 
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FINGER-TIP CONTROL 


Position No. 1 locks rim. No. 2 
breaks both beads. No. 3 releases 
rim or operates balancer. A child 
can do it! 


EXCLUSIVE 


MOUNTING TOOL 
Smoothly contoured to slip 
under bead, preventing 
rough rims from cutting 


toe or destroying Buty! 
lining of a tubeless tire. 


DOUBLE 
WEDGE-WING 
BEAD-BREAKERS 


Free both beads at once. 
An entirely new concept 
in freeing tight tubeless 
beads easily but gently. 
Wedge follows rim con- 
tour while wings support 
an extra portion of bead 
on either side. 


POWAIR-PAK SAFETY-LIFT 


Harnesses air pressure 
from your compressor to 
spare your muscles, save 
your back, in freeing even 
the most stubborn beads. 


Demount Too! — gentle 
but positive “lift and 
turn" action of its small 
ball end removes tires of 


ALL sizes quickly and 
easily, with sure protec- 
tion for air-sealing beads. 


BIG FOUR HENDERSON | 
P-58 
TIRE CHANGER WITH 
POWAIR-PAK Big Four equipment is manufactured 


under one or more of the following pat- 
ents: 2,534,515; 2.609.038; 2.609,039; 
2,655,985; 2,481,926; 2,164,171. Other 
U. S$. and foreign patents pending 


~ 


Use your old changer 
for down payment. Up 
to 36 months to pay, 
SEE IT AT 
NTDRA SHOW 
BOOTHS 310-314A 


ER TENE TREES ar Oe ne me ENN eS erm 
BIG FOUR INDUSTRIES, INC. 
Dept. T, 5938 Carthage Court, Cincinnati 12, O. | 
[] Send new FREE Fact Book on changing and 
servicing 14-inch tires, based on field experience. 


(C] Schedule a Big 4 Mobile Showroom to dem- 
onstrate the new POWAIR Tire Changer at our door 
on our tires. 


BIG INDUSTRIES, INC. 


CINCINNATI 12, OHIO 
5938 CARTHAGE COURT 


STREET 





SIGNED 





STORE OR STATION NAME — — -_ —_ | 
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ANOTHER IN A SERIES—TO ACQUAINT JOBBERS WITH THE PURE FRANCHISE 


VETERAN JOBBER RAY JOHNS... 


Chieftain Oil Company, Chippewa 
Falls, Wis., operates three bulk plants 
and handles 20 service station ac- 


counts. (The remainder of his business 


) is in farm, fuel oil, and commercial 
accounts.) Ray has been a Director of 
} obb eC [ S the Wisconsin Petroleum Jobbers As- 
sociation for seven years and is now 
Vice President. 


On January 1, 1956, already a suc- 
U cessful jobber, he switched to the Pure 
Oil brand. In his first nine months 


under the PURE banner, gasoline 
sales shot up 28%; motor oil, 46, and 


Stor credit business, 89%. TBA sales 
jumped a whopping 100% the first 


year! 


Ray attributes this increase in his 
business to the fact that the PURE 
brand has such good acceptance with 
motorists. 


If you are interested in growing and profiting 
with an aggressive, forward-looking oil company 
under a successful, selective marketing program, 
call or write Pure Oil’s District or Division 
Manager in your area, or Retail Marketing 
Department, The Pure Oil Company, 

35 E. Wacker Drive, Chicago 1, Illinois. 


It pas to BE SURE WITH PURE 
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Floodlight lamp 


. . . is especially designed to withstand 
severe vibration. Filament of the new 
150W PAR-38, 120V lamp is mounted 
on tungsten springs, said to be superior 
in many applications, including in serv- 
ice stations where pronounced wind vi- 
bration is present. List price $5.20. West- 
inghouse Electric Corp., Box 2278, 
Pittsburgh, Pa. 


Circle No. 11, on coupon, p. 180 


New manhole 


of 14-in. diameter is said to be 
especially useful with submersible pump 
installations, as well as above under- 
ground fill caps and fill boxes. Steel skirt 
is readily varied in length, and may be 
shipped with an adjustable extension if 
desired. Universal Valve Co., 472 South 
St., Elizabeth, N.J. 


Circle No. 12, on coupon, p. 180 


Floating suction 


. . . for jet fuels in airport storage is 
provided by recently patented equipment 
Intake end of suction line, pivoting from 
swing joint terminal of pump well, is 
suspended by float 12 in. below liquid 
level. Said to cut settling time after 
delivery. 1 ep Brooks, 12222 E. Garvey, 
El Monte, Cal. 
Circle No. 13, on coupon, p. 180 


Flexible nozzle 


. . . for aircraft de-fueling hose has a 
rubber wall reinforced with fabric and 
spirally-wound wire. End is fitted with 
semi-hard tapered stem said to slip easily 
into fuel tanks. Slots in outer edge assist 
free flow of fuel into nozzle and full 
capacity pumping. Hewitt-Robins Inc., 
Stamford, Conn, 
Circle No. 14, on coupon, p. 180 


Aircraft hose 


. . . for ground refueling has tube made 
with “Buna N” as the basic polymer, 
compound to prevent swelling or loss of 
adhesion to the carcass regardless of type 
of aviation fuel handled. Hose uses Da 
cron warp and filler and neoprene cover. 
Quaker Rubber Div., H. K. Porter Co., 
Tacony & Comly Sts., Philadelphia, Pa. 
Circle No. 15, on coupon, p. 180 


Flush valve 


... for truck tanks is designed for attach 
ment to the drain pocket in the bottom 
of tanks hauling products that do not 
require emergency valves. Chief features 
are high discharge rate, simplicity, cleanli- 
ness, accessibility and light weight. Avail- 
able in steel, stainless or aluminum. Betts 
Machine Co., Warren, Pa. 
Circle No. 16, on coupon, p. 180 


Literature ... 





LPG measurement 


. methods have been developed by 
National Bureau of Standards. Copies of 
recommended procedure for checking ac- 
curacy of dispensing devices using pro- 
totype LP-gas meter proven available on 
request from Office of Weights and Meas- 
ures, National Bureau of Standards, 
Washineton 25, D. C. 


Circle No. 17, on coupon, p. 180 


BLACKMER PUMPS used at NEW YORK HELIPORT 


Equipment 


Wilson pumps 
for consumer-commercial gasoline 
service are covered in a new, pocket-size 
quick reference catalog. The Wilson line 
of pumps consists of 87 models including 
three hand-operated and three electrical 
or combination powered types. William 
M. Wilson’s Sons, Inc., Lansdale, Pa. 
Circle No. 18, on coupon, p. 180 


Tank catalog 


describes all Hammond-built stor 
age systems. They include patented 


* 


Blackmer GX3 pump units are the heart of the system that fuels helicopters at 
the Port of New York Authority's first commercial heliport. This close-coupled, 
helical gear driven pump will handle 250 GPM of aviation gasoline when 


operating at 640 rpm. 


This Blackmer unit was chosen because of its high safety factor, favorable 
positive displacement and easy maintenance. 


THE GX3 UNIT FEATURES: 


® Blackmer sliding vane design which 
provides for an automatic 
“self-adjustment for wear” 


® Heavy-duty sealed type anti 
friction bearings. 


® Cartridge type mechanical shaft seals 


® Unusually high mechanical efficiency 
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INDUSTRIAL, HAND AND TRUCK PUMPS, STRAINERS, PRESSURE CONTROL VALVES 
BLACKMER PUMP COMPANY, GRAND RAPIDS 9, MICHIGAN 


DIVISION SALES OFFICES 
NEW YORK e ATLANTA « CHICAGO « GRAND RAPIDS « DALLAS « WASHINGTON e« SAN FRANCISCO 


See Yellow pages for your local sales representative 





Equipment 


floating tanks of Tubeseal or Springtite 
construction, Vaporlift systems, Diafloate 
tanks, Dialift systems, underground stor- 
age tanks, and the new Hamondflote 
Cover for small vertical tanks. Catalog 
58G, Hammond Iron Works, 744 Broad 
St., Newark 2, NJ. 


Circle No, 19, on coupon, p. 180 


Cargo pumps 

. offered in a capacity range of 2500 
to 7000 gpm are featured in a new flier, 
form 7493, Flier contains cross-sectional 
view of the I-R single stage, with con- 
struction details, list of models available 
and data on dimensions and construction 
materials. Ingersoll-Rand Co., 11 Broad- 
way, New York 4, N. Y. 


Circle No. 20, on coupon, p. 180 


gq Garnett 


Can bulletin 


. breaks down 38 different types of 
cans into three categories: round cans, 
round-cornered square cans, and round- 
cornered rectangular cans. Size details 
and types of covers are charted for each 
category as an aid to packagers. George 
D. Ellis & Sons, Inc., American & 
Luzerne Sts., Philadelphia 40, Pa. 


Circle No. 21, on coupon, p. 180 


Size and weight 


. restrictions on a state-by-state basis 
for both trucks and trailers now avail- 
able from Four Wheel Drive Auto Co. 
Four Wheel Drive Auto Co., Clinton- 
ville, Wis. 

Circle No. 22, on coupon, p. 180 


Eo groutdea ONE-STOP SERVICE JB 
B 4és... INCREASED Profits 


‘ane 





“Our BRAKE MOBILE purchased a year 
) 


ne stop Service 


ago, provides a complete 


Use wash bay when idle 
for Brake Work. 


Brake Work outside of sta- 
tion attracts new customers, 


for our customers. Brake Work y ields a gro 


profit of approximately $100.00 per week 


...and 


gasoline sales have increased considerably as a 

result of these satisfied brake service customers. 

Incidentally, we machine all four brake drums <\y 

on practically every brake job,” says Edgar H. , ma 


Stolte, Edgar’s Shell Service, St. Louis, Mo. 


j e 
Your Service Station can ie Bare 
increased profits made poss sind 
fering Brake Work to your c¥ : 
: at least one-half of the panes 
hare ona brake job is Gross Profit! 


Completely portable — store 
between hoist rails at night. 


BARRETT EQUIPMENT CO. 
2101 Cass Ave., St. Louis 6, Mo. % 


Please send FREE copy of 
* (C] Brake School Bulletin No. 208— ¢g 
Servicing Hydraulic Brake Systems. 


| 3 
Address 


BARRETT EQUIPMENT CO. | Mam State_[j 


2101 CASS AVE. 


ST. LOUIS 6, MO. 


Signed 


' grams and _ installation 


| title of a 


Lift truck attachments 


. of all types are grouped in a new 
catalog. Shows 26 ways owners can get 
more use from their lift trucks, includ- 
ing plant and yard sweeping. Standard 
units are shipped from stock and can 
be bought on 10-day free trial basis. 
Little Giant Products, Inc., 1574 N.E. 
Adams St. Peoria 3, Ill. 


Circle No. 23, on coupon, p. 180 


Pump catalog 

. No. 100 is a new 12-page edition 
covering the complete line of Tuthill 
pumps, fluid motors and valves. Pumps 
are of the positive displacement rotary 
type from 1 to 200 gpm. Catalog covers 
construction and operating features. Dept. 
PR, Tuthill Pump Co., 939 E. 95th St., 


; Chicago 19, Ill. 


BRAKE-MOBILE gg 


Circle No. 24, on coupon, p. 180 


Barco swing joints 

‘ are illustrated in a new 8-page 
bulletin covering petroleum industry 
piping flexibility requirements. Diagrams 
show piping layouts where stress loads, 
vibration, wind sway and thermal move- 
ments are controlled or safely contained. 
Bulletin No. 28A, Barco Mfg. Co., Dept. 
J-21, 500 N. Hough St., Barrington, Ill. 


Circle No. 25, on coupon, p. 180 


Joining equipment 

including clamps, couplings and 
joints for industrial uses are covered in 
a new brochure folder put out by the® 
Marman division of Aeroquip Corp. 
Sizes and applications as well as dia- 
instructions in- 
cluded. Advertising Dept., Marman div., 


| Aeroquip Corp., 11214 Exposition Blvd., 


Los Angeles, Calif. 
Circle No. 26, on coupon, p. 180 


_ Lifting foreign cars 


. on ‘Frame-Kontact’ Hoists” is the 
24-page instruction manuai 
published by Globe. Photos show vehicle 
approaching hoist with adapters swiveled 
to contact position, and again after ve- 
hicle has been lifted. Globe Hoist Co., 
E. Mermaid Lane at. Queen St., Phila- 
delphia 18, Pa. 


Circle No. 27, on coupon, p. 180 


Tank lining 


|... known as Plasite #7111 is covered 


in a new technical bulletin #258. Coating 
is applied in a film thickness of 8 to 10 
mils, requiring only two spray coats. For 
tanks storing aromatic solvents, high 
octane gasoline, chlorinated solvents and 
many others. Wisconsin Protective Coat- 
ing Co., Box 243, Green Bay, Wis. 


Circle No. 28, on coupon, p. 180 
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Improved vents 


. in 6-in. and 8-in. sizes are covered 
in a new catalog page and air flow per- 
formance chart. Features of smaller 
vents have now been incorporated in the 
larger sizes including improved air flow; 
pressure loading to 5 psi; easy install- 
ation of snuffer arm attachments; fewer 
port Openings; quick access to flame ar- 
resters and valves. Revised page may be 
inserted in existing Protectoseal tank 
fittings catalogs. The Protectoseal Co., 
1920 S. Western Ave., Chicago 8, Ill. 

Circle No. 29, on coupon, p. 180 


Truck lube guide 


. . contains factory-approved lubrication 
information on all popular standard pro- 
duction truck models from 1949 through 
1958. Also covers axle, semi-trailer and 
trailer units; specially assembled, heavy 
duty and special purpose trucks; school 
buses and motor coaches. Chek-Chart 
Corp., 33 E. Congress Pkwy., Chicago 5, 
Iii. 

Circle No. 30, on coupon, p. 180 


Check valve line 


. is described in a new brochure, No. 
V-63. Included are illustrations and 
service recommendations for the two 
basic types: swing check valves and lift 
check valves, both available in a variety 
of designs, materials and connecting 
methods. The Fairbanks Co., 393 Lafay- 
ette St., New York 3, N.Y. 

Circle No. 31, on coupon, p. 180 


Suppliers . . . 





Barrett Equipment Co., St. Louis, 
maker of brake service equipment, has 
applied for associate membership in the 
National Assn. of Oil Equipment Jobbers. 
Reason given by E. R. McAtee, executive 
vice president, is the growing encourage 


“LT want it mounted as a hood ornament” 
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MOTOR PUMP 


dependability 
means more deliveries 


...: more profits 


A Vapor-flo Motorpump with a three-way valve hook-up. Motorpump can unload 


transport and deliver product to storage tank, then by reversing valve can pump 
from storage tank to loading rack 


NEWS 


Profitable operation in bulk terminals, bulk plants or fuel 
oil dealer plants means continuous operation. Ingersoll- 
Rand Motorpumps with time-tested features and ad- 
vanced design continue to provide year after year savings 
with low cost operation and minimum maintenance 


The Modern Motorpump is built in straight centrifugal, 
self-priming and “Vapor-flo” models. There’s a unit to 
suit any condition with deliveries to 2800 gpm. 

Check the new “Vapor-flo” if you handle any fuel that 
may vaporize or where vortexing may occur .. . here’s a 
pump that can’t vapor bind or clog 

Write for your copy of the latest bulletin on Motorpump 
for fuel oil or gasoline handling 


ngersoll-Rand 


11 Broadway, New York 4, N. Y. 


Vapor-flo 
Motorpump 


Standard 
Motorpump 








“In 30 months...not 
a single bearing 


lubrication failure \W 
st 


with lithium-base grease!” 


wen. 


THE PROOF IS IN THE PERFORMANCE... 


lithitum-base orease 


does the job... . 


and does it better! 


Conveyor stacker handling moist, 
icky material which builds 
up on the rollers, 


\\ Ore unloading conveyor rollers fj 
‘handling 200 tons of = / 
ore per hour. / 


Pinion gear transmitting power 
from 600 h.p. motor 
to a ball mill. 


Pan Conveyor handling hot clinker 
(1600°F), roller bearings in 
dusty, moist atmosphere. 


\ Ve a ee et y 
\. Leach tanks handling hot slurry, / 
\. agitators driven by Falk = 

\ gear reducing units. f 


Here’s a report of our own experience with lithium- 
base grease under extreme industrial service condi- 
tions. Approximately 95% of the grease used in the 
plant of AMerIcAN LitHiuM Cuemicat.s, Inc., our 
subsidiary at San Antonio, Texas, is lithium-base, 
one-type grease. In thirty months operation we 
have not been able to trace a single cause of bearing 
failure to the lubricant used. The on-the-spot photos 


REG. U.S. PAT. OFF 


Want to know more about TRONA 

lithium hydroxide monohydrate ? Send for our 
technical bulletin on this important 

chemical ingredient in lithium-base greases. 


186 


\a Wemco classifier, part of wet / 
grinding system, lower bearing 
\\. submerged in hot sludge. 


above give graphic evidence of the rugged bearing 
service requirements in this plant where lithium ores 
are processed into high-grade lithium hydroxide, 
itself an important ingredient in lithium-base grease. 
Performance like this is why grease chemists, manu- 
facturers, marketers and users all attest to the superi- 
ority of lithium-base...the one grease in place of 
many for efficient and economical operation. 


member of... 


American Potash & Chemical Corporation 


3000 West Sixth Street « Los Angeles 54, California 


LOS ANGELES * NEW YORK * SAN FRANCISCO °* ATLANTA * PORTLAND (ore.) 


Export Division: 99 Park Avenue, New York 16, New York 
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(Continued from page 185) 


ment major oil companies now give to 
light mechanical repairs in service sta- 
tions. Two NAOEJ members now dis- 
tribute Barrett products, McAtee points 
out. 


Pure Oil Co. is now marketing a con- 
centrated liquid known as Pure-Sure Con- 
crete Cleaner, claimed to be an efficient 
method of removing grease and oil from 
service station driveways and floors. Price 
$1.00 gal. in 5-gal. pails. 


New agency for Tokheim pumps is 
Pump and Tank Shop, Inc., of Greens- 
boro, N.C., headed by C. L. Osmint. 
The firm is located at 1731 Lee St., 
phone BR 4-7578, where a full stock 
of Tokheim service station equipment 
will be carried. 


R. V. Seaman Co., equipment dis- 
tributor of Saginaw, Mich., has opened 
a new branch store, warehouse and 
service department in Escanaba, Mich., 
Harold Allen is in charge. Other branches 
are in Detroit and Grand Rapids. 


Rockwell Manufacturing Co. is con- 
ducting valve care and maintenance 
schools for engineers and _ operating 
personnel in the petroleum and chemical 
industries. Valve fundamentals plus sales 
problems are covered in distributor 
schools. 


The Heil Co., Milwaukee, Wis., has 
acquired the Robertson Manufacturing 
Co., of Modesto, Cal., for the purpose 
of expanding its truck tank production 
capacity in the western United States, 
especially in the stainless steel field. 


Union Tank Car Co. will make the first 
major industrial use of a geodesic dome 
for its new repair and maintenance 
facilities in Baton Rouge, La. Without 
internal supports, it will be the largest 
dome shaped structure ever built. 


| / [0 


3-STAR 


forey.4) 


Equipment 


Western Manufacturing Co., 340 Lit- 
tle Market St., San Jose, Cal., has ap 
plied for membership in the National 
Assn. of Oil Equipment Jobbers. West- 
ern makes service station lifts. J. H. 
Halstead is president; G. B. Tanner is 
manager. 


° 

Kaar Engineering Corp., 2995 Middle- 
field Rd., Palo Alto, Cal., reports that its 
[R500 FM mobile radiotelephone is now 


licensable in Canada for communicating 
between vehicles and fixed points. The 


TIRE 
CHANGER 


i beked -a & 


TIREMAN 


STILL 


SUPER LEVERAGE CAM ACTION | 
~ 50% more leverage ard 

% more lift. Wider bead- 
loosening shoes protect beads. 





ROLLER MOUNTING 
. + « DISMOUNTING 


ONLY 


Le 3 
Www fe patent for were tees 
slide gougi or pine’ 
es bode. Acclok 
by the country’s leading 
tire engineers, 


<7 


Rig developed by U. S. Rubber Co. ¢ 
built for use at Asiatic Petroleum Co.'s ‘ : 2 
Bayonne, N.J., dock terminal. Based on ; : : 
the Operating principle of a pantagraph, COATS PROVEN BEST...COSTS LESS 
the rig will be operated hydraulically 
by one man at a push-button control 
panel. U.S. Rubber engineers claim new 
rig will steer two 12-inch oil hose lines 
direct to the manifold in three minutes. 
Present methods require nearly two 
hours with crews of 8 to 10 men. Esti- 
mated cost: $40,000. 





ADDRESS 
INQUIRIES DEPT. 


and 
the wrist. a CNICC AI Cc ' 
“sensational improvement.” GENERAL OFFICE: 12 Depot 
MnRaOY TONED ATES. MIDWEST OFFICE: 56 ' 
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Equipment 


(Continued from page 187) 

Kaar unit, said to provide reliable com- 
munication within a 10-mile radius, is 
available as a package for mounting 
under the dash at $500 fob Palo Alto. 
Canadian office is Kaar Engineering 
Corp., c/o Armstrong - Pacific, 801 
Dominion Bldg., Vancouver, B.¢ 


e 
Farrell Manufacturing Co., truck tank 


manufacturer of Joliet, Ill, has bought 
the Indiana Oil Equipment Co., of 


Indianapolis. Present personnel will re- 
main, with the exception of Mr. and 
Mrs. Ralph Hoffhein, founders. 


Equipment People .. . 





Frank E, Carney has been named 
district manager for the New York area 
by William M. Wilson's Sons, Inc., Lans- 
dale, Pa., manufacturers of Gasboy 
pumps and tanks. Carney, who has been 
active in New York major oil company 
market for 20 years, is located at 550 
Fifth Ave., New York City. 


YOU CAN ALWAYS ADD SALES 
EVEN WHEN YOU CAN’T ADD SPACE 




















MODEL 7811 DISPLAY MERCHANDISER 


Size: 7 feet high by 12 feet long 





AVAILABLE 
ON REQUEST 


Copy of “Indoor 
& Outdoor 
Displays” Talk 
delivered at 
Annual Meeting 
of Oil Company 
TBA Executives 











THE SYMBOL 
OF BETTER 
MERCHANDISING 


188 


YOUR CUSTOMERS DESERVE THE BEST in products, serv- 
ices and the best in fixtures. Station interiors by Shure 
“Space-Merchandising” Engineers will get you more sales 
of TBA, gas and oil, from every square foot of space. 


Write for folder showing full line and suggested 
arrangements for salesroom and luberoom. 


&ahure 


MANUFACTURING CORPORATION 


1601 S. HANLEY RD. + ST. LOUIS 17, MO. 


Jack P. Jordan 
has been named 
consolidated — dis- 
trict sales manager, 
New York area, 
for Crown Cork 
and Seal Co. A 
graduate of the 
University of TIlli- 
nois, Jordan has 
been with Crown 
for the past 18 
years, excluding 
1943-45 when he 
served as lieutenant, U.S.N.R. air combat 
intelligence. He was formerly New York 
assistant district sales manager and 
regional administrator. 


Jordan 


Hugh M. DeWitt has been made dis- 
trict manager for Gilbert & Barker at 
Chicago, succeeding E. J. Walters, re- 
tired. DeWitt was formerly assistant 
manager for A. O. Smith, and before 
that was associated with Hughes Oil Co. 


Thomas J. 
Kroetch, former 
retail sales man- 
ager of Tidewater’s 
western _—_ division, 
is now — general 
sales manager for 
Shields, Harper & 
Co., Oakland, Cal. 
Shields, Harper is 
one of the coun- 
try’s largest dis- 
tributors of petro- 
leum marketing 
equipment. Branch warehouses are 
located in Seattle, Portland and Los 
Angeles and the firm has sales representa- 
tives in some 30 West Coast cities. 


- 
Kroetch 


Marvin Lubinsky has been named 
eastern sales manager of Neon Products, 
Inc., Lima, Ohio, with headquarters at 
Il W. 42nd St., New York City. He 
started in 1945 as production manager of 
the indoor sign division, and was later 
promoted to general factory superin- 
tendent before joining the sales staff in 
1948. Prior to his present appointment 
he was regional sales manager at Lima, 
where he helped plan many illuminated 
sign programs in the oil industry. 


Louis F. Leinberger, district repre- 
sentative in the St. Louis area for 
Blackmer Pump, has retired after 37 
years with the firm. He had a wide ac- 
quaintance among oil men—not only in 
St. Louis, but elsewhere in the country. 


Officers of the recently formed Mid- 
Atlantic Oil Equipment Jobbers Assn. 
(Continued on page 191) 
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BRUNNER 


SINCE 1906 


Poise operation of automotive 
service departments is highly depend- 
ent on dependable compressed air 
supply. 

The Brunner “Air Specialist” can 

engineer just the right size compressor 
for efficiency and economy in your 
garage, repair shop or service station 
(as he did at Dan Ridge Chevrolet). 
e Brunner Automotive Air Compres- 
sors feature “slow speed” design for 
less wear of moving parts and longer 
life. Wide H.P. range from 4 through 
50 to meet all requirements. Horizontal 
or remote tank models for “‘start-stop”’ 
or continuous operation. 


DAN RIDGE CHEVROLET, DANBURY, CONNECTICUT 


Yes, it’ll pay you to call in the Brunner 
‘Air Specialist’’ for a look! Chances are 
you have added a lot of air jobs since 
you put in your air compressor. And 
chances are the Brunner Man can be 
mighty helpful in making suggestions to 
improve your compressed air setup. No 
obligation, of course! 

There’s a Brunner ‘‘Air Specialist’ 
near you. Write for his name. 


TWO 15 H.P. BRUNNER AIR COMPRESSORS PROVIDE DEPENDABLE AIR 
SUPPLY FOR DAN RIDGE CHEVROLET'S BUSY SERVICE DEPARTMENT 


REMEMBER, /F YOU USE AIR, 
YOU'LL DO BETTER WITH BRUNNER 


BRUNNER DIVISION 


DUNHAM-BUSH, INC. 
WEST HARTFORD, CONN. 


AIR CONDITIONING + REFRIGERATION + HEATING + HEAT TRANSFER 


west we, (OWA 
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PARAFLOW-BLENDED OMS FLOW Al SUB-ZERO TEMPERATURES ! 


Ice and blizzard winds—even at temperatures as low as those in sub-zero polar climates — 
can not stop Paraflow"-blended oils from flowing. Paraflow-blended oils guarantee 

instant lubrication when the engine is started . . . provide smooth, efficient flow, 

give higher rates of circulation to all engine parts during crucial warm-up periods. 
Paraflow is economical; it avoids severe, harmful dewaxing, and just 1% 

can lower an oil’s pour point as much as 60°! 


Enjay has developed the only complete line of high quality additives (Paramins®). Pioneer in Petrochemicals 
To meet the most exacting lubrication specifications, insist on Enjay Paramins. 


ENJAY COMPANY, INC., 15 West 51st St., New York 19, N. Y. - Akron - Boston + Charlotte - Chicago - Detroit - Los Angeles +» New Orleans + Tulsa 
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(Continued from page 188) 


are: John Quilter, Pump & Tank Co., 
Richmond, Va., president; E. M. Beaver, 
Southern Pump & Tank Co., Charlotte, 
vice president; W. E. Underland, Petro- 
leum Services, Inc., Baltimore, secretary; 
and H. E. Fritter, L. A. Fritter & Son., 
Inc., Washington, treasurer. Member- 
ship in the new group is open to 
“bona fide” distributors of petroleum 
marketing equipment in Maryland, Del- 
aware, Virginia, District of Columbia, 
and North and South Carolina. Plans 
call for quarterly meetings. 


Jack Shnable has 

been made West 

Coast general sales 

manager for Con- 

trols Co. of Amer- 

ica, parent of 

(among others) 

Milwaukee Valve. 

Shnable is a gradu- 

ate electrical en- 

gineer of the Uni 

versity of Illinois, 

Shnable and has been with 

Controls Company since August 1954. 

He was formerly manager of special 

project sales for the Controls Co. Soreng 

sales div. He will make his headquarters 

at the Controls Co. plant, 139 Illinois 
St., El Segundo, Cal. 


Nathaniel Cannistraro has been made 
vice president of sales and marketing 
for the Bettinger Corp., porcelain enamel 
manufacturer, Waltham, Mass. With 
Bettinger for 18 years, he was most re 
cently general sales manager. He will 
supervise sales arrangements of Canadian 
and other licensees. 


Harry E. Eiber 

has been named a 

vice president of 

The Austin Co., 

engineers and 

builders of Cleve- 

land, best known 

to the oil market 

ing industry as a 

manufacturer of 

prefabricated serv 

ice stations. Eiber 

Eiber has been division 

manager of Aus 

tin’s insulated building division since 

1945. With Austin 40 years, Eiber started 

as a clerk and subsequently studied en 

gineering at Case Institute of Tech 
nology. 


Glen “Doc” Ward has charge of 
new field office opened by Viking 
Pump Co., Cedar Falls, Iowa. The new 
branch will be located at 1013 8th St., 
N.W., Oklahoma City. Ward has been 


with Viking for 28 years, the past 12 
as service manager. He will serve both 
distributors and customers in the state 
of Oklahoma, the panhandle of Texas 
and portions of New Mexico and 
Colorado. He will handle the complete 
line of Viking pumps. 


Harry E. Pruner is now marketing 
manager of the mechanical goods divi 
sion of the United States Rubber Co. 
Pruner joined U. S. Rubber as a tech 
nical aide in the development depart 


Here’s the HOTTEST 
thing in service station 
equipment in years! 


NEW . low-cost 


Equipment 


ment at Passaic, N.J. after his discharge 
from the Navy in 1945. He has filled 
a number of sales posts in the mechani 
cal division. 


John L. Cummings has been elected 
president of the Amco Corp., Chicago 
He has been a vice president since 1954 
His father, A. L. Cummings, was a co 
founder of the company. Following mili 
tary service Jack Cummings joined Amco 
in 1945, and became manager of Ard 
more Products division in 1948 


. Revolutionary Car- 


wash Process! Simply spray on chemical 


solution — rinse clean! 


The Choldun “MAGIC” Carwasher and 
“MAGIC ANTI-STATIC’ Chemical are a 
completely new concept in profitable car- 


FLUSHER 
for Cleaning 
Cooling Systems 


like magic in polarizing dirt particles so 


washing for service stations. They ‘‘work”’ rai 
‘ 


that they push against each other and 


away from the surface. 


Mitting, Rubbing or Brushing 


is not re- 


quired except on excessively dirty cars. 
Harmless to chrome, glass and rubber . . 

as well as hands, skin or clothing. Avail- 
able in either electrical motor-driven unit 


or air-operated model. Capacity, either ow 


unit: 100 gallons 


FREE PRIVATE DEMONSTRATION 
Drop us a note and we will arrange a per- 


y, 
_. OBR. 
MERCHANDISER 


for Checking, Changing, 
Flushing Oil — Visually 


sonal demonstration. After you have seen 
it work, you may desire to advise your 
service station outlets as to its merits. We 
believe that carwashing the ‘‘new” way 
will be profitable to even the one-man 
station operation 


MANUFACTURING 
CORPORATION 
331 East Street, New Haven, Conn. 


October, 1958 * NATIONAL PETROLEUM NEWS 


<a 


AUTOMATIC CAR WASHER 
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NEW JERSEY 





OPW Valves and Fittings 
Blackmer Pumps 

Erie Pumps and Equipment 
Price Signs 

Repair Parts for 

all Pumps 


TEN HOEVE BROTHERS 


359 Mclean Blvd Paterson 3, N. J 


Equipment 


Modernization in 
Auto Equipment 














NEW YORK 


New developments in 
materials and process 
techniques may mean 
big changes in cars 











EDWARD JOY oer 
905 Canal St., Syracuse, N. 
COMPLETE OIL EQUIPMENT IN stock 
Buckeye Valves, Tokheim Pumps, 
National Hose, ECO Tireflators 
Rectorseal Pipe Dope, Air Compressors 
Ever-Tite Quick Couplings, Pipe Fittings 











OHIO 








EQUIPMENT SALES CO. 


164 €E. pemonge St., Akron 4, Ohio 

Phen effersen 5-8215 

Factory Geprecsntative fr 
Westinghouse, 0O.P.W., Lincoln 

Neptune, Huffman, Goodrich, 

Air, Oii, Hydraulic and Gas 

Hose and Coupling Service 
SALES—PARTS ENGINEERING SERVICE 








PENNSYLVANIA 





PAUL WAGNER, INC. 


PETROLEUM MAINTENANCE & EQUIPMENT SALES 


DISTRIBUTORS FOR: Wayne Pumps & Equipment, 
O.P.W. Valves and Fittings, Gorman-Rupp, Fill- 
Rite Pumps, Whiteway Lighting, Saylor-Beall Com- 
pressors, Granco Pumps & Meters and National Hose, 
211 Lincoinway West, New Oxford, Pa. 
MAdison 4-4131 














E. O. HABHEGGER CO. 
24th & Fairmount Aves. 
PHILADELPHIA 30, PA. 


Engineering & Equipment 
BULK TERMINALS TRUCKS 
SERVICE STATIONS 
Member NAOEJ 








SOUTH CAROLINA 


Gashoy’ Pues 


For every size consumer- 
commercial acceunt. 
PEE DEE TANK COMPANY 


Darlington Highway, P.O. Box 582 
Florence, $. Carolina 








Oll Marketing 
Equipment Jobbers 
This Is Your Market Place! 


Write today for Advertising 
Space Rates 


NATIONAL PETROLEUM NEWS 
330 West 42nd St., New York 36, N.Y. 
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e Delrin, a new plastic material de- 
veloped by DuPont, may well open 
the door wider to development of 
bearings that need no lubrication in 
the field. DuPont reports the new 
plastic has good load-bearing and 
heat-resistance qualities and good fric- 
tional properties. At the moment Du- 
Pont sees the plastic used for 
generator bearings, engine connecting 
rod bearings, engine camshaft bear- 
ings, door hinges, and the like. The 
company indicates these unlubricated 
bearings can take up to a 2,000-Ib. 
load. 

DuPont says one big advantage of 
Delrin is that both the housing and 
bearing can be made as an integral 
unit, eliminating the need for a sepa- 
rate bearing insert. This should reduce 
the cost of the bearing. DuPont adds 
that use of Delrin in many compo- 
nent parts would eliminate rust and 
corrosion, and, “With the inherently 
good frictional properties of Delrin, 
grease may not be necessary to assure 
continued smooth, squeakless opera- 
tion.” 


e Another new development is 
“Pyroceram” by Corning Glass Works. 
This new glass-ceramic may be used in 
brake shoes, piston heads and high 
temperature bearings. Corning says 
the new bearings will operate nicely 
under temperatures as high as 1000 
F at loads approximately half again 
that expected of standard steel bear- 
ings. 


e Zinc and aluminum-coated muf- 
flers and experiments with aluminized 
steel and ceramic-lined mufflers hold 
promise that one day soon mufflers 
will no longer be the every-18-months 
replacement items they now = are. 
Coated mufflers have been used on 
about 25% of 1958 model production 
and sparingly in the replacement field. 
It is expected that a fairly large vol- 
ume of car producers will use this type 
of muffler in 1959 models. 

Holeer Ridder 
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LIMITED 
EDITION 


Platt 


OIL PRICE HANDBOOK 
1957 EDITION 


Contains any foreign 
and domestic oil price or 
oil price change in 1957 
as reported in OILGRAM 
PRICE SERVICE. Reports 
for each petroleum prod- 
uct the average lows, av- 
erage highs, average lows 
and highs for each 
month of 1957. 


A valuable working tool 
and a must for the price- 
conscious oil-man. 


This 34th edition is now 
available. Also a few 
1956 copies left. Order 


Please send me the 1957 Issue 
of the OIL PRICE HANDBOOK, 
34th Edition @ $20 


No. copies 

1956 Issue, 33rd Edition 
No. copies 

Name 

Address 

City 

Zone 

State 

Company 
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SAR TW 8 —~=Elf STF-PG-64 
Dest mconted iddend area Medan a 4 Power Groove or VHO or SHO 6 Ft, Tubes 


Equipped with low fe igh The deluxe “full power" area lite 


output fluorescent ee Al Equipped with 4 very high output 
Designed for maximum jinat Pee fluorescent tubes 


low cost installations Produces maximum illumination over any 


Can be supplied with clear Acrylic type of area 
plastic doors (SAR 


Can be supplied as either a “close angle" 
or a ‘wide angle" nif 


Full adjustable mounting arm 


Full, unobstructed butyrate plastic 
covering door 


Develops over 37,000 lumens 
Wattage used—approximately 700 watts 
Mounting height 14’ to 18’ 


3OF IB-SERIES 


Island Building island lite 





Can be supplied in sizes from 4’ to 400’ in 
length with continuous box type supporting 
channel 

Curved Acrylic plastic covering doors 
Equipped with low temperature high 
output fluorescent tubes 

Can be supplied with white transluscent 
or clear plastic doors 

Can be equipped with through pole 
mounting for banner installations 
Mounting height 7’ to 14’ 


























Ostur 


PHILLIPS 


Oe Rit! Lites 


9701 READING ROAD (READING)—CINCINNATI 15, OHIO 
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Tuar's RIGHT! Don’t muff this year’s biggest 
opportunity to make even more money with 
Purolator Oil and Air Filters! Here’s how to 
get it! 


EXTRA PROFIT on OIL Filters 


Help your dealers get $1.40 extra profit! Urge them 
to sell a Purolator Oil Filter with every oil change... 
to get the 2-way “‘bonus”’ that goes with every sale: 


Get the Profit on the Oil Filter! 
Get the Profit on the Extra Quart of Oil! 


NEW PROFITS with AIR Filters 


Get your dealers into the profitable, growing Air 
Filter Business for only 45 cents! It gets them the 
exclusive Purolator Filtair-Chek which brings in 
NEW profits. 


The Filtair-Chek shows motorists the difference 
between the present dirty air filter and a new ele- 
ment—sells a replacement on sight. 
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Get your dealers their cut of the 
biggest Fall Filter Promotion 


in the industry! 


HERE’S THE DEAL: 

Dealers pay for the Filtair-Chek 

Dealers get free AFP 13 filter for 1958 Fords 
which sells for. . $4.50 


Filtair-Chek costs only 45¢ 


Don’t Muff It— Promote the money-making Filtair- 
Chek now! 


Let filter sales opportunities 
AUTOMATICALLY SIGNAL themselves! 


Promote the use of the only automatic sales signal in 
the f'ter industry —the Purolator Seal of Protection. 


Every Purolator Filter carton now contains a “Seal 
of Protection” sticker. Urge your dealers to put one 
on every car—to depend on it to remind them and 
their customers when it’s time for a new filter. This 
is an automatic money-maker that costs nothing. 
Only Purolator’s got it! Don’t muff it! 


All this backed up with 

NATIONAL RADIO ADVERTISING 
Tie in with the only national filter advertising pro- 
gram that talks to motorists right in their own cars! 
That’s Purolator on MONITOR—the big NBC 
network show! . . . reaching over 4,500,000 people 
in cars and more than 10,160,000 people in homes 
every single weekend! 


“Purolator” Reg. U.S. Pat. Off. 


PURQOLATOR 


OIL, AIR & FUEL FILTERS 


PUROLATOR PRODUCTS, INC. 
Rahway, N. J.; Toronto, Ontario, Canada 
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Another 
Father-and-Son 
RICHFIELD 
Distributor 
Team 


What's the 





@ New research shows 
that cars needing 
higher than about 97 
octane are over 
maximum economy 


Engine rumble seems 
to put at least a 
temporary top on 
compression ratios 








TALKING IT OVER: Ben Thornhill, 3rd, gets guidance from Richfield New York 
office as his father, Ben, Jr., head of Lynchburg Oil Company, Inc., Lynchburg, 
Virginia, looks on. The Thornhills are an excellent example of another Father-and- 
Son team chalking up success as Independent Richfield Distributors. 


“Richfield is the Right Connection 


says Ben Thornhill, Jr., 
20 years an Independent Richfield Distributor 


Serving the Eastern Seaboard from Maine to Florida 


196 


“August, 1937, was a happy date in the Thornhill household,” says 
Ben Thornhill, Jr. “That’s when we connected with Richfield. As I 
saw it, | wanted a business that paid off well right away, and also 
offered opportunities for a rosy future for my son, Ben, the 3rd. An 
Independent Richfield Distributorship combined both. 


“Beauty of doing business with Richfield is—they not only supply you 
with the finest products, but the finest cooperation and service in the 
bargain. Whenever young Ben and I need advice or counsel of any 
kind, we call on Richfield, and they are quick to click. And you never 
get any competition from Richfield, either. Believe me, a Richfield 
Distributorship is the right connection for any man!” 


WOULD YOU like to become an Independent Richfield Distributor 
... become associated with a big “name” brand? Write, wire or phone 
us now. We'll tell you all the advantages pronto! 


f 


RICHFIELD 


OIL CORPORATION OF NEW YORK 
708 THIRD AVENUE, NEW YORK 17, N.Y. 
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THE OIL INDUSTRY has come to 
a major crossroads in the development 
of automotive fuel. Engine perform- 
ance and economy appear to have 
reached some practical limits with 
gasoline manufactured by present re- 
finery methods. 

Auto fuel researchers are asking 
themselves, “Where do we go from 
here?” The road ahead is cluttered by 
two main obstacles: 

e With the present octane numbers 
of premium and superpremium gas- 
olines, the point of maximum econ- 
omy to the motorist has already been 
reached or passed. This is the conclu- 
sion of a research project just com- 
pleted by the California Research 
Corp., a Standard Oil Co. of Cali- 
fornia subsidiary. 

e Engine rumble, experienced in 
high-compression engines, appears 
now to place a limit on compression 
ratios. Octane number alone is no cure 
for rumble. Phosphorous additives 
have been offered as a cure, but some 
authorities say this solution is only 
partial. 


Point of Diminishing Return 


There’s no question that the oil 
industry right now can make gasolines 
with octane numbers sufficient to take 
the knock out of engines with much 
higher compression ratios than are 
currently on the road. But the real 
question is this: Does it cost more 
to make high-octane fuel than_ it’s 
worth? California Research Corp. says 
yes. 

Here’s what the group reports: 

“An analysis has been made of the 
costs and the value of high octane 
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Outlook for Future Fuels? 


gasolines. It has been shown that the 
most economical octane number of 
motor gasolines by present processing 
methods is around 97 for the average 
driver. For town driving about 
95 octane is inherently the least ex- 
pensive, and over-the-road cars can 
benefit from gasolines up to almost 
99 octane.” 

This conclusion does not mean 
that some cars On the road today 
don’t need higher octanes, say 100- 
plus. The fact is some do. But with 
these cars the point of maximum 
economy has been passed; and if an 
engine is built to operate most 
efficiently at 97 octane, that’s the best 
that can be done using present refining 
methods. 

The upshot of the study is this: 

“Octane numbers of premium gas- 
olines should stay at or near present 
levels until new developments make 
it possible for the customer to get 
more for his money.” 


The Rumble Problem 


Rumble is not new. It’s been heard 
in commercial and experimental en- 
gines with compression ratios above 
9.5:1 (this is the average compression 
ratio of 1958 model cars). Up to now 
it’s been controlled by fuel composi- 
tion and improved engine design. But 
as compression ratios rise to 11:1 and 
higher, rumble becomes more common 
and goes at least partially unchecked. 

Severe rumble is a startling noise. 
It's been compared with the sound 
made by a stick rattling along a picket 
fence. There’s no trouble distinguish- 
ing this from engine knock or ping. 

Rumble is a form of surface igni- 
tion and is connected with the type 
of deposit in the cylinder head. It is 
most likely to develop after long 
periods of city driving followed by a 
trip at relatively high speeds. 

One auto company spokesman says 
rumble could force oil refiners to go 
the alkylate route and abandon the 
less costly aromatic route to higher 
quality fuels. This is because high 
boiling aromatics tend to lay down 
more carbon and thus cause rumble. 
Alkylates are rumble-free. 

There is some speculation that per- 
haps fuels will soon have to be “rum- 
ble rated” as well as octane rated 
Fuel octane rating is no measure of a 
gasoline’s tendency to reduce rumble. 

Rumble is not believed to harm 
engines directly, but it is thought to 
raise cylinder head temperatures, 
which could bring on damaging pre- 
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ignition. The noise alone, however, 
is sufficient to require cure. 

Most authorities say rumble has 
not yet been mastered. Phosphorous 
fuel additives help rumble, 
say Ethyl and General Motors, but 
do not eliminate it. An Ethyl experi- 
ment with 11:1 engines found that a 
phosphorous additive reduced the 
occurrence of rumble from 46% to 
18% of test observations. 

Cities Service recently marketed a 
gasoline claimed to eliminate rumble. 
W. W. Scheumann, vice president and 


reduce 


FAST Fuevoi 


Fig. 189-F 


Fig. 189-G 


AUTOMOTIVE 


PLAN’SO? 


general manager of Cities Service 
Research & Development Co., says 
the basic ingredient is a phosphorous 
compound additive. 

He reports that the Cities Service 
product has been found fully effective 
at compression ratios of 10.5) and 
11:1. This range more than covers 
cars on the road today 

But Scheumann says that when 
compression ratios reach 12 or 14:1 
Cities Service may have to do more 
to its gasoline to keep it rumble- 


proof. # 


ELIVERY 


Fig. 231-A 





delivery and sure tight closing action. 


ness after the nozzles are closed. 


problem. 


the Morrison fuel oil hose nozzles. 





Morrison fuel oil hose nozzles are noted for their speed of 


Light, convenient, and easy to manipulate, these Morrison 
self-closing nozzles are popular with fuel oil delivery men. 
The drivers like the smooth action and the clean cut tight- 


A variety of these nozzles is made to meet every delivery 


Fuel oil deliveries are made simpler, safer, and faster with 


Fig. 224 








MORRISON BROS. COM PANY 
OlL EQUIPMENT HEADQUARTERS 
BU BYU GU E,. 1 OWA 
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switch is on... 


HET 


ransports 


The trend to aluminum continues... 
but the big swing is to Heil aluminum. 

This year, Heil will build more alu- 
minum transports than any year in its 
history ... and Heil has built thou- 
sands in the past 30 years. In fact, 
Heil has many “‘firsts” in aluminum to 
its credit. For example, Heil was the 
first to use automatic welding on alu- 
minum back in 1939. 

Today, haulers know Heil for proved 
performance, They know that Heil de- 
sign keeps the center of gravity low— 
for less tire wear, better roadability 
and elimination of loading rack prob- 


lems. Heil recognizes that aluminum 


© tne HEIL co. 


The new designs are coming.... 


requires special manufacturing tech- 
niques and has designed exclusive fit- 


‘up and assembly fixtures. Heil uses 


special tools for die-forming and flang- 
ing itsexclusive aluminum triple-dished 
heads. This eliminates irregularity of 
head size and poor fit-up. 

Why take chances when you switch 
to aluminum—you can be sure there’s 
no guesswork in Heil design and man- 
ufacture. When you consider your next 
aluminum tanks, remember there’s a 
Heil aluminum tank to fit your needs. 
And Heil has completed new manu- 
facturing expansion plans to offer you 


better deliveries than ever. 


Milwaukee 1, Wisconsin 


Factories: Milwaukee, Wis.; Hillside, N. J.; Lancaster, Pa.; Modesto, Calif. 
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tie This Heil aluminum transport, owned by the Pure Oil Co., 
Chicago, has a capacity of 7760-gal. skin-full. 


One of twelve aluminum units owned by Schwerman Truck- 
iH ing Co, Milwaukee—capacity 9.063 gal. skin-full, 


Other popular Heil models for liquid hauling... 


External ring, clean bore, insulated and non-insulated tanks 





for a wide variety of chemicals and liquid foods in aluminum, 
stainless or high-tensile steel, and FRIGID-LITE* plastic. 
*Registered 
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New 


Wheaton 


“Multiple” 
Valve 


Wheaton Type 435 
“Multiple” Valve 


* 
> 


- 


ee 


i 
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ED 





——— CRS WON EEA LAL ER 
ve 


Cross-section view of “Visi-Flow”’ Faucet installation 


_ trucks and trailers can be unloaded in considerably less time by 
using this new Wheaton Type 435 “Multiple” Valve, which features a 
“Visi-Flow” Faucet. 

Fast flow with full drainage 
As shown in the cross-section drawing above, this “Visi-Flow” faucet 
Wheaton Type 480 ‘ is low in elevation and is set at an angle, so that the valve provides high- 
“Multiple” Valve speed unloading for full load drops, or compartment by compartment with 


full drainage and no contamination. 
bh H ” 
Wheaton “Multiple” Valves 
are custom built By simply looking through the glass of the faucet, the operator can tell 
to your precise needs when a compartment is emptied in unmetered deliveries—a tremendous 


time-saver! 

The “Visi-Flow” Faucet is equipped with an “Ever-Tite” Adapter out- 
let, or with a male threaded adapter. The faucet wrench can be locked 
open, and can be obtained with a fusible insert. 


Simplifies unloading 


Wheaton “Multiple” Valves meet all of 
your needs for fast-flow, flexibility and 
safety by providing 
A big advance in manifolds 

The new Wheaton Type 435 is a simple, compact valve that eliminates 
pipes, flanges, nipples and gate valves, and has a smaller overall projection 
than other manifold valves. 

Give your trucks and trailers the advantages of this new Wheaton 
The MODEL you want: any arrange- Valve — with exclusive features that make it one of the most important 
ment to meet your requirements for flexi- advances in manifold design. Send today for full details. 


bility and simplicity WHEATON BRASS WORKS, 130 SPRINGFIELD ROAD, UNION, N. J. 


The DESIGN you want: to meet your Manufacturers of Loading Arm Assemblies, Swing Joints, Loading Valves, 


The ENGINEERING you want: excep- 
tional lightness, greater through area, less 
pressure drop, uniseam construction, non- 
corrosive trim. 


needs —square, split or selective—in alu- Storage Tank Fittings and Truck Tank Equipment for the Petroleum and Chemical Industries. 


minum, steel or stainless steel. Foreign Manufacturers 
Emco Limited, London, Ontario, Canada + Emco Brass Mfg. Co. Limited, Margate, Kent, England 
Emco G.m.b.H., Allendorf KRS Marburg/Lahn, Germany 
Worthington Corporation, Rio De Janeiro, Brazil, S.A. 


Multiple Valves by Whe at on 


or9s8 W.8. the best by every standard 
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Tip-Off Month on Prices 


@ October looks like the tip-off month on this winter’s gasoline and heating oil prices. 
The key is refinery runs. As the imports formula stands (at the moment under 
heavy fire, but without revisions), there is strong temptation for refiners to boost 
their runs to plant capacity. Let one refiner up his runs and others are sure to 
follow. The compelling reason for pushing runs to maximums is that the higher 
a refiner’s runs are between now and March 31, the bigger will be his base for 
figuring his imports quota of low-cost foreign crude oil. 

Meanwhile, gasoline prices would be particularly vulnerable to any boost in 
production. This is particularly true in the Mid-Continent area, where stocks are 
high and prices already are being kicked around. As for gasoline moving upriver 
to alleviate storage pressure at Gulf Coast refineries, a trade source says Mid-Con- 
tinent refiners “put a chain across the river at West Memphis right after Labor 
Day.” 

Sharp increases in refinery runs will have less immediate effect on heating oil 
prices. At mid-September there was enough space in tankage on the East and 
Gulf Coast (comparing this year’s inventories with last year’s) to tuck away 15- 
million bbl. of product. But the rub here is that it means storing approximately 
30-million additional bbl. of gasoline (using the rule-of-thumb that gasoline-to- 
distillate yield ratio is two-to-one). 


MARKET OUTLOOK 


The Midwest is an exception, however. Distillate prices easily could feel pres- 
sure of higher refinery runs immediately because inventories are about equal to 
those of a year ago and jobbers are showing considerable reluctance about filling 
tanks to the brim. That extra space at the top might just take that discounted tank 
car or transport lot. 


@ Chicago Zone-Pricing Plan Lacks Push 


Zone pricing for petroleum products from Chicago-area refineries and terminals 
is being urged by some local independent suppliers. They'd like to see delivered 
prices, by zones, for the “natural marketing area” surrounding each individual 
supply point in the Chicago district. Some local sources say, however, that the 
outlook for such a plan is bleak. With loaded transports passing each other headed 
into “opposition territory,” one supplier points out, “there’s no incentive for a 
seller to stick to his own area.” 
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GET EVERY 
POUND OF GREASE! 


GET EVERY 
CENT OF PROFIT! 


ena 





GRAco's 


PUMPS EVERY DRUM 
“WHISTLE CLEAN”! 








HAVE YOU HEARD about this new way to 
make extra profit on every drum of grease 
you empty? 

It’s easy! Just use a Graco ‘TOPPER’ 
pump and get out every pound of grease 
you ve paid for. 


THIS AIR-OPERATED ‘TOPPER’ pumps off 
the top of the grease. Drum sides are wiped 
“whistle clean” as the “‘TopPer’ inductor 
seal works its way to the bottom of the 
drum. Not one ounce of grease escapes! 

Think about the grief you'll eliminate for- 
ever...no more aeration, no channeling, 
no contamination. No more wasteful and 
messy hand transferring. And Graco’s 
‘TOPPER’ is specially designed to handle the 
new, heavy greases quickly and easily, even 
at subzero temperatures. 


‘TOPPER’ MODELS ARE AVAILABLE for 400 
Ib. and 120 Ib. drums and original 25-50 Ib. 
pails. All models are powered by Graco’s 
new air-operated FiRE-BALL pump, which 
has set a new standard tor modern lube 
equipment. 

Write for ‘TOPPER’ literature today! 











TRY THE FINGER TEST! 
A flick of the finger 
proves that the ‘Topper’ 
wipes drum sides clean 
° get all that you 
pay for! 


ew 
—¥ . 
GET THE FULL STORY! OM 
See how Graco TORY!» *FO88 6086 srerey GRAY Cc PANY, INC. 


ment provides a com- 1037 Graco Square 


pletely modern sealed . . 
lube system. Send for Minneapolis 13, Minnesota 


your new Graco Power 
Flust t ; rac ) 0S 3 
lush catalog , Fa tory Branches New York (Long Island City)* Philadelphiae Detroit 


Chicago * Atlanta * San Francisco * Houston 
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PRODUCTS VS. CRUDE GULF COAST PRODUCTS VS. CRUDE MID-CONTINENT 
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MARKET BAROMETER 






























































Refinery and Terminal Prices 








All prices are supplied by Platt’s Ollgram Price Service, NPN’s as- 
sociated publication. Arrows indicate upward or downward movement 
of the price ——— > the arrow. Prices as of September 15. Last pre- 


vious listing: August 


Motor Gasoline 


Gulf Coast Cargoes— 

100 oct. prem 13, 25-15. 25 
99 oct, prem. 12. 875-14.5 
98 oct. prem 12. 25-12. 875 
97 oct. prem. 12, 125-12 625 
95 oct. prem, 11.75-12.25 
93 oct. prem... ..11.25-11.75 
92 oct. reg.. - 11.-11.5 

90 oct. reg. 10.75-12 

87 oct. reg 10. 375-10. 625 
84 oct. reg 10-10 5 

83 oct. reg 9 875-10. 375 
79 oct. reg. 9, 625-10. 125 
70-72 oct. M 


Albany, N. Y. 

98 oct. prem....... 

92 oct, reg 

Baltimore, Md. 

98 oct. prem. 

96 oct. prem 

92 oct. reg 

90 oct. reg 

Boston, Mass. 

YS oct. prem. 

96 oct. prem 

42 oct. reg 

90 oct. reg. 

Buffalo, N. Y. 

98 oct. prem..... 

92 oct. reg 

Charleston, 8. C. 

97 oct. prem 

95 oct. prem 

90 oct, reg 

87 oct. reg 

Chicago, Il. 

00 oct. prem 

YS oct. prem 

97 oct, prem 

92 oct. prem 

1 oct. reg 

BY oct. reg 

Detroit, Mich. 

YS oct. prem 

02 oct. reg 

Houston, Tex. 

97 oct. prem. 

00 oct. reg . 
Jacksonville, Fla. 

97 oct. prem. 

90 oct. reg. 

Miami, Fila. 

97 oct. prem.... 

90 oct, reg . 
Minneapolis-St. Paul, Minn. 
09 oct. prem.....16.5 
98 oct, prem... . 16.25 
89 oct. reg.......13.5 
Mobile, Ala. 

97 oct. prem.....15. 

90 oct. reg.......13 
New Orleans, La. 

97 oct, prem. 

90 oct. reg 

Norfolk, Va. 

98 oct. prem... ..15.05-18.5 
96 oct. prem... .. 15.05 
92 oct. reg.......13.05-14.9 
90 oct. reg. -- 13.05 
Pensacola, Fla. 

97 oct. prem... ..15 

90 oct. reg eee 
Philadelphia, Pa. 

98 oct. prem... ..17.% 

92 oct. reg... 14, 
Port Everglades, Fla. 

97 oct. prem 4 

90 oct. reg... 12.% 
Savannah, Ga. 
97 oct. prem. 
95 oct. prem 
90 oct. reg. 

87 oct. reg. 
Tampa, Fila. 

97 oct. prem..... 
00 oct. reg. 1 
Wilmington, N. C. 
97 oct. prem 
95 oct. prem 
90 oct. reg. 

87 oct. reg 
Okla. (Okla. Shpt.) 

98 oct. prem. 15 

89 oct. reg... 12.75-13 
Okla. Group 3 (Northern Shpt.) 
98 oct. prem... ..14.75-15.75 
89 oct, reg.. 12-12.75 


204 


N. Tex. (Tex. & New -y weaned 
97 oct. prem. 15.5 
95 oct. prem.....15 
88 oct. reg.......12 
86 oct. reg.......12 
84 oct. reg.......12 

W. Texas (Tex. & New M 
97 oct. prem... . . 15.625 
75 

1 

2 


ae 


5 
7 
pA 
7 
7 


: 
1 
1 
1 
5.75 


5.5 
75 


4.3 
3 
3 
ex. Shpt.) 
25-1 
95 oct. prem. 14.875-15 
88 oct. reg. .. 13.25-13 
86 oct. reg.. 13-13 .25 
84 oct. reg.. ‘one 
E. Texas (Truck transport lots) 
97 oct. prem... . .15-15.75 
88 oct. reg.......13.25-13.5 
86 oct, reg.......13-13.75 
84 oct. reg.......13-13.25 
Cent. W. Tex. (Truck aaa lots) 
97 oct. prem. 15.8 
95 oct. prem. 
88 oct. reg. 
86 oct. reg 
84 oct. reg 
60 oct. M & be- 
ow 
Ark. (For shot. to 
98 oct. prem. 
94 oct. reg. 
92 oct. prem 
8Y oct, reg 
86 oct. reg. 
84 oct. reg. 
Kans. (For Kans. 
98 oct. prem 
89 oct. reg 
60 oct. M & be- 
ee ooeee dl, 75-12. 2 
Western Penna. Bradford-Warren 
94 oct. prem 14.7! 
88 oct. reg 13.5 
Oil City 
94 oct. prem 
88 oct. reg 
Pittsburgh 
94 oct. prem.....15.4 
88 oct. reg.......13.65 
Ohio-—Quotations by Sohio for 
delivery to Ohio points 
90 oct. reg ea 
Central Michigan 
100 oct. prem 
98 oct. prem, 
92 oct. reg 3.7 
California—Los Angeles District 
Rack: 
98 oct. prem. 2-16.7 
94 oct. prem. 4-15 6 
88 oct. reg.... 3-13.6 
84 oct. reg.... 2-13.6 
Tank Car: 
98 oct. prem 15. 2-16 
94 oct. prem... ..14-15.6 
88 oct. reg.......13-13.6 
84 oct. reg. .12-13.6 
Tank Truck (400 gal. hy more) 
96 oct. prem 20 
94 oct. reg.. ooad 4 
San Francisco District 
Tank Truck (400 gal. or more 
96 oct. prem - 1A 
04 oct. reg... .. 


Distillates & Fuels 


Gulf Coast Cargoes 
41-43 ww. kero.. .8. 875-9. 125 
No. 2 fuel 8.625-9 
53-57 d.i. gas oil. .9-9.75 
48-52 d.i. gas oil. .8.875-9.5 
43-47 d.i. gas oil. .8.75-9. 25 
Bunker C fuel 2. 25-2. 40 
Bunker C fuel 
max, 1% sulf.... .$2.25-2.45 
Albany, N. Y. 
Kerosine, No. 1. 
No, 2 fuel ; 
Diesel oil, shore 
plants 
No. 4 fuel 
No. 6 fuel, no 
sulf. guar. 
Baltimore, Md. 
Kerosine, No 1 
do barges 
No. 2 fuel 
do barges 
Diesel oil, shore 
plants 
No. 4 fuel 
do barges 
No. 5 fuel 
do barges 


No. 6 fuei, no 


Light Diesel, 
bunkers 
Heavy Diesel 
bunkers 
Bunker C, 
bunkers 


Baton Rouge, La. 

Kerosine, No. 1 

No. 2 fuel 

Diesel oil, shore 

plants... 10.1 

No. 5 fuel . $2.80 

No. 6 fuel, no 

sulf. guar .- $2.38 
do barges ° $2 35 

Light Diesel, 

bunkers ... $4.10 

Heavy Diesel 

bunkers..... $3.85 

Bunker C, 

bunkers <= $2.35 


Boston, Mass. 

Kerosine, No. 1. .10.5 

No. 2 fuel . 10 

Diese} oil, shore 

plants... ere 

No. 5 fuel. . ey 

No. 6 fuel, no 

sulf, guar. .. $2.74 
do barges 2.66 

Light Diesel, 

bunkers $4.22 

Bunker C, 

bunkers. ........$2.66 


Buffalo, N. Y. 

Kerosine (a) “an 
Diesel fuel (a) 11.7! 
No. 2 fuel (a).... 11.38 
No.5 fuel 9.05 
No. 6 fuel 8.85 


(a) Prices of some sellers to bulk com- 
mercial consumers are 0.15¢ higher 


Charleston, S. C. 

Kerosine, No. 1. .10.6 

No. 2 fuel 10.3 

Diesel oil, shore 

plants. 10.4 
». 5 fuel 2.92 

No. 6 fuel, no 

sulf. guar. $2.65 
do barges $2.62 

Light Diesel, 

bunkers $4.21 

Bunker C, 

bunkers secauee 


Chicago, Il. 

Range oil, No. 1..10.25 ce 35 
No. 2 fuel 9.5-11.% 

No. 5 fuel, low 

sulfur 7.95 
No. 5 fuel, high 

sulfur 7.9-8 

No. 6 fuel, low 

sulfur .6.9 

No. 6 fuel, high 

sulfur .-+--.6.65-6.75 


Cleveland, Ohio 

No. 5 fuel 9, 4° 
No. 6 fuel. . 8.9* 
*Delivered Cleveland 


Corpus Christi, Tex. 
No. 6 fuel, no 
sulf. guar 

do barges 
Bunker C, 
bunkers... . 


Detroit, Mich. 
Diesel oil 
No. 1 fuel 
No. 2 fuel 
No. 5 fuel 
No. 6 fuel 


Houston, Tex. 

Kerosine No. 1...10 25 Il 
do barges 9.75 

No, 2 fuel 9.5-10.75 
do barges 9: 

Diesel oil, shore 

plants 125 4-10.75 

No. 6 fuel, no 

sulf. guar........$2.38-2.55 
do barges 

Light Diesel, 

bunkers 

Heavy Diesel 

bunkers 

Bunker C, 

bunkers. ... 


Jacksonville, Fla. 

Kerosine, No. 

No. 2 fuel 

Diesel oil, shore 

plants l1.é 

No. 6 fuel, no 

sulf. guar. $2 
do barges $2 

Light Diesel, 

bunkers . $4.7 

Bunker C, 

bunkers. ........§2.63 


Miami, F ie. 
Kerosine, No. 1. . 11. 6 
Diesel oil, shore 

lants seas ene 

io. 6 fuel, no 
sulf. guar.,...... $2.63 

do barges... .. . $2.60 

Light Diesel, 


Bunker C, 
bunkers 


Minneapolis/St. Paul, Minn. 


Range oil, No. 1..11.254-12.8 
No. 2 fuel ’ 1054-12 


No. “6 fuel, high 

suifur 

Mobile, Ala. 

Kerosine, No. 1. .11 

No. 2 

Light Diesel, 

bunkers $4.265A 


New Haven, Conn. 


‘Kerosine, No. 1. .10.4 


No. 2 fuel.......9.9 
Diesel oil, shore 
plants 
No. 4 fuel. . . 
No. 6 fuel, no 
sulf. guar... . 
do barges. . 
Light Diesel, 
bunkers 
Bunker C, 
bunkers 


New Orleans, La. 

Kerosine, No. 1 

No. 2 fuel 

Diesel oil, shore 

plants ‘ 10.1 

No. 5 fuel $2.80 

No. 6 fuel, no 

sulf. guar.. $2.38 
do barges 2.35 

Light Diesel, 

bunkers... . $4.15 

Heavy Diesel, 

bunkers : $3.90 

Bunker C, 

bunkers. ....... . $2.35 


New York Harbor 
Kerosine, No. 1. .10.4 
do barges 9. 95-10 
No. 2 fuel.......9.9 
do barges 9.45-9.7 
Diesel oil, shore 
plants oc 
No. 4 fuel $3.18 
do barges. . $3. 15-: 
No. 5 fuel. ... $2.95 
do barges... $2.92 
No. 6 fuel, no 
sulf. guar........$2.60-% 
do barges . $2.57-2 
No. 6 fuel, max. 
1% eulf..........$2.78 
do barges oeee 62. 07—2 
Light Diesel, 
bunkers.........$4.18 
Heavy Diesel, 
$3.90 
Bunker C, 
bunkers 


Norfolk, Va. 

Kerosine, No. 1. .10.4 

No. 2 fuel.......9.9 

Diesel oil, shore 

OS SE FS 

No. 6 fuel, no 

sulf, guar........$2.70 
do barges. . 2.64 

Light Diesel $4.18 

Heavy Diesel, 

bunkers.........$3.90 

Bunker C, 

bunkers 2.64 


Pensacola, Fla. 
Kerosine, No. 1. . 11.1 
No. 2 fuel 10.9 
Diesel oil, shore 
ae 10.9 


Philadelphia, Pa. 


Kerosine, No, 1. .10.4 
do barges......10.15 
No. 2 fuel.......9.9 
do barges. . 9.65 
Diesel oil, shore 
Pe. = 
No. 4 fuel.......$3.51 
No. 5 fuel .. $3.33 
No. 6 fuel, no 
sulf. guar..... $2. 60-2.68 
do barges......$2.57-2.65 
No. 6 fuel, max. 
1% sulf... ...$2.65—2.73 
do barges......$2.62-2.70 
Light Diesel, 
bunkers. .. 
Heavy Diesel, 
bunkers 
Bunker C, 
bunkers 2.65 
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Key Crude Oil Prices (ss of september 15) 











United States 
California 
7 WENO OF BITE. ask ic cies cv ucesciecncecae $3. 23-3.31 
‘exas 
West Texas sour, 36 gravity... 2.94 
Mid-Continent 
Oklahoma sweet, 36 gravity. . . 3.07 
Williston Basin 
North Dakota, 36 gravity. . . 3.07 
Pennsylvania 
Bradford, flat............ 3.90 
Canada 
Alberta 
PGES das d Zreducedsaeece’® 2.52 
Venezuela 
Bachaquero heavy, FOB Las Piedras, flat. . 2.03-2.08 
Middle East 
Persian Gulf, FOB Ras Tanura 
I IN naa os Chacw cbs venus cuteduevvdandeus 2.08 
Port Everglades, Fla. No. 1 fuel 975A 
Kerosine, No. 1. .11.15-11.4 No. 2 fuel oA 
No. 2 fuel , 10.9-11.2 No. 6 fuel $1.30.-1.45 
Diesel oil, shore 
plants...... 10 9-11.2 N. Tex. (Tex. & New Mex. shpt.) 
No. 6 fuel, no 42-44 w.w. 
sulf. guar........$2.63 kerosine. . 10-11. 25 
do barges $2.60 58 & above d.i. 
Light Diesel, Diesel pcedee ee 
bunkers $4.704 No. 6 fuel $1.65 A-2.50 
Bunker C, ax. (Te 7 " ) 
hdnkowe 2 60 Ww. Tex. (Tex. & New Mex. shpt. 
42-44 w.w, 
Portland, Me. kerosine 11-11.25 
Kerosine, No. 1. .10.6 58 & above d.i. 
No. 2 fuel 10.1 Diesel 10.75 
Diesel oil, shore No. 1 fuel 10. 25-11 
plants 10.5 No. 2 fuel.......10 
No. 6 fuel, no No. 6 fuel. . $2.60 
sulf. guar. $2.74 E. Tex. (Truck transport lots) 
do barges $2.66 42-44 w.w, 
Bunker C, kerosine ..10-10.6 
bunkers $2.66 58 & above d.i. 
se 9.5 5 
Providence, R. |. ag Tee ; H — . 
a ey No: fuel. $1-40A-2.50 
Diseal cil. shote Cent. W. Tex. (Truck Transport lots) 
plants 10.4 12-44 w.w. 
No. 5 fuel $3.32 kerosine Il 
No. 6 fuel, no 58 & above d.i. _ 
sulf. guar. . $2.73 Diesel - 10.75 
do barges $2.66 No. 6 fuel 2.60 
No. 6 fuel, max. Kansas (For Kans. destinations only) 
1%, sulf. $2. 88-2.96 42 w.W, 
do barges $2.81 -rosine 10. 254-105 
Bunker C, t below d.i A 
bunkers $2.66 OA 
58 & above d.i 
Savannah, Ga. sted 7 
Kerosine, No. 1. .10.95-11.5 = es Sao. 0 BA 
No. 2 fuel 10.65-11.3 No. 2 fuel Oh-9 5A 
Diesel oil, shore fe? No 5 fuel 1.70 P 
ce... ha = 11.3 No. 6 fuel $1.35-1.55 
ave « ] > vo 
No. 6 fuel, no Ark. (For shpt. to Ark. & La.) 
sulf. guar $2.65 42-44 w.w we 
do barges $2.62 kerosine 10.875, 
Light Diesel, 1 ractor fuel ll 
bunkers $4.746 52 & below d.i 
Bunker C, Dies 10M 
bunkers $2.62 58 & above d.i. 


Tampa, Fla. 
Kerosine, No. 1. .11.05-11.3 


No. 2 fuel 10.8-11.1 
Diesel oil, shore 
plants 10.8-11.1 
No. 6 fuel, no 
sulf. guar $2.57 

do barges $2.54 
Light Diesel $4. 662 
Bunker C, 
bunkers $2.54 
Toledo, Ohio 
Kerosine 12.15 
Diesel oil 10.9 
No. 1 fuel 11.9 
No. 2 fuel 10.9 
No. 5 fuel 825A 
No. 6 fuel 7.754 


Wiimington, N. C. 
Kerosine, No. 1, 10.6 


No. 2 fuel 10.3 
Diesel oil, shore 

plants 10.4 
No. 4 fuel $3.24 
Light Diesel, 

bunkers $4.21 
Okla. (Okla. shpt. 
42-44 w.w 


kerosine 10 1254-10 5A 
58 & above di 

Diesel 9 5A-10 25 
No. | fuel Y STS A 1OA 
No. 2 fuel 9. 1254-9. 25 
No. 6 fuel $1 40-1.80 
Okla. Group 3 (Northern shpt. 
42-44 w.w. 

kerosine 10A-10 5A 

58 & above d.i 


Diesel 9. 6254-10. 1254 
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Diesel 10. 375A 


No. 2 fuel 1A 

No. 4 fuel $2.15 

No. 5 fuel $1.95 

No. 6 fuel $1.80 
Western Penna. —Bradford-Warren 
Kerosine 12-12 .25 
55 cetane Diesel. .12 

No. | fuel 11.75 

No. 2 fuel 11.25-11.5 
36-40 gravity fuel.10.75-11.25 
Oil City 

Kerosine 12.5-12.7 
50 cetane Diesel. 11.5 

No. 1 fuel 11.75-12.2 
No. 2 fuel 11.5-11.85 
Pittsburgh 

Kerosine 11.4-13 

50 cetane Diesel. .11.15-11.45 
No. 1 fuel.......11.4-11.75 
No. 2 fuel 10. 9-12 


36-40 gravity fuel.10.75 
Central Michigan 
Range oil, kero- 


sine 12W-13.5 
P. W. distillate 13 6 
No. 2 fuel 11W-12.4 
U.G. 1. gas oil 11 
No. 5 fuel 8 6-8.7 
No. 6 fuel 785-7 95 


Ohio Quotations for Sohio for delivery 
to Ohio points 

Kerosine 13 

No. | fuel 13.6 

No. 2 fuel 12.¢ 

California-Los Angeles Dist. 

Rack: 

Stove dist. 

PS 100 10.5-12 


PETROLEUM NEWS 





Diesel fuel 


PS 200 10-11. 25 
Light fuel 

PS 300 $3.05 
Heavy fuel 

PS 400 $2.50-2.70 
Tank Car: 

410-43 wow. 

kerosine 15.3 

Stove dist, 

PS 100 10.5-15 
Diesel fuel 

PS 200 10-13.5 
Light fuel 

PS 300 $3.05 
Heavy fuel 

PS 400 $2.50-2.70 


Tank Truck (400 gal. or more 


40-43 w.w. 


kerosine 18.8 
Stove dist 

PS 100 15.5 
Diesel fuel 

>) eee 14 

San Francisco Dist. 

Tank Car: 

41-43 w.w, 

kerosine 15.8 

Stove dist 

PS 100 15.5 
Diesel fuel 

PS 200 14 

Light fuel 

PS 300 $3.10-3. 28 
Heavy fuel 

PS 400 $2.75-2.93 


Tank Truck (400 gal. or more 
40-43 w.w, 


kerosine 19 
Stove dist. 

PS 100 16 
Diese! fuel 

PS 200 14.5 


Pacific Coast 

Ships’ bunkers, or deep tank lots 
San Pedro, Calif. 

Diesel—Ps 200... $4.96 

Junker ( PS 

400 $2.45 

San Francisco, Calif. 

Diesel—PS 200... $5.17 

Bunker ¢ PS 

400 $2.50 

Seattle, Wash. 

Diesel—PS 200... $5.42 

Junker C—PS 

100 $2.85 

Mexico 

Ships’ bunkers; US dollars per bbl. of 
159 liters. 


Guaymas 

Diesel $6 45 
Bunker C .. $3.55 
Manzanillo 

Diesel $5.73 
Bunker C $3.55 
Minatitlan 

Diesel $4.40 
Bunker C $2.45 
Salina Cruz 

Diesel $5.73 
Bunker $2.45 
Tampico 

Diesel $4.40 
Bunker C $2.45 
Vera Cruz 

Bunker ( $2.45 


At most Atlantic Coast points 
some sellers for distillate fuels 
commercial consumers are 0.15¢ higher 
than prices shown. 


Natural Gasoline 


Prices are to blenders on freight basis 
shown; shipments into tank cars or pipe- 
lines may originate in any Mid-Continent 
district. Prices on basis of last sale unless 
otherwise designated, 

FOB Group 3 
Grade 26-70 

15¢ 

FOB Breckinridge, Tex. 


Grade 26-70 


LP-Gas 





I wdelphia ) 
I 1 & 5 
Houstor 5-5. 25 
(oKial 4 
r I 5 
Baton R ) 5-5 ) 
Vew (ir an i) 5 
i ibject to 0. 25¢ gal. allowa 
*) Truck transport | d8¢ ga 
ess 0.25¢ gal. dis it 


pF UU 





Lubricating Oils 


Western Penna. 
Viscous Neutrals—No. 3 Col. Vis. at 
70° F 


200 vis. (180 at 100°) 420 to 425 flash. 


10 p t. 

15 p.t. 22 

25 p.t. 21 

150 vis. (143 at 100°) 400 to 405 flash 
10 p.t 

15 p.t 20 

25 p.t 1W 


Bright stocks 
145 to 155 vis. at 210, No, 8 Co. 


10 p.t. 
15 p.t 23 
25 p.t. 22 


Cylinder stocks 


600 s.r. filterable. 15 

650 s.r 16 

600 flash 17 

630 flash 18 

Mid Continental 

FOB Tulsa basis, for domes hipment 





only, bright stock, vis. at 210° neutrals 
s. at 100° 0-10 py 


Bright Stock — Conventional 


200 vis. D 

10-25 p.p 23 
150-160 vs. D 

0-10 p.p 21 
10-25 p.p "5 
120 vs. D 

0-10 p.p 20 


Bright Stock Solvent 
150-160 vis. 


0-10 p.p., 95 vit... 25-24 
Neutral Oils —Conventional Pale Oils 
60-85 vis. 
No. 2 col 14.75 
86-110 vis. 
No. 2 col 15 
150 vis. N 116.5 
180 vis. No 16 75 
200 vis. No ol.17 
250 vis. No. 3 col.17.5 
280 vs. N ol. 17.75 
300 vis. N 118 
Neutral Oils Solvents 95 v.1 
170-180 vi 19 25-20. 25 
200-210 v 19 5-20 5 
100 vis 05 21.5 
Cylinder Stocks 
600 s.r. olive 
green 75 
Gulf Coast 
Solvent Refined © fr Mid-Con 
tinent grade ide: FOB p at Gulf for 
export 
Bright Stock, vis. at 210 
150-160 vis 
0-10 k.t., 95 v.i.. 24 
Neutral Oils — Vis. at 100; 95 v.i. 0-10 p.t 
100 vis 4) 
200 vi 10 5 
300 vis 21.5 
500 vis 12.5 
South Texas 
at 100° F., FOB lex. refineric [ 


Jomestic and/or export shi 


Pale Oils 


100 vis. No, 
] 2% col 15.5 
200 vis. No 
2-3 17 
300 vis. N 
2-3 col 17.5 
500 vis. No 
2 5 | 18 
750 vis. No 

4 col 18.25 
1200 vi 
s-4 col 18.75 
200 ¥ 

19.25 

Red Oils 
100 ¥ No 
5-6 col 15.4 
200 vi 
5-6 col 17 
in) 
. on 
) ri 17.5 
500 vi 
5-6 col 18 
750 vis. N 
5-6 col 18.25 
1200 
5-¢ 18.75 
2000 
»* i , 


Aviation Gasoline 


Gulf Coast Cargoes 
Grade 115/145 
ade 110 0 
rade YI ) 
Houston, Tex. 
sfade 100/130 
Continued on next page 


~ 


REFINERY AND TERMINAL PRICES 








a” 





















































: New York Harbor 
(Continued) New York Domestic Lily white V.M. & P. 
24-5 hi Cream eveceeed 02070. 00 rT 
Ses ieee dn ; ren Soft yellow. ... 75-6. 875 Mineral spirits. . 
. S, LS. ert ’ Light amber... ..6.75-6.875 
Grade 100/130. .... Fully refined Amber..........6.5-6. 635 Philadelphia, Pa. 
Grade 91/96 12%-133 9.05 Red 5.375 -M. & P. 
Grade 80 orha 709.0 naphtha... .. 
New York, N. Y. 135-145... 6.000 9.05 Mineral spirits. . 
Grade 100/130. . .20.05 149-151, ........ 10.55 J t f | eaihdines | 
an -_ ~ = New York Export e ue Mineral spirits. . 
irade 5 24-30 w . haw . 
4-30 ay Gull See ean FOB Group 3 
crude scale . irade , Stoddard solvent. 12 


Fully refined ; Cleaners naphtha 
Paraffin Wax Pally r N Clegners ns 
12 1BB. evo vee aphthas & 


Western Penna. (t.c. in bulk) 135-145 Mineral spirits. . . 
124-6 AMP white Rubber solvent 


crude scale 6. 2. S | I di} Sy 
ee aa wn 50! vents Lacquer dunt. 


Melting points are AMP, 3° higher than 

EMP. Prices for carload lots. Domestic Western Penna. Mineral spirits. . .17.5 ON city: Penne. 
prices FOB refinery ; seale in bags or bbls.; Bbis.; carloads; tank cars, 2.25¢ less. Boston, Mass. Stoddard solvent. 18 
fully refined, slabs loose. Export prices tithe . <7 V. M. & P. 

FAS; scale in bags or bbls; fully refined Snow white......8.625 naphtha.........19.8 Pittsburgh: 

in bags or cartons Soft white .. 8.25 Mineral spirits 8.5 Stoddard solvent. 18 


naphtha 








Tank Wagon Prices NPN Gasoline Index 











Dealer T.W. Tank Car 
(cents per gal.) 

Prices fag gasoline do not include taxes; they do however, include inspection fees, September 15 16.46 13.1 
amounts of which may be obtained by writing to NPN. Gasoline taxes, shown in separate Month ago 7 
lear ago 

Dealer index is an average of dealer tank wagon prices ex tax in 50 cities. 
footnotes. Kerosine tank wagon prices also do not include taxes; kerosine taxes where Tank car index is weighted average of following wholesale markets for regu- 
lar-grade gasoline, FOB refineries or terminals: Oklahoma, Chicago District, 
Minneapolis-St. Paul, Western Pennsylvania, California, Philadelphia, Jack- 
sonville, Boston, and Gulf Coast. 


column include 3¢ federal and state taxes; also city and county taxes as indicated in 


levied are indicated in footnotes. Discounts if any, are shown in footnotes. These prices 
In effect September 15, 1958, as posted by principal marketing companies at their head 


quarters’ offices, but subject to later correction 











Socony Mobil 


Mobilgas Gasoline Mobil 
(Regular) Mobilfuel Mobilheat Special 

Dir. Cons. Gasoline *Mobil Kerosine *Diesel *(No. 2 Fuel) (No. 4) 
T.W. T.W, Taxes T.C. Yard WwW. T.C. T.W. T.C. Yard Ww. T.W. 


New York City 
Manhattan 
Bronx 
Kings 
(Qlueens 
Richmond 

Mt. Vernon, N 

Albany 

Binghamton 

Buffalo 

Jamestown 

Plattaburg 

Rochester 

Syracuse 

Bridgeport, Conn. 

Hartford 

New Haven 

Bangor, Me. 

Portland 

Boston, Mass 

Manchester 

Portamouth 

Providence, R. I. 

Burlington, Vt. 

Rutland 
*Com. cons. t.c. prices 0.15¢ higher 
Taxes: NYC prices are ex 3% city sales tax, Syracuse prices ex 2% city sales tax. 

Discounts: Mobil Kerosine & Mobilheat--NYC (all boroughs) & Mt. Vernon, t.w. less 0.5¢ for deliveries of 300 gal or more. Mobilfuel Diesel—All points , t.w. less 0.5¢ for deliy- 
eries of 800 gal or more 
Notes: Premium-grade t.w. prices 3.5¢ above regular, Jamestown t.c. prices are delivered, all other t.c. prices FOB bulk terminals. 


on 


16 
16 
16 
16 
16 
16 


10.8 
10.7 


10.0 


a 


10 


on 
ronmewr 


on 


i 
10 


— 


10. 


wow 
> 


m 


NS 
se 


( 


D> Oe “Ino 
CPS M-AI~p ae eDene 
SOO~310¢ 

wr 


l 
1 
1 
l 
1 
1 


nm 
et 


11 

10 
10 
10 
11 

10 
10 


NE ST aN gg 9 0 9 0g 9 9 


ir 
= tht 
o 

a 


to 
Jew 
ROO 3 oe 


ee ee 


mm bot 


10 
10 
12.3 12.; 
pes | 


) 
) 


Pho 


nes 


Fiuorescent color for 
dragon & len cid od 
NONE M BETTER additive lube oi 
Petroleum a lelielay 


PATENT CHEMICALS, 
INCORPORATED 


30 E. 40 St. N.Y.C. EV 8-4100 Paterson 4, New Jersey PETROLEUM CORPORATION 


td a a 
MARKETERS 





Marketer of Petroleum Products Maine to South Carolina 


NEW ENGLAND PETROLEUM CORPORATION 630 FIFTH AVENUE, 


NEW YORK 20,N. Y. 
New York Sydney, N. S. Boston 
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Atlantic Refining Imperial Oil Sieuriayrelos eerie st nieve 0.8 


Esso Furnace 





Atlantic Gasoline Kerosine Esso Gasoline Oil 
(Regular) ' and No. 2 Regular) Gasoline Kerosine (No. 2 Fuel) 
Dir. Cons. Gasoline No. 1 Fuel Fuel Dir. T.W Taxes T.W T.W 
T.W. T.W. Taxes Ww. T.W. St. John's, Nfld 23.2 17.0 7 17.7 
Philadelphia, Pa Se 16.5 8.0 14.0 Halifax, N.S 22.2 17.0 16.7 
Reading . 16.2 16.7 8.0 14.4 St. John, N. B 22.2 15.0 16 
Allentown 16.3 16.8 8.0 14.4 Charlottetown, P. k:. I 23.9 16.0 18 3 
Harrisburg 16.3 16.8 8.0 14.4 Montreal, Que 22.6 13.0 17 
Wilkes-Barre 16.4 16.9 8 0 14.7 Toronto, Ont. 22 13.0 17 ¢ 
Williamsport 16.4 16.9 8 0 14.7 Hamilton, Ont 22.8 13.0 17 ¢ 
Pittsburgh 16.7 17.2 8 0 14.75 Winnipeg, Man 22.6 11.0 18 4 
Altoona. . 16.5 17 ( 80 14.75 Brandon, Man 25.2 11.0 20 6 
Erie. . 15.7 17.2 £0 14.75 tegina, Sask 21.9 12.0 17.1 
Greensburg 16.7 17.2 8 0 14.75 Saskatoon, Sask 24.8 12. 0 7.9 17.4 
Wilmington, Del 15.2 15.7 x 0 Calgary, Alta 21.1 10.0 24.4 6 2 
Hartford, Conn 13.9 15.9 90 Edmonton, Alta 20 6 10.0 23.9 15.7 
New Haven 15.7 16.2 90 14.2 Vancouver, B. ( 22.6 10.0 25.4 17.1 
Boston, Mass 14.2 16.2 8.5 : Taxes: Gasoline taxes are provincial taxes 
a som = . : : 5 s 3 l Note: Premium-grade t.w Nfid., N.S., P.E.L, N.B., Que., 5.0¢ above regular; Ont 
ovidence, Kt 3.4 D.' 9.0 2 n.. Sas l 5 ove re: 
Camden, N. J 14.2 15.7 8 0 142 13.7 Rs Ss Ss Es SOP ey ap 
Newark 14.2 15.7 8.0 14.2 13.7 
eer N.Y 16.2 16.7 7.0 14.8 14.0 ° 
singhamton 16.7 17.2 7.0 15.5 14.8 | d St d d 
Buffalo... 14.4 16.4 7.0 16.0 15 6 n lana an ar 
Elmira... 16.7 17.2 7.0 15.8 15.1 Established tank wagon prices are shown below. Some temporary prices may be in effect 
Rochester 16.6 17.1 7.0 15.5 14.9 in one or more localities. 
Syracuse 15.7 17.2 7.0 Red Crown Gasoline Standard 
Watertown 17.3 17.8 7.0 17.4 16.0 Regular) Furnace Oil 
ema a . 7 Z : : aor 8 Dir. Cons. Gasoline Kerosine 1-99 100 gal 
Charlotte, N. G 149 161 10:0 15 4 14:7 T.W. T.W. Taxes T.W. gal and over 
Jacksonville, Fla 15.9 16.6 10.0 Chicago, Ill 17 4 19.6 5.0 17.1 16.1 . 
Miami. 14.9 16.6 10.0 South Bend, Ind 17.4 19.1 9.0 18.6 17.3 16 
Detroit, Mich 17.5 19.0 9.0 18.3 16.6 15 6(t 
Heavy Fuels Mpls.-St. Paul, Minn 19.2 8.0 17.9 16.5 ‘ 
Philadelphia No. 5 No. 6 Des Moines, lowa 18.5 0 17.5 15.4 14.9 
9.43 7.88 St. Louis, Mo 17.7 7.5 17.5 15.9 14.9 
Note: Premium-grade t.w. prices 3.5¢ above regular. Kerosine—Pa., add 1¢ gal for Wichita, Kansas 16.6 18.1 5.0 15.9 14.1 13.1 
t.w. deliveries under 100 gal at one time. Camden—Add 1¢ for deliveries of 100-299 gal Omaha, Nebr 18.7 10.0 17.7 15.3 4 
2¢ for under 100 gal , Fargo, N. D 18.1 19.6 0 18 9 16 2 15 2 
Huron, 8. D 18.3 19.8 9.0 18.8 16 ¢ 15 6 
Milwaukee, Wis 18.0 19.5 10 18 0 17.0 \ 
(a) See below for prices on larger quantities. (b) 15.4 for 750 gal & over 
Standard Furnace Oil Stanolex Fuel A Stanolex Fuel C 


100-399 400 gal 1-749 750 gal 1-749 750 gal 


Esso Sta ndard gal and over gal and over gal and over 








Chicas 15.1 14.6 10.8 10.05 9.5 8 75 
Esso Gasoline Kerosine 
(Regular) and Standard Furnace Oil 
Dir. Cons. Gasoline No. 1 Fuel No. 2 Fuel 100-174 1 4 7 
a al 3 al 
T.W. T.W. Taxes T.W. T.W. gal “a Pi -4 eden 
Atlantic City, N. J 14.2 15.7 8.0 14.2° 13.7 Mpls.-St. Paul 15.5 14.8 
Newark 14 2 15.7 8.0 14.2° 13.7 Milwaukee 16.0 15.5 
eo : ) fe 0 9.9 13.9 Taxes: St. Louis gasoline tax includes 1.5¢ city tax. Des Moines kerosine & furnace 
umberlan 7.© ».5 9.0 . prices do not include 7¢ state tax. State sales, occupation, consumer & use taxes t 
Washington, D. ( 15.8 16.3 9.0 14.5 added where applicable ; 
Danville, Va 15.9 16.4 a. 15.7* 15.2 Discounts: Red Crown ¢.t.w. prices at some points subject to varying d ints for 
Petersburg 15.9 16.4 9.0 14.8 14.1 . 
Norfolk 15.4 15.9 9.0 14.6 13.5 ey Gee 
Richmond 16.9 9.0 14.6° 13.9 
Roanoke 16.9 17.4 9.0 16.7° 15.9 p ; 
2 D- rices are tank truck postu all laxe ‘ 
Charleston, W. Va 15.9 16.4 9.0 15 2° St d d f C | rahy 
: 9 lying f eliveries of 400 gal or more; see 
Fairmont 15.9 16.4 9.0 16. 2° an ar 0 a . a bo f wo my «lt ome 
Parkersburg 15.9 16.4 9.0 15.7* : ee = Standard 
Wheeling 16.9 17.4 9.0 155° ; ae 
Charlotte, N.¢ 15 16 1 10.0 15 7 Chevron 
he e, 1 : 6 3 oe 3.4 14.7 Chevron Gasoline Diesel Furnace Stove 
ICKOFY wee 9. 15.6 19.0 (Regular Taxes Kerosine Fuel Oil Oil 
Mt. Airy 15.7 16.2 10.0 15.9° 15.2 San Frar Calif 17.9 9.0 19 14.5 14.5 16.0 
Raleigh 15.9 16.4 10.0 15.6 15.0 Los Angele 17.4 9.0 Is.8 14.0 14.0 15.5 
Salisbury 15.6 16.1 10.0 15.4 14.7 Fresno 19.0 90 1 15 15 3 16.8 
Charleston, 8. ( 15.5 16.0 10.0 13.5 PI 29 9 ‘ 19 
~ ap hoenmx, Ar 19 1 8.0 16.4 16 4 ,4 
Columbia 16.4 16.9 10.0 15.5 Reno, Ne “) 9 0 14 17 0 
Spartanburg 15.5 16.0 10.0 144 Drationsl Ons 18 5 9 0 14 5 . 
New Orleans, La 13.9 14.4 10.0 13.5 ttle. W ; 
a DHeattle n 18 6 15 21.3 14.6 
Jaton Rouge 14.9 15.4 10.0 13.3° . ) F F 
i : I Spokane 20.8 9.5 24.1 16.5 
Alexandria 15.9 16.4 10.0 14.4* I f 1 
‘ x Acoma 1s ¢ I5 21.3 14 
Lake Charles 14.9 15.4 10.0 13.2° Raise, Idaho ”) 0 1 16 4 64 i 
Shreveport 15.9 16.4 10.0 15.3° G eo ' } a7 ‘ 2 +k ‘2 
v d alt Lake Cit Uta 18.7 0 20 2 15 0 l ) l ) 
New Iberia 15.9 16.4 10.0 13.7° Honolulu, T. H 19.0 115 04 15 
Knoxville, Tent 15.1 16.1 10.0 15.8* Daishanba. Alent 0 8 "a0 a7 4 
Memphis 14.9 15.9 10.0 15 .3° j me coat ea . ”) 9 9 0 > 
Chattanooga 14.9 15.9 10.0 15.7° Ottandan’ Wo. 9 Bareer Ol aie 
Nashville 15.1 16.1 10.0 15. 6° Taxes Hor u Die £ hors ace oil price is ex 1¢ territorial ta all TT es are 
Little Rock, Ark 14.4 15.4 0 16.0" Hawaltian gross income tax of 1% to resellers, 2.59), to consumer 
*Prices apply for kerosine only. Notes: lor other deliveries 
Chevron (regular)—Add to 400-gal-and-ove al, O.5 1) 
Heavy Fuels gal. except to marine trade in Alaska where 0.5 y to 40 ga 
No. 4 Fuel No. 6 Fuel I 10 gal, add 5¢ gal, except at Honol than 40 gal t n 
Newark, N.J $3702 $3.23 less than 100 gal to weside trade. Chevron Supreme (pret prices are 
Baltimore, Md 114 3.43 er than Chevron (regular) for quantity delivered at points a except Salt 
Washington, D. C. 1,050 gal minimum 4.43 16 i , ‘ ' 
Kerosine 1 to 400-gal-and-over price 11 ess t 0 gal. ¢ r 20-199 
Taxes: Lousiana kerosine prices do not include 1¢ state tax Py ae 00-399 - tank fom Bas = hog a oi ty ¥" % ‘ ; 
Note: Kerosine/No. i—Atlantic City prices are for deliverie { 300 gal or more Diesel, furnace & stove oils—Add to 400-gal-and-ove r i¢ for le than 40 ga 
add 1¢ for 100-299 gal, 2¢ for less than 100 gal. Premium-grade t.w. prices 2.5¢ above I¢f 10-199 gal, 0.5¢ for 200-399 ga 
regular, Continued on next page 


TANK WAGON PRICES 
































rE Use OUR FAST, EASY-TO-READ 


PETROLEUM CALCULATOR CARDS 
ONE RATE ON A CARD. CARDS AVAILABLE FROM .07 TO .351 IN 1/10c STEPS ONLY 
EACH CARD SHOWS 1 TO 999 GALS. GALLONS PRINTED IN RED, PRICES IN BLACK 


oe New Feature: 1000 to 9000 GALS, in 1000 STEPS. | FREE Description on Request | 


DEGREE DAY SYSTEMS 39-30N sath st. WOODSIDE 77, N. Y. TWining 8-6666 
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Ohio Standard 


Sohio Extron Gasoline (Regular 
Consumer Gasoline 
T.W. Taxes 


Akron 20.6 


Kerosine 
Resellers W. 


anton 20 6 


neinnat 17 


{ 
{ 
Cleveland i) 
{ 


olumbu A) 
Dayton HK) 
Lima Hy 
Mansfield 20) 
Marion 
Portamoutl 
Poledo 
Youngstown 
Zanesville 2 y » 16 


Notes: Kerosine, Nos. 1 & 2 Fuels ice 
I¢; 1-49 gal, add 2¢. Premium-grade consumer t.w. & 8.8. 4¢ 
ellers 3.5 


.0¢ above regular, 5.5. prices ¢ 


are for 100 gal or more; 


company-operated station 


Continental Oil 


No. 1 
Sohio- 
Heat 

15 Conoco 
15 Gasoline Gaso- 
Ve line 
Taxes 


No. 2 


Sohio- those shown because of local conditions.) 


16 3 

15 Regular 
16 Denver, Colo.. 17.5 9.0 
Grand June 


tion 20.2 9.0 


0.0 


Pueblo 18.2 
Wyo 


yenne 


Casper 9 0 


n~1 Ss 


Che 9.0 


Billings, Mont 9.0 


9.0 
Great Falls 9.0 
Helena 20.3 90 
Salt Lake City, 


g $1 
for 50-99 gal, add autte 


above regular, re 


tS t& & w 





Texas Company 


Fire Chief Gasoline 
Regular) 

Con- 
sumer 
T.W. 
Dallas, 4 15.9 
ht. Worth 15.4 15.9 
Wichita Falls 16.5 17.0 

) 

J 


San Angelo 16 
Waco 15 
Austin 16 
Houston 16 
San Antonio 16 


Kerosine 
Port Arthur 16 


Dealer Dealer 


Gasoline taxes: 8¢. 


lex 15 
Notes: 


liveries 
; 


Prices are 
f Gasoline 
Amarillo 16.5 17.0 prices 3.5¢ above regu 
lyler 16.5 16.9 2.7¢ higher. Kerosine 
kil Paso 17 17.8 dealers & consumers 


for min 
Premium-grade 


9.0 


Utah 


Twin Falls, 
Idaho 


Albuquerque 
N.M 


9.0 


Roswell 
Santa Fe 
Muskogee, 
Okla 
Oklahoma 


50-gal de 
City 


t.w, 
lar, except El Paso, 
Prices apply to 


Tulsa 





Gasoline Markets 











(N.B. Prices are Continental's tank wagon prices. Current selling prices may vary from 


Gasoline taxes include these 
Ibuquerque & Roswell, 0.5¢; 
‘anta Fe, Cheyenne & Casper, l¢. 
Discounts: Salt Lake & Twin Falls 
gasoine prices apply for deliveries of less 
than 200 gal; 200-309 gal, deduct 0.5¢; 
100 gal & over, deduct l¢ 
Notes: Premium-grade t.w 
above regular, except Utah & 
premium grade 3.0¢ 
*Prices apply to dealers and consumers 
except Oklahoma points where consumer 
price is 1¢ higher 


Kentucky Standard 


Gaso- 


prices 3.5¢ 


Idahe 


Crown Kero- 
Gasoline line sine 
T.W. Taxes T.W. 
Atlanta, Ga.. 16.9 9.5 16.0 
Birmingham, 
Ala 16 11.0 
Jackson, Miss. 17 10.0 
Jacksonville, 
Fla. 16.6 10.0 16.0 
Louisville, Ky. 16.7 10.0 16.2 
Taxes: Birmingham gasoline taxes in- 
clude 1¢ Jefferson County tax. Kerosine 
taxes not included in prices: Georgia 1¢; 
Mississippi, 0.5¢. 


Gasoline Consumption by States, April 1958 


Tax Rate} 


Alabama 
Arizona 
Arkansa 
Caillornia 
Colorado 


onnecticut 
Delaware 
District of 
Florida 
a 


Idahe 
IHinoi 
Indiana 
lowa 


Kansa 


Kentuck 
Louisiana 
Maine 
Mary 
Ma 


land 
achusett 


Michigan 
Minnesota 
Mississip| 
M issourt 
Montana 


New Mexico 
New York 
North Carolina 
North Dakota 
Ohio 


lahoma 


Oregon 
Pennsylvania 
Rhode Island 
South Carolina 
outh Dakota 


Vermont 
Virginia 


208 


American Petroleum Institute Figures) 
Month of 
Mar. 1958 April 1958 April 1957 
000 Gal. 000 Gal. 000 Gal. 
79,238 
33,978 
43,179 
160,910 
418,738 


April 
Cents 
r ,817 

448 


478 


59,347 
15,834 
16,853 

146,110 


72,480 
107 ,690 


195,700 
98 756 
50,858 
129,337 
23,641 


, 193 


yhhe 
108, 100 
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-——4 Months Ending With 
April 1958 April 1957 
000 Gal. 000 Gal. 
298 , 430 292 , 266 
134,172 
166,919 
1,734,279 


189,216 


8U9 ROS 
526,217 
$21,293 


265,768 
299,341 

84,718 
258 , 800 
104, 609 


200 
85,933 
263,919 


102,912 


1 
393 


787 ,056 
338,971 
194,895 
491,351 


78,211 


779,124 
360,113 
197,114 
491,504 
76,655 
163 ,968 164,528 
37,751 37 , 518 
, 367 54,924 
566 ,020 580,636 
126,836 


132,217 


1,182,864 
418,068 
78,809 
952,991 
308 , 631 286,777 
187 , 965 


956,379 


186,560 


346,147 
1,416,554 
96,241 
34,170 


383 ,253 386, 159 








Washington. . 
West Virginia 
Wisconsin. . . 
Wyoming. . 
Total 48 States and D. of 
Daily Average 
Change from previous year 
Total Change 
Percentage change in Daily Average 


tThese are State tax rates per gallon 


Gasoline Prices for 55 U. S. Cities 


Dealer tank wagon and retail prices for regular-grade (house-brand) gasoline, and taxes 
1958 as compiled by National Petroleum 
I igures are in ¢ per gal.; ul and (d) indic ate increase or decrease 
Tax col. indicates only motor fuel taxes levied as such 


in 55 representative | 
News are shown below 
as compared with Aug. 1, 1958 


8. cities on Sep. 1, 


Service 

Dir. T. W. Station 

ex tax) (ex tax 

Average U.S d-16. 64 d-22 05 
Portland, Me d-14.70 d-18 90 
Manchester, N. HH 15.90 20.90 
Burlington, Vt. 17.60 24.40 
Boston, Mass d-14.20 d-18.40 
Providence, R. I d-13 90 d-16.90 
Hartford, Conn. 15.90 d-18.90 
Buffalo, N. Y 16.40 d-19.90 
New York, N. Y 16.30 25.00 
Newark, N. J. 14.20 18.90 
Philadelphia, Pa 16.00 20.90 
Wilmington, Del 16.00 20 90 
Baltimore, Md 15.50 20.90 
Washington, D. C 15.80 20.90 
Charleston, W. Va 14.90 19.90 
Norfolk, Va 15.40 d-19.90 
Charlotte, N. C d-15.15 d-19 .90 
Charleston, 8. C 15.50 d-20.90 
Atlanta, Ga. 15.90 21.40 
Jacksonville, Fla i-15.90 1-20.90 
Birmingham, Ala 15.90 20.90 
Jackson, Miss 17.00 1-22.00 
Memphis, Tenn 14.90 19.90 
Louisville, Ky 15.90 20.90 





This Is Your 
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KERR-McGEE OIL INDUSTRIES, INC. 






3066. Rohinson « Phone: RE. 9.0611 « Oklohorma City 





In addition there is the Federal Tax of three cents (S¢ 


Tax Ratet —— Month of 
April Mar. 1958 April 1958 
Cents 000 Gal. 000 Gal. 
616 84,073 83 ,657 
6 37,454 42,455 
6 88,031 106,078 
5 10,295 11,942 

4,465,914 1,860,449 
144,062 162,015 
+ 136,472 

+2 RY 


per gallon 


Cleveland, Ohio 
Cincinnati, Ohio 
Indianapolis, Ind 
Chicago, Il. 
Detroit, Mich 
Milwaukee, Wisk 
r'win Cities, Minn 
Fargo, N. D 


Tax Service Huron, 8S. D 
(incl. 3¢ Station Omaha. Nebr 
federal (incl. tax) Des Moimes. lowa 
8 94 d-30.99 St. Louis, Mo 
10.00 d-28.90 Wichita, Kans 
9.00 29.90 Tulsa, Okla 
9.50 33.90 Little Rock, Ark 
8 50 d-26.90 New Orleans, La 
9.00 d-25.90 Dallas, Tex 
9.00 d-27 .90 Houston, Tex 
7.00 d-26.90 kK] Paso, Tex 
7.00 32.00 Albuquerque, N. M 
8.00 26.90 Denver, Colo 
8.00 28.90 Cheyenne, Wyo 
8.00 28.90 Great Falls, Mont 
9.00 29.90 Boise, Idaho 
9.00 29.90 Salt Lake City, Utal 
9.00 28.90 Reno, Nev 
9.00 d-28 .90 Phoenix, Ariz 
10.00 d-29.90 Los Angeles, Calif 
10.00 30.90 San Francisco, Calif 
9.50 30.90 Portland, Ore 
10.00 i-30.90 Seattle, Wash 
11. 00** 31.90 Spokane, Wash 
10.00 1-32.00 
10.00 29.90 *Includes 0.5¢ city tax 
10.00 10.90 


April 1957 
000 Gal. 
79,241 
45,123 
100,470 
12,159 


4,723,977 


157 , 466 


13.90 


18 60 
18.90 


4 Months Ending With 


April 1958 April 1957 
000 Gal. 000 Gal. 
311,639 278 300 
1§2 333 158,707 
367 , 683 353, 768 
41,859 42,147 
17,818,891 17 661,696 
148,491 147, 181 
+ 157,195 
+O 80°; 
21.90 8 00 29 90 
18.90 8.00 26.90 
20.90 9 00 29 40 
24.90 & 00 32. 90 
22.10 9.00 31.10 
23.90 9 00 32.00 
22.90 8 OO 30 90 
1-20.90 0 00 1-20 00 
23.90 9 00 32 00 
22 90 10.00 32.90 
21.90 9.00 1 00 
21.40 — 28.90 
21.90 8 OO 20 90 
22.40 9.50 $1.90 
d-19.40 9.50 d-28 90 
18.90 10 00 28 90 
20.90 8.00 28.00 
20.90 & 00 28.90 
26.00 8.00 34.00 
25.40 0 50° 44.90 
23.90 9.00 32.90 
25 50 9. 00** 44.50 
26.00 9.00 15.00 
1-26.90 9.00 1-35.90 
23.90 9 00 > 00 
27.50 9.00 6 50 
24.90 8.00 , 90 
20.90 9.00 29.90 
23.90 9.00 2.00 
24.00 9 00 13.90 
23.40 0.50 s2 W0 
26.40 0.50 5.00 
ta ***Includes 1.5¢ city tax 


MODERNIZE, UP-GRADE YOUR OLD DEHYDRATORS 





| 
| 
| 
to meet highest jet fuel specification standards. | 
No new tanks or piping needed, no hot work. | 


INFORMATION-PACKED 
FIELD MANUAL TELLS 


BRIGGS ACCEPTED AND APPROVED FILTER/SEPARATOR 


conversion units are in use all over the world. Used 
in a single tank or a vast tank farm. They bring 
fucl purity up to HIGHEST DEMANDED STANDARDS 
without expensive and extensive change-over costs 


or labor; they 


slip into your present tanks. The 


manual shows a full line of filter/separators for use 


with all fuels through JP-5 


. conversion kits and 


complete units for mobile and stationary installa- 
tions. WRITE FOR YOUR COPY. NO OBLIGATION. 


| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| HOW. WRITE FOR IT. 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 


FOR TANK TRUCKS 
AND STATIONARY 
INSTALLATIONS 


| THE BRIGGS FILTRATION COMPANY, DEPT. 269, WASHINGTON 16, 
| D. C. YES! SEND YOUR FIELD MANUAL, NO OBLIGATION. 
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' 
CONVERSION UNITS | 
FIT SNUGLY INTO | 
OLD EQUIPMENT 
COMPLETE FILTER | 
SEPARATOR UNITS | 
ARE ALSO AVAILABLE 
| 
| 
i 
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For Every Advanced Fuel Delivery System... 
An Advanced Design Hose Reel by HANNAY 


a LE 


HANNAY gives you 
High-Capacity, Low Line-Loss 
Reels for Faster Delivery 


Whatever pumping system you use .. . 
whatever power rewind you prefer .. . 
there’s a modern HANNAY Hose Reel custom 
designed for your requirements. HANNAY 


explosion-proof motors are time-tested, 
adapt to all types of delivery equipment. 


designers and engineers have developed 
high-capacity, low line-loss reels to meet 
the demands for faster delivery systems 


with safe, low operating pressures. 


And only HANNAY gives you these built-in 
features: Exclusive Hannay forged brass swing 
joint which removes the weight of reel and hose 


from the joint; patented full-flo hub assembly 


ig” ¥ “ds Pie fy 5 : 
ne 4 : for guaranteed unrestricted flow without 


: oo turbulence and foaming; rolled edge discs and 
HYDRAULIC rewind reels, introduced by 
Hannay in 1945, are ideal for dual product 
pumping and tractor-trailer delivery units. 


. | 7 = © i. | , Whether your requirements call for electric, 
| 


hydraulic, or compressed air powered reels, 


tru-circle drum with tie-rod reinforcing. 


you'll find any system is safer, more trouble-free 
more economical if it’s equipped with a 


Hose Reel by HANNAY. 


Write for our free catalog, 
“HANNAY HOSE REELS for 
FUEL DELIVERY EQUIPMENT." It 
contains complete information, 
specifications, dimensions, draw- 
COMPRESSED AIR rewind reels with ings and hose capacities for our 
exclusive finger-tip control valve are de- complete line. 
signed for trucks equipped with air brakes. 


FOR EVERY FUEL DELIVERY SYSTEM, SPECIFY Hose Reels by 


CTCL. VA 
a 


CLIFFORD B. HANNAY & SON, INC., WESTERLO, NEW YORK 
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Socony Mobil: 27 New Posts... Two Retirements 


New jobs in company’s nine divisions follow 


reorganization along class-of-customer lines 


THREE NEW POSTS have been 
created in each of Socony Mobil Oil 
Co.’s_ nine  divisions—resale _ sales 
manager, commercial sales manager 
and administrative manager. They’re 


Division 

New York City 
Albany 

Lakes 

New England 
Philadelphia 
Chicago 
Detroit 

Kansas City 
Twin Cities 


Resale Sales Mer. 


Lambert G. Vaile 
Hubert P. Young 
Leroy M. Murray 
Stanley A. Colla 
D. R. Beal 

Fred L. Madorin 
Marvin E. Houchin 
B. William Hurst 
William S. Johnson 


a result of Socony’s recent reorgani- 


zation (NPN—July, p104). The mar- 
keting department, once organized by 
products, is now on a customer or 
class of trade basis. Appointments are: 


Commercial Sls. Mgr. 


R. A. Wall 

Charles R. Jones 
William V. Butler 
Karl F. Madsen 
Raymond A. Townley 
Orin L. Benjamin 
Elmer B. Kapke 

E. E. Hughes 

Harold O. Smith 


Administrative Mgr. 


Charles W. Ginste 
G. R. McRobbie 

G. Wayne Tarman 
F. J. Arkley 
Edward M. Clarkson 
Robert F. Neal 

H. M. Sullivan 
Clarence L. Gunckel 
N. D. Mendenhall 





Donald Cruikshank 

Gordon D. Donald, head of Esso 
Standard Oil Co.'s reseller sales division, 
has retired after 35 years with the com- 
pany. Harold T. Cruikshank, Jr., manager 
of service station development since 
February, takes Donald’s post. D. F. 
Dickey, merchandising manager in the 
Carolinas sales division, replaces Cruik- 
shank. 

A. R. Curtis, acting manager of the 
asphalt sales division, has been named 
manager. He succeeds W. D. Craig who 
transferred to the highway traffic depart- 
ment on special assignment. 

> 


A. Jack Heath has been chosen as 
the first full-time executive secretary of 
the Oklahoma Oil Jobbers Assn. Heath, 
a Tulsan since 1918, has been a practic- 
ing public accountant for 10 years. He 
has also operated the A. Jack Heath 
Realty Co. and the Commercial Insur- 
ance Agency in Tulsa. Active in civic af- 
fairs, Heath is a 32nd degree Mason and 
a Shriner. 

° 


W. H. “Ike” Noyes was named as- 
sistant manager of wholesale sales in 
Sinclair Refining Co.’s western division. 
He will be headquartered in Kansas 
City, Mo. Since 1954 he has been in 
Topeka, Kan., as district manager for 
the state. 


Rawleigh Warner, Jr., manager of 
Socony Mobil Oil Co.’s economics de- 
partment, was named manager of the 
department of Middle East affairs. 
Thomas W. Phelps, assistant to the chair- 
man of the board, succeeds Warner 
Paul Wollstadt succeeds Phelps. 

7 

In Louisiana, president of the merger 
OIC-PIC group is H. J. Geiger, Esso 
Standard Oil Co., New Orleans. In Texas, 
G. T. Pearson, Continental Oil Co., Ft 
Worth, is chairman 

. 

Herm Alber has been appointed to the 
Los Angeles recreation and parks com- 
mission. Alber was retail sales manager 
for General Petroleum Corp. before his 
retirement several years ago. Before that 
he was sales manager and director of 
Gilmore Oil Co., merged into GP. 

° 

R. M. Bartlett, 
vice president, 
foreign crude oil 
retired 
after 32 years with 
Gulf Oil Corp. In 
1933 he was gen- 
eral manager of 
fuel oil sales and 
in 1947 vice presi 
dent. Two years 
later he 
vice president in 
charge of general 

sales. 

Gulf also announces that E. W. Camp- 
bell has been promoted to coordinator, 
direct sales, in the domestic marketing 
department. He succeeds G. L. Benjamin 
recently named manager, refinery sales, 
with offices in New York City. 

* 

The Oil-Heat Institute of Oregon and 
Southwestern Washington elected as 
president Scott H. Partridge, vice presi 
dent of J. H. Sandberg Co., Portland 
burner manufacturer 


sales, has 


became 


Bartlett 
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Peeters Moore 


Socony Mobil Oil Co. has lost two 
veteran marketers to retirement, M. G. 
“Marty” Peeters and Harry H. Moore. 

Peeters was manager of the Wadhams 
division for 12 years until last May when 
it was broken up in the formation of the 
[win Cities division. He then became 
special assistant to the central region 
manager in Chicago. Peeters joined Wad 
hams Oil Co. in 1920 and nine years 
later was a vice president. When Wad 
hams became a Socony division in 1931, 
Peeters was named general sales man 
ager. He became general manager of the 
division in 1946, 

Moore, general sales manager of the 
Kansas City division (formerly the White 
Eagle division) since 1950, retires after 
37 years in the industry. He was a sales 
man in Montana and North Dakota be 
fore joming Socony in St. Paul in 1926 
He was regional manager in Kansas City 
before being promoted to his 
position, 


present 


Otis H. Ellis, general counsel of the 
National Oil Jobbers Council, was injured 
in an automobile accident August 21. He 
suffered a broken upper right arm, broken 
and bruised ribs, and severe bruises over 
the kidney area. He was released from 
the hospital at his own request and con 
fined to his home for a long recuperation 


William C. Marquis will become man 
ager of the product pricing department of 
Standard Oil Co. (Indiana). He will work 
under the present manager, Harold K. 
Apel, until Apel retires later this year 
Marquis was formerly administrative 
manager of the northwestern region at 
Minneapolis, Minn 


Med Serif has joined Cities Service 
New York, taking the place of Mrs. 
Nathalie Ronis Oddie, who resigned after 
her marriage to move to California. Serif 
formerly managing editor of “LP Gas” 
magazine, will assist L. T. White, vice 
president for business research and edu 
cation, 


William R. Kelly is now manager of 
Sinclair Refining Co.’s Rocky Mountain 
division. He moves to Denver from Fort 


211 





Tank 

Truck 
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an 
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to 
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SELF-PRIMING 
SERIES 3600 PUMP 
PRESSURES TO 90 P.S.1. 
SIZES 40 to 300 G.P.M. 
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SEE 
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DISTRIBUTOR 


ROPER HYDRAULICS, INC. 
480 BLACKHAWK PARK AVE., ROCKFORD, ILL. 
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Worth, Tex., where he was assistant 
division manager. Before that he was 
company sales promotion manager at 
New York headquarters. Kelly succeeds 
D. R. McCallum, who has moved to 
Fort Worth as assistant to the division 
manager. 


* 
Ollie E. Scholz, Shell Oil Co.’s head 
office retail marketing representative 
since 1945, has retired. A. E. Mobley, 
formerly division merchandising repre- 
sentative, moves from Albany, N. Y., to 
succeed Scholz. 
- 

J. HH. Yater, 
manager of the 
lubrication sales di- 
vision of Esso 
Standard Oil Co., 
will retire this 
month after 42 
years with the 
company. Only 58, 
Yater started as an 
office boy in Balti- 
more and the same 
year joined the 
lubrication sales di- 

vision, in which he has worked ever since. 
In 1935 Yater was transferred to com- 
pany headquarters in New York and in 
1944 became assistant manager of lube 
sales. He was named manager in 1949. 
James B. Smith, industrial sales coordina- 
tor for the four southern sales divisions, 
succeeds Yater and becomes manager of 
the lubrication and commercial sales di- 
vision, formerly separate divisions. Frank 
M. Sommers, who was in national and 
consumer sales, becomes assistant man- 


Yater 


ager. 
6 

Charles Schlegel, Jr., transfers from 
Sacramento, Calif., to Seattle, Wash., as 
district sales manager for Standard Oil 
Co. of California. He succeeds C. H. 
Rolfe, recently named assistant regional 
manager in Seattle. 

M. W. Johnson, president since 1948 
of Esso Standard do Brasil, Inc., has been 
named deputy coordinator of marketing 
for Standard Oil Co. (New Jersey) effec- 
tive Nov. 1. He follows W. A. M. Gree- 
ven, appointed shareholder representative 
in Italy, Austria and Switzerland 

e 

Jack C. Garland, former dealer sales- 
man trainee, has been named southeast 
retail sales representative for Shell Oil 
Co.’s Spokane, Wash., division 


© 
Albion E. Stebbings, secretary, was 
appointed general manager of the sales 
department and a director of Signal Oil 
& Gas Co., Los Angeles. He will assist 
O. W. March, who continues as head of 
the marketing operations. 
° 
Phil L. Siteman, Site Oil Co., Clayton, 
Mo., was elected president of the Society 
of Independent Gasoline Marketers of 
America at its first annual meeting. SIG- 
MA is the new name for the Independent 
Brand Gasoline Marketers Assn. (NPN- 
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SUPERB NEW 


MOTOR OILS 
FROM 


Modern Fina Motor Oils mark another milestone in American 
Petrofina's new standard of quality and service for motorists 
in the Southwest and Midwest. Designed to guard modern engines 
against wear, these outstanding oils — Fina 10W-30 Special, 
Fina HD Premium, and Fina Shield — are the perfect companions 
for the other top-quality products sold at Fina, Amlico, and 
Elreco service stations! 


4 PREMIUA SHIELD 
MOTOR Oll fam NOTOR ol! 


m4 
“inca, 0 te . 
‘MEAN PrTRoFina INCORPORAT WEAN Peteosina, inconronel 


BOTH SOLD ON A MONEY-BACK GUARANTEE 


Fina 1OW-30 Special is the Fina HD Premium is the ideal Fina: $hield is the outstanding 

modern all-weather motor oil heavy duty oil for today's oil im the economy class 

for unmatched year-round powerful engines. Keeps en Provides safe, dependable 

performance and protection gines cleaner, reduces wear! lubrication for auto and other 
small engines. 


Demand for Fina Motor Oils is fast being built by extensive advertising 
and merchandising. If yed Would like to share in the benefits of this and 
other phases of Fina'gg@fowfh and progress, write today to: American 
Petrofina, Marketing Dept., Box 2159, Dallas, Texas. 


PANY OF TEXAS Dallas, Texas 
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These 


ANCHORGLASS 
premiums sold 


Ss00,000 
gallons of gasoline 
in one month! 


In January 1956, the Blakely Oil Co. of 
Phoenix, Arizona, offered a free Anchorglass 
tumbler with every purchase of 10 gallons 
or more. One month later, Blakely had sold 
800,000 extra gallons in just 38 stations. 
And that was only the beginning! This 
amazing Anchorglass promotion is still 
going strong! 

rhe tumblers, especially designed for 
Blakely by Anchor Hocking, feature differ 
ent types of cactus native to the area which 
Blakely serves. Company President A 
Monroe Blakely describes the sales results 
as “fantastic.” 

Anchorglass can create a sales-building pro- 
motion for you, too. You can—as many 
others users have—boost gallonage up to 
50% over your present volume—and even 
more. Yet your cost per gallon averages 
approximately one cent! Mail us the coupon 
on the left and let Anchor Hocking show 
you how you can boost gallonage and profits 
with this proved merchandising idea. 


ANCHOR HOCKING GLASS CORPORATION A N C H Q RG LASS 
Premium Department, Lancaster, Ohio 
Yes, | would like to have you show me how an PR F MV | U Ny] S 


Anchorglass promotion can help me. 








make you money...make you friends 


ANCHOR HOCKING HAS 
COMPANY THE RIGHT KIND OF PREMIUM FOR 

EVERY KIND OF PROBLEM 
ADDRESS 


CITY 


mere ANCHOR HOCKING GLASS CORPORATION, ctancaster, on10 


Pere ececoeoeeoeoeooeoeeeeoeoeeoeoeeee22 
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Sept., p 115). Harold Johnson, Clark Oil 


& Refining Co., Milwaukee, Wis., and R. 


J. Peterson, J. D. Streett and Co., St. 
Louis, Mo., were elected vice president 
and secretary-treasurer respectively. All 
three had been officers of IBGMA. Harry 
S. Read, formerly vice president of Pan- 
Am Southern Corp., is the executive di- 
rector headquartered in New Orleans. 
* 

Ronald S. Ritchie, formerly manager 
of the British Columbia division for Im- 
perial Oil Ltd., Toronto, is now assistant 
general manager of the marketing depart- 
ment. He succeeds Harold L. Magee, 
who retired last summer. Magee was 
general sales manager for Canada from 
1950 to 1956 and then assistant general 
manager of marketing. Ritchie was as- 
sistant manager of the Ontario division in 
1953 and transferred to B. C. two years 
later. Howard W. Coxon, formerly in 
Toronto as operations manager of the 
marketing department, succeeds Ritchie. 
Coxon’s successor is Harvey B. McGoni- 
gal, formerly co-ordinator of retail de- 
velopment. 

© 

John W. Boatwright, chief economist 
for Standard Oil Co. (Indiana), has been 
assigned new duties involving company 
activities in the foreign field. His former 
duties go to Don S. Warning, manager 
of the distribution economics department. 

v 

Richard H. Sterling was named man- 
ager of retail sales for Sun Oil Co.’s 
Middle Atlantic sales region. E. Gates 
Sturgis, who has been on special assign- 
ment at the regional sales headquarters at 
Philadelphia, succeeds Sterling as man- 
ager of the Dayton, Ohio, sales district. 

* 

Lou E. Yeager is now assistant sales 
manager in Shell Oil Co.’s Chicago divi- 
sion. William B. Himes, former sales 
supervisor in the New York division, was 
named Peoria district manager succeed- 
ing Yeager. Jack C. Garland was pro- 
moted to southeast retail sales representa- 
tive in the Spokane, Wash., division. 

n 

Thomas E. Fitzgerald and Glenn E. 
Wynn were named to the new posts of 
senior vice president of D-X Sunray Oil 
Co. Wynn is president and Fitzgerald 
executive vice president of Suntide Re- 
fining Co., another Sunray Mid-Continent 
Oil Co. affiliate. Stanley D. Breitweiser, 
vice president for marketing, becomes 
head of D-X’s general sales activities. 

+ 

William O. Getz, formerly office man- 
ager at Canton for Standard Oil Co. 
(Ohio), is now distributor salesman there. 
Bertrum H. Nielsen, former distribution 
supervisor in Mansfield, succeeds Getz. 
Russell F, Collum, former office manager 
at Toledo, is in Cleveland in the new 
post of packaged products office manager. 
Ronald I. Dennis, former service station 
supervisor in Toledo, succeeds Collum. 

7 

Walter T. Kadi holds the new post of 

advertising manager at Oklahoma Oil 
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Htl- Weather, 
Quick-Voeliver 


FUEL OIL HOSE 


Summer or Winter .. . Spring or 
Fall... the qualities which make 
“Long-Life” so popular with the 
men who buy and use it are 
always there ...to lighten labor, 
speed-up deliveries and credit 
increased profits to every truck 
on which it is reeled. 


Because “Long-Life” 
ible, the hose is easier to carry out and re-reel. This means 
more stops per truck per day, more fuel oil delivered, and 
less fatigue for the driver. 


is light in weight and extremely flex- 


The strong, durable, molded-and-braided “Long-Life’’ con- 

struction, with tough wear-resistant cover, assures extra long 

hose life under all conditions of weather and rough handling 
. replacement costs are reduced to the minimum. 


Sizes 1" to 1%". Maximum lengths of 175 feet. Brown 
“Synplastic” cover. 


“If it’s GOODALL, it MUST be Good!” 


Contact Our Nearest Branch for Details and Prices 


Standard of Quality—Since 1870 | NM) HOSE - BELTING - FOOTWEAR - CLOTHING 


AND OTHER INDUSTRIAL RUBBER PRODUCTS 


GOODAL L Puebbor Conpa uy 


GENERAL OFFICES, MILLS and EXPORT DIVISION, TRENTON, N. 


BRANCHES AND DISTRIBUTORS THROUGHOUT THE UNITED STATES 
IN CANADA GOODALL RUBBER CO. OF CANADA LTDO., TORONTO 
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high-profit machine return 


\ 
ail, ~ 


THROUGH 
GREATER 


versatill 


Model HB-9-18 shown fill- 
ing gum turpentine. Itis also 
being used for filling mineral 
spirits, ethyl alcohol and 
other products into “F"” Style 
pints, quarts, gallons and 
pint and quart bottles. 


Modern Production Methods are placing considerable emphasis on 
Filling Machines with multiple use possibilities—the type that can convert 
efficiently to new produc ts, new containers. 

All Horix Fillers can be designed for multi-product, multi-container 
handling. An excellent example is the Horix Model HB-9-18 illustrated. 


@ It can fill both Oil and Anti-Freeze into 'F"' Style and Sanitary 
Cans. This is possible due to exclusive sleeve-type valve con- 
struction which permits handling many different petroleum 
products with the same machine. 


® it fills into can, bottle, plastic containers with equal efficiency. 


@ Increased filling heads can be added quickly for higher speed 
handling of smaller containers. 


This high degree of machine flexibility, plus highest speeds with greatest 
accuracy, make a Horix Filler one capital investment that will pay for itself 


quic kly. 
Why not get all the facts. Write for Catalog No. 581-E. 


FIAORIZX 


MANUFACTURING CO. + PITTSBURGH 4, PA. 
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Co., Chicago. He is also advertising and 
merchandising manager of Pate Oil Co., 
Milwaukee. Both are Standard Oil Co. 
(New Jersey) subsidiaries. 


o 

Elmo D. Hidy, president of the Hidy 
Oil Co., Cincinnati, Ohio, has purchased 
controlling interest in the Arrow Petro- 
leum Co., Cincinnati, with which he has 
been associated. He will be president and 
general manager. 

” 

Wayne L. Gross, manager of the Joliet 
sales district for Standard Oil Co. (Indi- 
ana), has retired after 33 years with the 
company. Harry Rinkema, manager of 
the Chicago-South district and formerly 
of Joliet, returns to Joliet to succeed 
Gross. Virgil H. Morris, merchandise 
manager of the central sales region at 
Chicago, succeeds Rinkema. 

° 

R. D. Crow, manager of the lubrication 
sales department at Arkansas Fuel Oil 
Corp. since 1948, retired Sept. 1. He was 
with the company 39 years. 

o 

American Petrofina has opened four 
new district marketing offices. New man- 
agers are: R. B. Sellards, former zone 
supervisor for El Dorado Refining Co., 
manager in El Dorado, Kan.; Kurvin C. 
Fish, Elreco salesman, manager in Tulsa, 
covering northern Oklahoma, and Ar- 
kansas and southern Missouri; Gene 
Austin, manager in Des Moines, covering 
Iowa, northern Missouri and _ eastern 
Nebraska, and William H. Frank, former 
zone supervisor, manager at Wichita 
Falls, Tex., covering northern Texas and 
southern Oklahoma. 

© 

Charles Wondra, Jr., Union Oil Co. 
consignee in Victorsville, Calif., is a 
proud father. Son Phil won a $12,000 
Naval Missiles Laboratory scholarship. 
He will work under top scientists at Point 
Mugu then transfer to Ventura College 
and the University of California for en- 
gineering studies. 

© 

Roy W. Engle becomes sales manager 
of Atlantic Refining Co.’s_ western 
Pennsylvania marketing region, succeed- 
ing Paul J. Sturgeon, recently named 
regional manager. 

° 

John M. Sprague, vice president of 
marketing and manufacturing for Carter 
Oil Co., Billings, Mont., becomes assist- 
ant to Secretary of Defense McElroy on 
Sept. 1. After a two year assignment, 
Sprague expects to return to Carter. 

* 

M. A. Tuttle is manager of Continental 
Oil Co.’s Spokane, Wash., marketing 
district. He succeeds Harold G. Everett, 
resigned. Herman L. Longhurst, regional 
staff assistant in Denver, succeeds Tuttle 
as manager of the Provo, Utah, district. 

° 

William M. Grass has been named 
eastern division purchasing agent for 
Tidewater Oil Co., succeeding Arthur 
Jungdahl, retiring. Grass was assistant to 
the division marketing manager before 
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A MAGNET FOR SALES... 








































































































All ““Sales-Maker” models 
are also available without 
brand panels. 


/ 


Handsome Gilbarco-“’Sales-Maker” @ Largest brand panel — 123 square inches. 

pumps out front are compelling in- | @ Long hose reach — Model 1006 with inside 

vitations for drivers to stop and buy extension hose has 14’4” reach — Model 1004 

your brand. A standout everywhere, has 13’4” radius. 

the Gilbarco “Sales-Maker” is de- @ Rigid Mono-Frame construction. 2 

signed to give you peak selling @ Two-piece door panels for instant accessibility. eum’ 


power at the point of sale... @ World-proven Gilbarco four-piston meter. West Springfield, Mass. 
Toronto, Canada 


Check these features—and write today for complete information. 
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Along the Indiana Turnpike, installations of 
The “OVERHEAD Door” increase the beaut) 
of service stations .. . and help them give fast 
service. In case these doors are damaged, parts 
and service are immediately available. 


| 


| SERVICE STATIONS ARE EQUIPPED WITH THE 











In keeping with the service, efficiency and modern good looks 
of today’s turnpikes, The “Overueap Door” is the overwhelm- 
ing favorite for service stations along the superhighways. In fact, 
The ‘“SOvERHEAD Door” is being installed in more than 60% of 
all the fine new service stations across the nation. Throughout 
the years, engineers for the great petroleum companies have 
learned the advantages of specifying The “OveRHEAD Door” 

. America’s famous upward-acting sectional door . . . and 
they know that expert installation and service are always 


available—as close as the nearest telephone 


Wherever you plan to place new service stations, make certain 
that the stations are equipped with the world’s finest—and 
most attractive—upward-acting sectional doors. Specify ‘The 
“OVERHEAD Door’... for the smoother operation, better service 
and lower maintenance costs available only with this famou 


service station door. 


OVERHEAD DOOR CORPORATION 


General Offices: Hartford City, Indiana 


Manufacturing Distributors: Cortland, New York; Hillside, New Jersey; Lewis- 
town, Pennsylvania; Marion, Ohio; Nashua, New Hampshire « Manufacturing 
Divisions: Dallas, Texas; Portland, Oregon+ In Canada: Oakville, Ontario 


WASHING LUBRICATION 


Mig, 





In its attractive setting on the Ohio Turnpike, This service station on the Massach 
The “OverueAD Door” adds beauty and pike uses The““Overnead Door 
efficiency to this station. No other upward- Aluminum Doors for oreater bea 
a ling door offers ervice Station operators all utmost visibility J 1a 

the advantages of The “Overnreap Door.” they never need painting! 


me) 4-4-1217 \eM-lele) Mae THAN ALL OTHER BRANDS COMBINED! 





FASTER, LIGHTER, TOUGHER: 
IT’S NEW MALTESE CROSS 
1%' 1.D. FUEL OIL HOSE 


Interested in reduced oil delivery time and second-to-none hose 
handling characteristics? Then this new Maltese Cross 1%," inside 
diameter fuel oil hose, suitable for working pressures up to 150 psi, is 
your answer. Result: A hose with capacity almost equal to 14%" I.D. 
hose. A hose approximately 24 lbs. lighter per 100 feet for easiest 
handling. A hose that fits easily onto the same reels as your present 
1!4" hose. Tough, abrasion-resistant, thicker cover that withstands 
deterioration from petroleum products, sunlight, and weathering is 
assurance of far longer hose life, too. Dubl-Grip couplings are avail- 
able with standard 11%" threads. 

Ask your local H-R distributor about new Maltese Cross 1%4"'I.D. 
fuel oil hose. It’s stocked nationwide. For information or service, 
contact your local H-R representative or Hewitt-Robins, Stamford, 


Connecticut. 


@ HEWITT-ROBINS| 
2 ca ae i 


CONVEYOR BELTING AND IDLERS...POWER TRANSMISSION DRIVES 
INDUSTRIAL HOSE...VIBRATING CONVEYORS, SCREENS & SHAKEOUTS 


a emi en 


H-R Product Manufacturing Plants in Buffalo, N.Y. © Chicago, Ill. © King of Prussia, Pa. © Passaic, N. J 
Amsterdam, Hollar England ¢ Montr 


1 Johannesburg, South Africa ¢ London Canada ¢ Paris, France 


About Oil People 





joining the purchasing department in 
February. Before that he was assistant 
New York district manager. Other Tide- 
water promotions are: George L. Little, 
named district service station planning 
supervisor in Virginia; George F. Bonner, 
to area sales supervisor at Rutland, Vt.; 
Robert E. McVann, to TBA sales super- 
visor in Boston; Richard L. Dexter, to 
service station merchandiser at Newark, 
N.J.; William P. Lewis, to general sales- 
man at Revere, Mass., and John F. Vali- 
note, to service station merchandiser at 
Portland, Me. 
- 

Sam Goldman, vice president in charge 
of marketing for Douglas Oil Co. of 
California, died Aug. 29 of a heart ail- 
ment. He was 58. 

Goldman was sales manager of Krieger 
Petroleum Co. until 1946, when the name 
was changed to Douglas. He then became 
vice president. 

He is survived by his widow and two 
sons, Robert and Wayne. 

Roy F. (Tom) Wilson, marketing man- 
ager for the central region of Standard 
Oil Co. (Indiana) died Aug. 15 of a 
heart attack. He was 46. 

Wilson joined Standard in 1934, later 
became Des Moines division manager 
and was appointed to his most recent 
post last October. 

He is survived by his widow, Irene. 

* 


Alonzo W. 
Peake, president of 
Standard Oil Co. 
(Indiana) from 
1945 until he re- 
tired in 1955, died 
Aug. 28 of a blood 
ailment. He was 
68. Peake started 
as a $60-a-month 
roustabout and had 
extensive field ex- 
perience before be- 
coming president of Dixie Oil Co., a 
producing subsidiary, in 1928. Two years 
later he was named vice president of 
production for Indiana Standard. He was 
a director for 25 of the 34 years he was 
with the company. 

+ 

Wray B. Bailey, 52, district manager 
of Pure Oil Co. in Detroit until his re- 
tirement June 1, died of a heart attack 
Aug. 4 aboard his 26-foot cabin cruiser. 
Bailey had been in the oil industry in 
Detroit for 32 years, with Wilson Oil 
Co. before it merged with Pure. He is 
survived by his wife and a daughter. 

. 

Walter L. Emerling, 47, former Sin- 
clair distributor in Springville, N. Y., died 
at his home Aug. 11. He had operated 
the distributorship for more than 20 years 
before selling it two years ago. 

° 


Alfred L. Truesdell, president of the J. 
Austin Oil Co. of Wayne, Inc., Wayne, 
Mich., died Aug. 16. 
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FOR YOUR NEEDS 














e Button on top of handle 
controls motor 


e Tripping lever for locking 
or releasing arm 


e 180° swing permits deliveries from 
either side; 5 locking positions 


e Adjustable arm extends from 
14% to 23 in.—fits any size reel 


e Removable pulleys make hose replacement 
easy, without removing nozzle 





Fully adjustable hose guide cuts delivery time, lengthens hose life 


More deliveries per hour! Less wear and tear on hose! ee 
Guided unwinding and level rewinding! You get all these 
on new or old trucks—with the Philadelphia Valve 
hose guide! Ball-bearing rollers can be removed to per- o 
mit replacement of hose and the symmetrical rollers can rt 
be inverted to double the life of the flange. Arm swings LLL \) \\ 
out of the way when traveling, locks in any one of five 4 ee 
positions when in use. Adjustable arm length permits its ‘ — hia 
use on any size reel, guides hose around corners of 
truck. Unit weighs only 14% Ib., withstands a 500-lb. pull. 
Rugged construction means long life that virtually 
assures freedom from replacement costs. Control wires 
are fully enclosed to prevent cutting by hose. Write to 
us or your distributor for full details. 


PHILADELPHIA VALVE COMPANY 


ARAMINGO AVENUE AND EAST TIOGA STREET, PHILADELPHIA 24,5. PRe 


DISTRIBUTORS 


NORTHEASTERN PETROLEUM SERVICE & SUPPLY, INC., 37 BROOKLEY ROAD, JAMAICA PLAIN 30, MASS. « OIL MARKETING EQUIPMENT 


COMPANY, 325 FREMONT STREET, SAN FRANCISCO 5, CALIF. e HOWARD SUPPLY COMPANY. 5125 SANTA FE AVENUE, LOS ANGELES 11, CALIF. 
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outdoor 
says everything 
D-X Boron has 
to sell! 














v miles between stops 


if 


"/ DX BORON 


MOTOR FUEL 











eee 
Outdoor Advertising J ms 


Poster designed by Potts-Woodbury, Inc. 


“Since 1925, Outdoor Advertising has been a mainstay 
of our ever increasing advertising program. We know 
Mr. Clarence RK Niessen, from experience that it is one of the most economical 
ways to reach the masses. But the main reason we use 
Outdoor is to reach people when they are most 
receptive to our selling message... when they 
are in their cars ready to buy gasoline or oil.” 


Advertising and Sales Promotion Manager, 
D-X Sunray Oil Company, says: 


8 out of 10 people remember OUTDOOR Advertising !* 


Standardized Outdoor Advertising, 24 and 30-sheet Posters~and Painted Bulletins. oO A i 


OUTDOOR ADVERTISING INCORPORATED 


NATIONAL SALES REPRESENTATIVE OF THE OUTDOOR MEDIUM 





60 EAST 42ND STREET, NEW YORK 17, NEW YORK - ATLANTA - BOSTON - CHICAGO - DALLAS - DETROIT - HOUSTON - LOS ANGELES - PHILADELPHIA - ST. LOUIS - SAN FRANCISCO - SEATTLE 


*Urban Poster Readers—Starch Continuing Study of Outdoor Advertising 
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Coming Meetings 


OCTOBER 


Petroleum Packaging 
Hotel, 


Packaging Institute, 
Committee, Sheraton-Fontenelle 
Omaha, Oct. 6-7. 


California Natural Gasoline Assn., annual 
meeting, Huntington-Sheraton Hotel, Pas- 
adena, Oct. 9-10. 


API, Market Research Committee, Williams- 
burg Inn, Williamsburg, Va., Oct. 12-15. 


American Petroleum Credit Assn., annual 
meeting, Dinkler-Plaza Hotel, Atlanta, Oct 
12-15. 


Packaging Institute, 20th annual national 
packaging forum, Edgewater Beach Hotel, 
Chicago, Oct. 13-15. 


American Society of Lubrication Engineers 
and American Society of Mechanical En- 
gineers, lubrication conference, Hotel Statler, 
Los Angeles, Oct. 13-15. 


Indiana Independent Petroleum Assn., annual 
meeting, Hotel Severin, Indianapolis, Oct 
15-16. 


South Dakota Independent Oil Men’s Assn., 
annual meeting and trade show, Sheraton 
Johnson Hotel, Rapid City, Oct. 15-16 


National Assn. of Oil Equipment Jobbers, 
annual meeting and trade show, Adolphus 
Hotel, Dallas, Oct. 15-17. 


West Virginia Petroleum Assn., annual meet 
ing, Daniel Boone Hotel, Charleston, Oct. 16 


Petroleum Jobbers Assn., semi 
Hotel Roanoke, Roanoke, 


Virginia 
annual meeting, 
Oct. 16 


Texas Oil Jobbers Assn., management insti 
tute, Commodore-Perry Hotel, Austin, Oct 
16-18. 


Pennsylvania Petroleum Assn., management 
institute, Pennsylvania State University, State 
College, Oct. 19-21. 


Tennessee Oil Men’s Assn., annual meeting, 
Andrew Jackson Hotel, Nashville, Oct. 19-21 


North Carolina Oil Jobbers 
Park Inn, Ashville, Oct. 19-22 


Assn., Grove 


Society of Automotive Engineers, national 
transportation meeting, Lord Baltimore 
Hotel, Baltimore, Oct. 20-22 


annual 
Missis 


Mississippi Oil Jobbers Assn., 3rd 
management institute, Univers-ty of 
sippi, University, Oct. 21-22 


Nebraska Petroleum Marketers Assn., 38th 
annual convention and trade show, Paxton 
Hotel, Omaha, Oct. 21-22. 


Texas Oil Jobbers Assn., management insti 
tute, Caprock Hotel, Lubbock, Oct. 21-23 


Oil Trades Assn. of New York, Waldorf 
Astoria Hotel, New York City, Oct. 22. 


Arkansas Independent Oil Marketers Assn., 
annual meeting, Hotel LaFayette, Little 
Rock, Oct. 22-23. 


Society of Automotive Engineers, national 
diesel engine meeting, Lord Baltimore Hotel, 
Baltimore, Oct. 22-24. 


Independent Petroleum Assn. of America, 
annual meeting, Statler Hilton Hotel, Dallas, 
Oct. 26-28. 
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National Lubricating Grease Institute, 26th 
annual meeting, Edgewater Beach Hotel, 
Chicago, Oct. 27-29. 


Manufacturers, 
30-Nov. 1 


Assn. of American Battery 
Palmer House, Chicago, Oct 


NOVEMBER 


Automotive Engineers, national 
Hotel, 


Society of 
fuels and lubricants meeting, Mayo 
Tulsa, Nov. 5-6. 


National Oil Jobbers Council, Conrad Hilton 
Hotel, Chicago, Nov. 6-8 


American Petroleum Institute, Conrad Hilton 
Hotel, Chicago, Nov. 10-12 


Manufacturers, 
Chicago, Nov 


American Battery 
Beach Hotel, 


Assn. of 
Edgewater 
18-19 


American Society of Mechanical Engineers, 
annual meeting, Statler and Sheraton-Mc 
Alpin Hotels, New York City, Nov. 30 


Dec. 5 


DECEMBER 
> Oil Industry TBA Group, national con 
vention, Chase-Park Plaza Hotel, St 
Dec l 2 


Louis, 


Interstate Oil Compact Commission, Hote! 
Muehlebach, Kansas City, Mo., Dec. 1-3 


JANUARY 1959 


& Arkansas LP Gas Assn., semi-annual meet 
ing, Hotel LaFayette, Litthe Rock, Jan. 11-12 


> Kaisas Oil Men’s Assn., annual conven 
tion, Wich.ta, (hotel not available at publica 
tion), Jan. 12-13 

& Kentucky Petroleum Marketers Assn., 33rd 
annual meeting, Brown Hotel, 
Jan. 13-15 


Louisville 


Nebraska Petroleum Marketers Assn., annual 
management institute, University of Ne 
braska, Lincoln, Jan. 13-15 


& Independent Oil Men’s Assn., annua! meet 
ing, Hotel Statler, Boston, Jan. 14 


Northwest Petroleum Assn., annual meet 
ing and trade show, Hotel Nicollet, Minne 
apolis, Jan. 21-22 


O1 Trades Assn. of 
Astoria Hotel, New 


New York, Waldorf 
York City, Jan 22 


FEBRUARY 


» National Assn. of Oil Equipment Jobbers, 
management institute, University of Okla 
homa, Norman, Feb. 4-6 


> Missouri Petroleum Assn., annual conven 
tion and exhibit, Muehlebach Hotel, Kansas 
City, Mo., Feb. 9-11 

& Intermountain Oil Jobbers Assn., Hotel 
Tropicana, Las Vegas, Feb. 12-13 

> Packaging Institute, Petroleum Packaging 
Committee, Goodhue Hotel, Port Arthur, 
Texas, Feb. 16-17 


®& First listing 
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sure Lim 


MASSACHUSETTS 


VENTALARM Gouge Combination 


SCUL 


MELROSE 76, 


Originators of 


e 
VENTALARM Signal 


gine Contro 


AT 


VENTAFIL Combined Portable 


SCULLY SIGNAL COMPANY 


174 GREEN STREET 


xs 


petroleum products safely and quickly, 
take advantage of our experience 


if your problem is one of 
and equipment. 


. mi ’ 
ROTARY positive 


displacement pumps 


TROL Pres ting Control 
FAYLSAFE Monitoring 


of 


FAYLSAFEL 


LATOR En 


THR 


Water Cut 


~ 


with the patented GRANCO “universal 


joint” pumping action! Compact, rugged 


signs for light or heavy duty service 


de 


GRANCO fast-flow suction strainers are avail 


able for all models. 


angular rotary motion 


is the practical answer 


to frictionless metering! HIGH ACCURACY is 


maintained with minimum slippage; large 


measuring chambers deliver more liquid per 


revolution; precision adjustment dials permit 


quick, accurate volume change 


Write TODAY for FREE Engineering 


and Data Manual on 
Pumps and Meters 


PUMPS and METERS 


Manufactured by 
GRANBERG CORPORTION 


1313 Sixty-Seventh Street, Oakland 8, California 
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> CLASSIFIE 


DISPLAYED RATE 
The advertising rate is $17.75 per inch for Equipment 
and Business Opportunity advertising appearing en 
other than a contract business. 


EMPLOYMENT OPPORTUNITIES 
The rate is $27.00 per inch. Subject to Agency 
Commission. 


AN ADVERTISING INCH 


column, 


ADDRESS BOX NO. RE PL IE $ TO: Box 
Classified Adv. Div. of this publication. 
Send to office nearest you 
NEW YORK 36: P. O. BOX 12 
CHICAGO: 520 N. Michigan Ave. (11) 
SAN FRANCISCO: 68 Post St. (4) 


SELLING OPPORTUNITY OFFERED 


Heavy Fuel Oil Representative. Opportunity for 
man with record of accomplishment to 
responsibility of heavy oil sales 
program for large Eastern independent distribu- 
tor alary commensurate with ability, insurance- 
car allowance-pension plan. Write in confidence 
to RW-8740, National Petroleum News. 


energetic 
assume full 


POSITION WANTED 


College trained former foreign airline captain 
under 40 with a highly successful oil jobbing 
background seeks position requiring these com- 
bined abilities. Foreign or domestic. Own busi- 
ne now organized to be self sufficient. PW-8919, 
National Petroleum News 


BUSINESS OPPORTUNITIES 


Bulk Oil Plants Propane Gas Plants—Selected 
properties throughout the midwest. We specialize 
in selling petroleum properties. Ole Brodd Petro- 
leum Marketers, 605 Produce Bank Bldg., Minne- 
apoli }, Minnesota 


For Sale—Major Brand Petroleum Products and 
TBA Jobbership in Florida. Profitable operation, 
excellent future potential. $50,000 cash will han- 
dle. Write BO-8548, National Petroleum News 


For Sale—Jobber Business Annual volume 3,250,- 
000 Major oil Representation Contracted year to 
xcellent earnings $100,000 cash needed 
for inventory trucks and Accounts Located Up- 
York. BO-8721, National Petroleum 


year FE 


tute New 


New 


FOR SALE 
Four riveted and welded tanks: 2—20,000 gal. 
> 17,000 gal. Good condition. Available now 
Manholes, some shut off valves attached. Can 
be inspected on site. FS-8490, National Petroleum 
New 


Reo Truck with five compartment tank 1100 
gallon capacity FS-8923, National Petroleum 





PROFESSIONAL 
SER VICES 











PROPANE GAS PLANTS 


ANHYDROUS AMMONIA PLANTS 
Designed and Installed 


PEACOCK CORPORATION 
Box 268, Westfield, N. J. 





is measured % 
3 columns—30 inches—to a page. 
Send NEW ADS or Inquiries to Classified Advertising Division 
NATIONAL PETROLEUM NEWS, 
November Issue closes October 10th, 


UNDISPLAYED RATE 
$1.80 a line. Minimum 3 lines. Box numbers count 
one additional line. 
POSITION WANTED. Undisplayed rate is one half 
of above rate, payable in advance. 


DISCOUNT of 10% if full payment is made in ad- 
vance of four consecutive insertions of undisplayed 
ads. 


inch vertically on one 


P. O. Box 12, New York 36, 


¥ 





UNUSUAL OPPORTUNITY 
FOR FACTORY REPRESENTATIVE 


Unprecedented demand for new prod- 
ucts forces leading manufacturer of auto- 
motive service equipment to expand sales 
force. Seeks aggressive, experienced sales- 
man with management potential. Commis- 
sion basis with earnings over $8,000 per 
year. Submit resume to 


$W-8840, National Petroleum News, 
520 N. Michigan Ave., Chicago 11, Ill. 














SERVICE STATIONS 
WANTED 


Will purchase or lease existing stations. 
Send full information, price, location, etc. 
BO-8659 National Petroleum News 
520 N. Michigan Ave., Chicago 11, Ill. 








FOR SALE 
Tank trailer—5 compartments cap.—3010 gals. 
Tank trailer—8 compartments cap.—1i960 gals. 
Both FruHauf Semi-Trailers 900-20 Tires. 
5 compartment Trailer still in use and has meter 
side delivery with barrel racks both sides 
B comp. Trailer rear delivery with barrel racks both 
sides 
A. S. Turner Jr. Gulf Distributor 
P.O. Box 147 Chestertown, Md. Phone 259 








What is 
Your Need? 


Do you need competent men for 


your staff? Men experienced in 
the Petroleum industry? Men to 
fill executive, sales or technical 
positions? 


Or are you looking for—or offer- 
ing—a business opportunity of 
special interest to men in the in- 
dustry served by this publication? 


Or are you seeking buyers for 
surplus used equipment, or want 
to buy such equipment? 


The solution of any of these needs 
can logically be found first among 
other readers of National Petrole- 
um News. You can get their atten- 
tion, at small cost through an 
advertisement in this “CLAS- 
SIFIED” Section of NATIONAL 
PETROLEUM NEWS. 











NATIONAL 





| workers 


| costs and stretch your 
| Moreover, 





ZONING OF 
MAIL 


Many cities in the United States 
use postal zone numbers as part of 
their adress. The use of these num- 
bers accelerates and simplifies the 
processing of mail, makes it easi- 
er for the less experienced clerk to 
distribute the mail, and effects 
earlier dispatch and delivery of 
your mail. 


For this reason, it is important 
that you use zone numbers wher- 
ever applicable. Learn your own 
zone number and use it on your 
return address. Obtain the zone 
numbers of those to whom you 
write, and include them on all cor- 
respondence. Your local post office 
will be glad to furnish you with 


| any information concerning postal 
| zones. 


MAILING EARLY IN THE DAY 


At present approximately 80% 


of the mail is received in the post 
| office between the hours of 6 and 
| 10 p.m., creating a tremendous peak 


period problem. 


To process this tremendous vol- 


| ume of mail, the post office has to 
| schedule 75% to 


80% of 
ployees on night duty. 


its em- 
Since night 
are paid a 10% differen- 
tial, postal costs are increased. In 
addition, because of the larger pro- 


| portion of night work, the post of- 
| fice 


recruitment 
as potential employees are 


is faced with a 
problem 


| attracted to jobs with more desir- 


able working hours. 


Early mailing would cut postal 
tax dollars. 
the reduction of night 


work would enable more postal em- 


| ployees to spend evenings at home 


with their families. 


The simple fact is, that by mail- 
ing earlier in the day, the peak load 
would be spread out, enabling the 
post office to place a larger amount 
of mail on earlier planes and trains, 
and thus assure earlier delivery at 


| point of destination. 


A Public Service Message From 
NATIONAL PETROLEUM NEWS 
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Use this full-flow, kinkless hose 
for faster fuel oil deliveries 


B.F.Goodrich hose is flexible, easy to handle even in cold weather 


ERE'S a fuel oil hose that handles 
easily, reels readily, saves many 
minutes each day. It speeds deliveries 


by keeping a full, unobstructed flow of 


oil moving from truck to tank. 

With its strong braided construc- 
t10n, this B. F. Goodrich hose always 
keeps its full round shape, can’t flatten 
or collapse on the reel to choke off flow 
or slow it down. There’s no reinforc- 


ing wire to take a permanent kink. 

The tube of the hose is completely 
oilproof, won't swell to reduce the 
inner diameter, won't flake off into the 
stream of oil. A special kind of rubber 
makes the hose flexible and easy to 
handle even in sub-zero weather. 

Ics thick, tough cover is built for 
rough use. Dragging it over curbs, 
rough sidewalks and driveways won't 


harm it. Letting it stand in gasoline, oil 
or grease won't damage it. And there’s 
no danger of sunlight causing it to crack 
or check. Either one-time Permalock 
or reattachable couplings can be used. 

Ask your B.F.Goodrich distributor 
to show you a sample and tell you more 
about Type 83 fuel oil hose—an im- 
proved hose that’s easier to handle, can 
make faster deliveries, and reduce oper- 
ating costs. B.F.Goodrich Industrial 
pone Co., Dept. M-453, Akron 18, Ohio. 


B.EGoodrich fuel oil hose 
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ToKHeIm LLwalBanr 


most effective island displayer ever developed! 


No doore 


to ¢tore! 


Never before an oil and TBA merchandiser like the 
new LuBar. Big and attractive, it demands attention 
and gets it; puts up to 60 cans of oil right in front of 
the customer. Moreover, it is a permanent sales tool. 
You don’t have to move it in and out when you open 
and close. Panels on all four sides swivel 180 

lock securely. Peg board inserts, furnished, snap 


TBA displays. 


into place over empty panels for 


There is no substitute 
for TOKHEIM QUALITY/ 


OKHEIM 


© 
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TOKHEIM 
DESIGNERS AND BUILDERS OF 
1650 WABASH AVENUE INCE 1901 FORT WAYNE 1, INDIANA 


Displays oil 
and TBA 
on all 4 video! 


Special concealed compartments drain and store 
empty cans for casy removal later. Aid good hous« 
keeping! Compartment also provides space for 
pouring spout. Install LuBar parallel with pumps or 
diagonally for increased visibility. Fither way it will 
boost your oil and TBA sales as it is already doing 
for hundreds of stations. Call your Tokheim repre- 


' ' 
sentative today or write for new bulletin! 


Cc Pr fs D 
CORPORATION 
JPERIOR EQUIPMENT 


Tokhe N. V., Leiden, Holland — GenPro, | ‘ vv Indiana 


Factor Branch 475 Ninth Street, San Francisco 3, California 
y 


Tok Reeder of Canada, Ltd, 205 Yonge Street, T Intarie 





Now... @long every road 


some Stations will attract more customers 


vew SALESMAN-48” 


se//s easier, operates eas/er 


The low, clean lines, the gleaming stainless 
and polished aluminum surfaces of Erie’s new 
“Salesman-48” are an invitation to drive up 
and buy! Sloped-back dials are placed at eye- 
level for the new, lower cars; so customers 
don’t have to twist or squint to see the gallon 
price or amount of sale. 


Attendants will like ‘“Salesman-48” too. One 
hand, one motion resets computer and starts 
motor. Hose is flat against the side of the 
pump for easier maneuvering. 

You get extra sell in every station. “48-inch 
low” pump design’ allows an unobstructed 
view of entire station and its TBA displays. 


x 


To catch more customers and make more 
sales, are you ready to pay less per pump for 
every pump you buy? Then you must investi- 
gate the “Salesman-48.” Call your nearby 
Erie district manager, or write for bulletin. 
Erie Meter Systems, Inc., Erie, Pa. 
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